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A FORK HANDLE 
THAT WON'T BREAK 


Another FUNDAMENTAL Improve- 
ment by UNION — Making Ordinary 
Farm Forks Obsolete — Making 
UNION Quality Farm Forks the 
ONLY Forks for Dealers Who Want 
More Sales at Full Profit in 1940... 
If Your Jobber Can't Supply You, 


We'll Tell You a Jobber Who Can. 


ACTUAL Imagine, the Weight of 5 Men Couldn't Break 
PHOTO OF This Handle — Yet It's Made of White Ash. 
TEST Design Allows Full Length Flexing of the 
Wood, Retains the Springy “Action” That 

You Need for Pitching Lodds. 


i, THE +F°X-sram- HANDLE 
_ HOW IT LOOKS HOW IT'S MADE N€, Outside the Fer- 


Steel Beam Guards Danger rule, Beam 
te ___ » Point between Ash Handle ©» ry . Flanges Grip and 


i 


and Steel Ferrule Brace Handle 


'< ee =< ° genes Tube. —_ Above and Below. 


- —_~7_ — am 
ve . ——— en ———— om 
the I Res. Ay Fae i rae = Section of Beam Inside Ferrule Does Not 
tersunk in the Ash Handle—No Weakening renee big, 4 he _ bine Wood Has Flexed 
Rivets Anywhere. : nie fice 


THE UNION FORK & HOE COMPANY 


MAKERS OF MORE SALABLE TOOLS — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Additional Sales Offices: New York City, Baltimore, Los Angeles, San Francisco, Seattle 
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BOSS HEATER 
2AY—Two Burners 


Heat flows from grill in top. Circu- 
lation is also maintained through 
chrome louvres in front, which direct 
the heat downward. 


BOSS RANGE 
9B-VD—Five Burners 


Single Burner 


No 
Double Burner 











BOSS HEATER 
2BY—Two Burners 


ith : 
a pg enamel finish of 
base; sides in oon a 


BOSS “TOP-SPEED” BURNER 


Precision built— 
generates intense ¢ 
heat quickly. 
Flame instantly 
adjustable. 


“BLU - HOT” BURNER 
Adjustable Wickless 
Long blue flame gen- 
erated in giant com 
bustion chamber—in 
tense heat creates 
rapid flow of hot air 


BOSS RANG 
88-VD—Four snl 


BOSS ROTOHOT 


New, distinctive, 
successful. A 
high-speed, low- 
cost, oil-burning 
heater with pow- 
erful, even flow 
of mostly un- 
burned air. Hi 
velocity is 
tained without 
fans by scien- 
tifically designed 
air ducts and 
proper placement 
of its burners. 
Don’t miss the 
opportunity that 
ROTOHOT of- 
fers for extra 
sales and profits. 


BOSS WICKS 


This compact, a i 
display — Package ao 
plied with every order for 
three dozen wicks. Per. 
= _~ = keep a clean 
r isplay stoc i 

times. a sail 
units in view 

— eighteen in 

Storage. Pack- 

age is 11%” 

wide, 

deep, 9%” 

high, with 10- 

inch sign card 

at back. Print- 

ed in dark blue 

and red on 

white back- 

ground. 


Give mia lefi to 
your Agrosene stove 
rangs or Atate® 











“YALE 
FOR EVERY PURPOSE 












































( osing Events Cast Their Shadows Before”’...so wrote Thomas 
Campbell over a hundred years ago. 





Now, a century later, his immortal phrase still holds good — particu- 
larly in relation to the international trademark, Yale. For today, 


the name Yale foreshadows the sale wherever locks are sold. 


Naturally, there’s a reason — over 70 years of reason. In that time Yale 
has become synonymous in the public mind with quality and security. 
And too—with wide range of selection...for Yale builds a complete 








line of locks and hardware. 


And don’t forget: 


ee ee 


THE NAME YALE HELPS MAKE THE SALE 


DISPLAY THE YALE LINE PROMI- 
@ NENTLY. IT WILL ADD TO YOUR ® 
STORE’S PRESTIGE—YOUR PROFITS. 


THE YALE & TOWNE MFG. CO. 


— ee Wee fe meme). |. | ome ak om © i: au © 
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E SOLD REPUBLIC STEELS IN 


 fealing Equipment 


PRODUCTS FOR THE 
Over the years you’ve probably turned a pretty penny HARDWARE TRADE 





on your sales of furnaces, heating stoves and ranges 





— never thinking that all the while you were selling 






Republic pig iron, bars, sheets, wire, bolts and nuts 






under the trade names of other manufacturers. 






Manufacturers of products which you sell under 






various well-known trademarks use Republic steels 






because experience has proved their value. Steels must 






stand up in service-——or a good name and good-will 






are jeopardized. 






Republic uses the same high quality steels in bolts, 






nuts, wire, wire fencing, fence posts, nails and similar 






products — products which carry the 






Republic name to help you sell them. 






Where your customers’ good-will is 






important — Republic will help you 
hold it. 
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CLOVER 























-_—-—e 


GREEN-STRIPE 














THE “COLOR-STRIPE LINE” 


of 


COATED ABRASIVES 


FLINT — 
RED-STRIPE CONSTANT PROGRESS 
— OF INTEREST TO DISTRIBUTORS 
| ORANGE-STRIPE 
| GARNET 


YELLOW-STRIPE 
ALUMINUM OXIDE 


BLUE-STRIPE 
SILICON CARBIDE 


For eleven years we have been offering a most com- 
plete line of Coated Abrasives of the highest quality 
with the exception of wide paper rolls—rolls from 30” 
to 48”. During the past year we have constructed a 
substantial addition to our plant to house what is prob- 
ably the latest, most complete and efficient unit in the 
industry to coat goods up to 48” in width. 


This new unit has been in production several months 
and we are now giving the same prompt service on 





PAT. Wo 3 





IN these wider rolls that we have always given on the 
REAMS balance of our line. 
ROLLS RO 
BELTS We 
DISCS 


6 











CLOVER MFG. CO., NORWALK, CONN. 
ALSO MAKERS OF THE FAMOUS 


CLOVER GRINDING AND LAPPING COMPOUNDS 
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—HAS LIFETIME LUBRICATION 


With this new Cannon Ball feature, door hanger life is more 
than doubled. This lifetime lubrication is injected at the fac- 
tory into the felt packing of every Cannon Ball Door Hanger 
Wheel. The persistent and ever present oil film eliminates 
any chance of rusting the I0 extra long bearings that make 
Cannon Ball work so much easier and last so much longer. 
Again Starline proves its leadership. Write today for com- 


plete information on this 


revolutionary feature CANNON BALL 
and the tested sales and MTT Ma wi melas 


demonstrating helps 
Starline can give you. 


ow © vane 


In the popular Up and Over 
Garage Door Sets, Cannon 
Ball Self-Oiling Door Hang- 
ers assure the easiest, most 
trouble-free operation at all 
times. Its additional strength 
and the new self-oiling fea- 
ture make it the outstanding 
set on the market. 








“Don't tell me, all enamelware is alike” 


“While testing laboratories reveal the difference by the most 
exacting acid tests to which any utensil surface may be sub- 
jected, we housewives also soon learn the difference in our 
own kitchen where MEMCO vitreous enamel cooking utensils 
are found to be impervious to and non-stainable by food acids 
in cooking.” 

The superiority of better vitreous enamelware is known and 


appreciated wherever healthful cooking and care of food is 
correctly understood. 


There is an expanding market for MEMCO decorated vitreous 
enamel kitchenware among the informed women shoppers 
who know what they want and expect to find better enamel- 
ware in your store. 


THE MOORE ENAMELING 


& MANUFACTURING COMPANY 
DEPARTMENT H. R. A. 1039 = WEST LAFAYETTE, OHIO 


>roved By Good Hou: 


Y MOORE...SELL MOORE ENAMELWARE 
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An Axe Display that really selis 


SOLVES A DIFFICULT 
DISPLAY PROBLEM 


Compact, colorful. Stops your 
customers, makes them want 
to swing a Plumb Axe. Axes 

can be taken out of novel 
holder and put back. Makes | 
ior quick sales. Order this | 
sturdy Display Package 
from your jobber. Half- 


dozen axes at regular 









ili 
Bee eis ieee 


prices. Display FREE. 


Fayette R. Plumb, Inc., Philadelphia, U.S.A. 





HICKORY HANDLES 





FACTORY DRIVEN 


PERFECT HAN 








Display Package contains 4 
Plumb Dreadnaught Single Bit 
Axes, with high lustre black 
heads and “‘mahoganized” 
hickory handles; new embossed 
handleand eye labels in red and 
gold ...and 2 Blue Streak 
Single Bit Axes. All of same 
weight and pattern. Available 
st YT in following patterns and 

ae weights: Michigan, 3% or 4 lbs. 

Dayton, 3% or 4 Ibs. New 

a he New England, 3% lbs. Jersey, 4 lbs. 
Baltimore-Kentucky, 4 Ibs. 
Southern-Kentucky, 4 lbs. Can 


PLUMB AXE DISPLAY PACKAGE #.seccs"" 
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MASTER 
MERCHANDISER 


Reflects The New Trend In Hardware Store Merchandising 


T is beautiful, new and en- 

tirely different from any dis- 
play you've ever had. What's 
more, it’s practical. The case is 
made of brown walnut veneer 
that won't show dust. All mer- 
chandise is so cleverly arranged 
that it can be easily seen from 
any angle and yet can’t be 
swiped. Pilferproof compart- 


ment in back holds 3 dozen 


folding rules and 114 dozen 
Tapes. Display, only 12” wide. 


MAKE UP YOUR OWN 
ASSORTMENT 


You know what you can 


sell better than we do. 


Place a good order with your job- 
ber and let us send you one of 
these new high powered display 
units, the Master Merchandiser. 


If you want further information—write to us for particulars 


MASTER RULE MANUFACTURING COMPANY 


Department A3, 815 E. 136th St., New York City 
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Sun-Red Edge 
AluminA 
(electro-plated with zinc) 


Sun-Red Edge Black 
(painted) 


Sun-Red Edge Bronze 


and Noxide (antique) caine 
Sold to and Distributed by 
Recognized Jobbers Only 


...and then Another Sale is rung up for 





RED EDGE 


SCREEN CLOTH 


It's the red edge that tells ‘em! Customers remember Red Edge 
double protection and longer wear. Because that red edge itself is an 
automatic reminder—every time and everywhere they see it. That 

. 4i Ml eee . . 
gives you ‘the edge’ on competition when it comes to repeat busi- 
ness—as well as on first time sales. 


It's the red edge that sells ‘em! It's enamel. And it's rust retard- 
ing. That's why the wires under the nailing strip and along its edge 
don't break. It’s a reinforcement. That's why the body of the screen 
stays tight and firm. And wears and wears. 


That reminds us to remind you ... when selling Red Edge, always 
recommend the finer meshes—for the best interests of both your 
customer and yourself. 


WRITE FOR SALES HELPS 





REYNOLDS WIRE CO., DIXON, ILLINOIS 
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“TOUGH BABIES” OF THE CRESTOLOY WRENCH LINE 


For the big, tough jobs that demand real wrench 
power, here’s the Crestoloy answer. They're the 
**tough babies”’of the Crestoloy line that combine 
strength, toughness and power with generous 
opening capacity and ability to “‘take it.” 

They are forged from “‘Crestoloy”’ steel, of course, 
so are relatively light in comparison to their tre- 
mendous strength. Handles on all three are taper- 
ed so a pipe handle extension can be used for 
added leverage. The whole wrench is heavily 
chrome-plated to provide positive rust protection 
—heads polished, handles satin-finished to pre- 
vent slipping. 


“New size, now ready for deliveries. 


CRESCENT 


and Smith & 


Hemenway 


No. AC 124 is 24” long, opens to 2-7/16", and easi- 
ly handles strains in excess of 2,500 pounds — 
equivalent to hanging a Ford car from the hole 
in the handle end. It retails for $7.50. 

No. AC 118* is 18” long, opens to 2-1/16", and safe- 
ly takes loads of more than 2,000 pounds. It costs 
only $5.00. 

No. AC 115 is 15” long, opens to 1-11/16", and is 
easily capable of loads well beyond 1,500 pounds. 
$3.00 is the retail price. 

There’s a wide market for these fully-guaranteed, 
extra-value tools that every dealer can capitalize. 
Ask your jobber. 


Crescent Tool Co., Jamestown, N. Y. 


TOOLS 


HARDWARE AGE 








le 


OCTOBER 19, 





PROTECT YOUR PROFITS WITH 


CLEVELAND 


WELDED AND WELDLESS 


CHAIN 


When you specify CLEVELAND CHAIN you receive a guaranteed 
product, thoroughly tested and inspected before it is shipped to 
you. You are certain of getting the highest quality chain pro- 
duced. 70 years of experience and progress in the manufacture 
of Quality Chain backs the CLEVELAND reputation for dependa- 
bility. No order is too large—none too small, to receive prompt, 
careful attention. CLEVELAND CHAIN Coast-to-Coast manufac- 


turing and sales facilities are at your service. 


If It’s Chain—CLEVELAND MAKES IT 


ANCHOR CHAIN HALTER CHAINS STEEL LOADING CHAIN 
“BBB” CHAIN HARNESS CHAINS TIE OUT CHAINS 
BREAST CHAINS LOG CHAINS TIRE CHAINS 
Seer tee MACHINE CHAIN TRACE CHAINS 

co- aa oa PROOF COIL CHAIN TRACTOR CHAINS 

DOG CHAINS SASH CHAIN UTILITY CHAINS 
DREDGE CHAIN SLING CHAINS WAGON CHAINS 


DISTRIBUTED BY JOBBERS 
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Mercury De Luxe models have set the 
Sy ;. 1939 bicycle merchandising pace. Be- 
_ cause of their stellar sales performance, 
* we honestly believe that no Christmas 
** stock is complete without them. 


Their initial reception from the trade was 
most enthusiastic. Since then they have demon- 
strated their remark- 
able profit potentiali- 
ties on sales floors all 
over the country. And 
they have established 
this record in direct 
competition with 
virtually every other |! 
make of bicycle. | 





The secret of their 
unusual success is not 














difficult to discover. ‘Way ahead in style and 
beauty, Mercury De Luxe models are neverthe- 
less surprisingly moderate in price. 


Best of all, these fully equipped models have 
proven their merit in the volume market. 
Therefore, you can be sure that they will give 
an excellent account of themselves on your 
sales floor. If you 
have not already 
included them in 
your Christmas stock, 
write for complete 
catalog and prices. 


THE MURRAY OHIO 
MFG. COMPANY 


CLEVELAND, OHIO 

















HARDWARE AGE 





re 


S, 





E 


American Instru- 
ments are known by 


ELIg 


“a @ 6 @ ¢ fF Ff TF 
eS =.= a 


American women from 
coast to coast. It pays 
to sell a line of thermom- 


eters that are so 


highly 


regarded and so dependable. 
% 


‘AME 


RICAN 


THERMOMETER COMPANY 


SAINT LOUIS 


U. S. A. 








NEW 


AN ‘Ame RICAN 


HOUSEHOLD 


THERMOMETERS 


COMBINE 35 YEARS ENGINEERING 
SKILL WITH MODERN STYLING 


The women who will buy this 
year’s new style hats, shoes, 
and clothes, will be looking 
for something new in thermo- 
meters. Give it to them, by 
featuring these stylish new 
designs. They're the latest 


thing out. Built for modern 
homes. Order from your job- 
ber now or wire factory direct. 


New 
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OLKS seem to agree that nothing 
sam things up so perfectly . .. 
and permanently .. . as this handy 
household cement made by Du Pont. 

Naturally! For Duco Household 
Cement is the cement which holds 
tightly on just about every material 
there is. It’s transparent . . . which 
means it’s ideal for repairing china, 
glassware, lamp shades. It’s flexible 
. . . bends like a pretzel without 


cracking . . . so it’s just the thing for 
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mending torn auto tops or uphol- 
stery, dolls or awnings, and for emer- 
gency treatment of runs in silk stock- 
ings. And Duco Household Cement 
is waterproof . . . even boiling water 
won’t melt it or loosen it. 

Stock and display Duco Cement. 
You'll find it sells itself fast . . . to 
people who have things to mend, and 
to hobbyists who have things to 
make. Not only because folks who 
have used it know it’s a fine cement, 





but also because everybody can see 
it’s made by Du Pont... your assur- 
ance of top quality in any product. 
* * * 

Net prices and particulars? Write. 
and we'll supply them promptly. 
E. I. du Pont de Nemours & Co., 
Inc., Wilmington, Delaware. 





CEMENT 








FALL and Winter are the busy seasons for 
home craftsmen. Many of them spend hun- 
dreds of dollars a year for tools and abrasive 
products. Why not plan now to get your share 
of this rich business? Be re ady with a com- 
plete assortment of Carborundum Brand 


Abrasive Products. 

It’s easy to sell a sharpening stone or grinding 
wheel to go with every edge “d ey ee 
craftsmen must have sharp tools to turn out 
good work, and they know it! Extra sales are 
easily and quickly made with the famous fast- 
moving Carborundum line. 

Ask your jobber or write direct for complete 
information. 





FOR EXTRA SALES AND PROFITS 
Stock up with 


CARBORUNDUM 


ABRASIVE & PRODUCTS 











No. 384 


@ THIS DISPLAY 
will help you pair 
up Carborundum 
Brand Abrasive 
Products with tool 
sales. It’s a striking, 
3-color, sturdy dis- 
play suitable for 
window or floor use. 
Ask your jobber or 
write direct. 


CARBORUNDUM 





THE CARBORUNDUM COMPANY 
Niagara Falls, N. Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, 
Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 
(Carborundum is a registered trade-mark of The Carborundum Company ) 
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The Design of the Tommy Axe 
wins universal preference —it im- 
proves appearance —adds utility — 
and perfect balance and feel. 





The Tommy Axe is a powerful 
chopping tool and just as power- 
ful for heavy driving. 


The forged, milled claws give 
the added utility of an excellent 
ripper and puller. 


Hand it to any home-owner, 
hunter, outdoor man, mechanic, or 
farmer—he will say, “That's just 
the tool I’ve been looking for!“ 


One size—one quality—one finish 
means a volume seller. 





T¢ 
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FORKS « RAKES - HOES + SHOVELS + AXES + HATCHETS - HAMMERS «© SCYTHES « FISHING RODS AND BAITS + GOLF SHAF 
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NEW WORLD’S CHAMPION VAL 
by the 





DYNAMICALLY BALANCED FOR GREATER 
POWER IN BOTH DRIVING AND PULLING 


Show a woman a complete matched set of 
Owens-Illinois kitchenware and you'll multi- 
ply your sales with each customer. It’s only 
natural. The kitchen meeds every item in the set 
and every woman wants matched items for deco- 
rative effect. Many will buy the whole set— 
the others will come back later for extra match- 
ing pieces. 

Owens-Illinois matched kitchenware ensem- 
bles sell themselves on sight because their su- 
periority is immediately apparent. You see it 
in their smart patterns, effective color combi- 
nations, sturdy construction . . . and especially 
in the fine quality of the lithographed finish 
that makes their beauty lasting. 

The Duchess pattern pictured here is just one 
example of the many Owens-Illinois matched 
ensembles that will give you extra housewares 
sales. See our full line at your jobbers or con- 
tact our salesman at once. 


Let the simplicity and good taste of the 
F N S F M B | F S ‘‘Duchess’’ pattern be a prestige builder 
for your housewares display. It may be 


had in either a red or a green color scheme 
—the two most popular colors in the 
kitchen decorating trends of today. Dis- 


©] W E N S- ; L L | N Oo i 4 play the complete ensemble in one place 


and watch sales increase. 
C AN CO MPANHY 


HOUSEWARES DIVISION—TOLEDO 
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STORMY WEATHER AHEAD 


—but Storm-Proof Hardware 
is ready for the foe 


ALL and winter will bring their usual onslaught of wind, rain, 

hail and snow, but with storm-proof hardware on the job sliding 
barn doors will remain rigidly secure, protecting life and property 
and keeping out all of the destructive elements. 





No. 55 
Storm-Proof Junior Door Hanger 





No. 66 
Rigid Storm-Proof Door Hanger 
(Patented) 





No. 77 
Flexible Storm-Proof Door Hanger 
(Patented) 











National 


STORM-PROOF HARDWARE 


is all that its name implies. Stoutly constructed 
of the finest materials, it incorporates exclusive 
features that promote its smooth, friction-free ma- 
nipulation even under the most severe conditions. 


Undoubtedly your trade is already familiar with 
this fine hardware which has established such a 
reputation for efficient service through the many 
years it has been serving the trade. Cash in on 
this fine established prestige by offering your trade 
the genuine National Storm-Proof. The many sizes 
and styles will meet practically all specifications. 


For full descriptions consult your National cata- 
log. If you have not a copy of the latest edition, 
No. 24, one will gladly be mailed upon request. 


National Manufacturing Co. 
STERLING + ILLINOIS 


National Builders’ Hardware is sold direct to the retail dealer—a 
policy that promotes quality, service and direct selling cooperation. 


HOLE TO ADJUST HANGER 
AND OIL BEARINGS 





No. 88 Adjustable Storm-Proof Door Hanger 
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HELLER CODE SYMBOLS 
BOOST YOUR NUCUT FILE BUSINESS 


Novel feature completely identifies EVERY NUCUT File for 
length, shape and cut —pleases your customers — makes 


file buying quick and sure— makes file selling easy. 


When your customer buys NUCUT 
from you, you both benefit. The 
file buyer knows he gets what he 
asks for. The copyrighted Heller 
Code Symbol feature instantly 
gives him positive and complete 
identification—length, shape and 
cut. You benefit—because the 
efficient service you render, plus 
NUCUT'S superior file performance, 
so pleases and impresses your 
customer that he comes back to 
you with more orders time and 
again. Your NUCUT File business 
gets a boost—and so does your 
reputation. 


Get facts on HELLER NUCUT —the 


HELLER NUCUT © 
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files, the franchise and the money- 
making Code Symbol feature — 
today. No obligation whatever. 


Above, left to right: 6 inch Taper, 
Code Symbol 6T; 5¥ inch Slim 
Taper, Code Symbol 5¥/2V; 8 inch 
Extra Slim Taper, Code Symbol 
8X; 10 inch Flat Second Cut, Code 
Symbol 10F2; 12 inch Hand 
Smooth, Code Symbol 12H3; 12 
inch Round Second Cut, Code 
Symbol 12R2; 7 inch Square 
Smooth, Code Symbol 783. Right, 
12 inch Mill Bastard, Code Symbol 
12M. 


HELLER BROTHERS COMPANY 
Newark, N. J. Newcomerstown, Ohio 


WAVY TEETH’ 


PATENT No. 2027039 


FILES 
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OLD WAVE AHEAD," 





says the weather man. “Ice Skating Time," say millions of 
winter sport enthusiasts. Cash in on America's keen and 
growing interest in ice skating by stocking and selling a full 
line of famous UNION HARDWARE Ice Skates. Just as 


sure as cold weather is bound to come, so are your profits 


alert Beds 





(Above) Extension Bob 
Skate for children— 


| RM bound to jump with increased sales of this widely known, 
finish 


dependable brand. UNION HARDWARE'S reputation for 0 


(Right! Model . 5624 fine quality and popular price, built during more than 


wus seventy-five years of sporting goods manufacture, assures ; | 


theted teded 94 you a ready market to customers who are satisfied customers. 

Floure Sketes. See your jobber for full information about the 1939-40 , 
nati. UNION HARDWARE line which includes models for all types : 
of skating in a wide range of sizes, styles and prices. Ask, 
too, for Catalog No. 35 which describes and illustrates each 


skate in detail. Copies may be had from your jobber or by 








writing directly to us. 


"siatane EeREERAE 


Hockey Skates HARDWARE COMPANY 
aw EWE GS EY 


TORRINGTON. CONN. 


NEW YORK OFFICE pI CHAMBERS 
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Here's a Sporting Proposition for You 


4 t \ 


Carriage Bolts, from ;;" to 34” diameter, any length. 
Machine Bolts, from 4" to 114” diameter, any length. 
Lag Bolts, from 14” to 34” diameter, any length. 


Wood Screws, steel and brass, Flat— Round— and Oval Head, 
sizes from No. 0 to No. 24 diameter. 


Machine Screws, steel and brass, Flat — Round — and Oval 
and Fillister Head, sizes from No. 2 to 14" diameter. 


Cap Screws, Hexagon Head, U.S.S. and S.A.E. Threads. 
Cap Screws, Flat — Round and Fillister Head. 

Set Screws, Square Head and Headless. 

Sheet Metal Screws, Types A and Z. 

Phillips Recessed Head Screws and Bolts. 


North Bolts, or Ribbed Neck Carriage Bolts, Oval — Bastard 
and Seat Head. 

Plow Bolts, No. 1, No. 2, No. 3 and No. 4 
Heads, all sizes. Regular and repair heads. 


Elevator Bolts, No. 1 and No. 2 Heads, all 
sizes. 


Step Bolts, sizes from ("to 34" diameter, 
all lengths. 


attona 


HEADED AND THREADED 
an, an ee oe 


“Stove Bolts, Flat — Round — Low Round — Oven and Oval 


Head; sizes from 1%" to 14" diameter. 

Tire Bolts, Fluted Shank, sizes 1%" to 3g” diameter. 
Semi-Finished Nuts, Heavy, Regular and Light, both full and 
jam nut dimensions. 

Slotted Nuts, coarse and fine thread series as above. 

Castle Nuts, made to American Standard light dimensions (Old 
S.A.E. Standard), all sizes from 4” to 14”. 

Cold Punched Nuts, Hexagon and Square. 

Hot Pressed Nuts, Hexagon and Square. 

Machine Screw Nuts, steel and brass, Hexagon and Square, 
sizes from No. 2 to 14” tap. 


Spring Cotters, steel and brass, regular square end, and/or 
extended prong, sizes from 7" to 3” 
diameter. 

Rivets, Flat—Oval—Wagon Box—Truss 
Head and Countersunk, all sizes up to 14” 
diameter. 

Bicycle Spokes and Nipples. 


Tacks, Nails, Staples 


THE NATIONAL SCREW & MANUFACTURING CO., 2440 E. 75TH ST., CLEVELAND, OHIO 
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SEHIND YOUR COUNTER 


Went of Cost) 


USE THE EXTRA SALES VALUE IN THESE 
PRODUCTS TO BOOST YOUR SALES 


Your customers know him and 
he’s already on the job helping 
you make more sales 


HENEVER you sell fence, roofing, nails, poul- 

try netting or other steel products you can 
have the selling advantage of a “salesman” whose 
acceptance with your customers is rapidly growing 
—the U-S-S Symbol. 

When you point to this trade-mark on the prod- 
ucts you sell, it tells your customers, in effect, “In 
this product we are giving you the best steel for the 
purpose that money can buy.” Think what this 
means in breaking down sales resistance—what it 
means in impressing customers that your store is 
headquarters for steel products of finest quality and 
full value. 

And important in building sales for you—is the 
advertising behind this symbol and the product on 
which it appears. For example: in leading farm maga- 
zines we are telling your farm customers the advan- 
tages of U-S-S American Fence and other products 
that you sell. In these advertisements we repeatedly 
tell them to see their dealer. We are thus creating 
more business for dealers who let people know that 
their store is headquarters for U-S-S Steel Products. 

Get your share now of the benefits that dealers will 
derive from this national advertising. Tell customers 
you sell U-S-S Products. Display them. And show 
customers the U-S-S label on the products you sell. 
Do this and you'll get the extra sales that this extra 
salesman can bring you. 


U-S-S AMERICAN FENCE 
U-S°S GALVANIZED STEEL ROOFING 
STEEL & WIRE PRODUCTS 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 
United States Steel Products Company, New York, Export Distributors 


U-S-S AMERICAN FENCE AND 
POSTS are famous for value. Their 
long service on thousands of farms 
has produced an enviable reputa- 
tion that is bringing more business 
to many American Fence dealers. 
Every roll of American Fence bears 
the U-S-S mark where you can 
point it out to dealers as proof that 
the qualfty is there. 


ee 


FARMERSLIKE POULTRY 
FENCE that is easy to handle — 
that makes good-looking, sturdy 
runs and holds its shape. That's 
why U-S-S Hex-Cel Poultry Net- 
ting is such a favorite. It unrolls 
flat, without kinks or bulges. The 
mesh is perfect—with a firm, even 
selvage. A heavy coat of galvaniz- 
ing protects the mesh from rust 
and adds extra life. 


‘ 
J 


THERE ARE HUNDREDS of cus- 
tomers in every community for this 
popular fence. U-S-S American 
Lawn Fence and Cyclone Lawn 
Fence are used today by thousands 
of home owners to protect their 
children and their property. Made 
of LongLife Wire, with rust-resist- 
ing galvanizing. Available in a wide 
range of sizes and styles, including 
flower bed border. 


ALL OVER THE COUNTRY 
galvanized steel is becoming more 
and more popular for roofing and 
siding. It reduces risk of fires from 
lightning and falling sparks. It 
sheds heaviest downpours. And how 
it lasts! Steel roofing sheets that 
carry the famous U-S-S trade-mark 
have an extra value, for customers 
know the U-S-S mark — know that 
these sheets will give them a lot of 
protection for the money. Espe- 
cially popular are the new leak- 
proof roofing sheets—-U-S-S Storm- 
Seal and U-S-S Tenneseal. 


Y FENCE 


POUL Try 


NETTING 
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DIETZ 
NO. 2 “D-LITE” 
STREAMLINE 

LANTERN 


The world’s most favored 
antern. The finest tubular 
lantern mad Cold Blast 
Balanced Draft gives high 
lighting power. Cold rolled 
steel construction, coated 
with Grade A’ Charcoal 
pure tin. Wide opening 
for easy cleaning. Pivoted 


bail 


HEIGHT 13)sin 
LIGHT 10 C. Power 
WICK 1 in. Burns 45 hours 
GLOBE ‘’D-Lite Loc-Nob 


DIETZ 
“LITTLE WIZARD” 
STREAMLINE 

LANTERN 


The finest little Short Globe 
Balanced Draft Lantern 

the little lantern with the 
BIG light and low rate ker 
osene consumption. Sturdy 
frame of cold rolled steel 
coated with Grade A 

Charcoal pure tin. Broad 





non-tip base strong 
beaded tubes, braced 
clobe lift, improved pivot 
bail. Winglock Burner 


HEIGHT . = i Ta) 

LIGHT 6 C. Power 

WICK in. Burns 30 hours 

GLOBE ‘‘Little Wizard Loc- 
Nob”. 


DIETZ 
“MONARCH” 
STREAMLINE 
LANTERN 


The most popular Hot Blast 

Lantern. Gives the maxi- 

mum of light obtainable R.E.DIETZ COMPA i. im 4 
from this type lantern 


Cold rolled steel construc NEW A 0) RK 


tion, coated with Grade 





A Charcoal pure tin 
Broad non-tip base, level 
globe lift, improved pivot 


bail 


i~ . ‘ 
HEIGHT . 13%2in / Db) i aa wy 4 


LIGHT 4C. Power LANTERNS y, 


WICK in. Burns 30 hours 
GLOBE Fitzall Loc-Nob 
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BE SURE REFRIGERATOR | — | 
SHELVES ARE MADE OF __ 
PITTSBURGH STAINLESS | 


Ordinary refrigerator shelves have caused dealers 
many complaints about corrosion, discoloration and 
food contamination—reducing profits through un- 
chargeable service calls and replacements. Now these 
can be entirely overcome if shelves are made of , 
Pittsburgh Stainless Steel Wire. For this stronger, 
lighter wire is not affected by temperature, humidity, 
acids, or alkalies in refrigeration use. In late model 
refrigerators, where air dehydration has been largely 
overcome, shelves of Pittsburgh Stainless Wire are a 
necessity! For only Stainless gives permanently corro- 
sion proof, food-safe performance in constantly moist 
air. Yet the additional cost of stainless shelves is but a 




















hog 
negligible part of the cost of the refrigerator. Here 
is a new, real, name-on-the-dotted-line selling 
feature which continues to pay dividends after 
the sale. Help us get this feature for you by 
registering your approval on the ballot below. 


PITTSBURGH STEEL COMPANY 


1641 GRANT BUILDING PITTSBURGH, PA. 
















I favor the added 
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: New Wiss Gurr [peas 


FOR THE CHRISTMAS SEASON 


IMPROVED KITCHEN SHEAR SET — PINKING AND KITCHEN SHEARS 
IN HOLIDAY BOXES 


Nationally Advertised in 
Saturday Evening Post, Women’s Home Companion, Good Housekeeping and Other National Magazines 


~ 














WISS INDISPENSABLE 
KITCHEN SHEAR FOR THE 
AND EFFICIENT KITCHEN 


Wiss Kitchen Shears on a Daily 
neg Reminder Board. Special pro- 
cessing of board surface permits 
writing with grease pencil and 
erasing with cloth. Choice of 
four colors: Blue, 

Red, Green, Ivory. $ 1 50 
a Packed in box ready —__ 
for shipment. 


DAILY REMINDER 
No. G-KS SET 
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WISS KITCHEN SHEARS 


Wiss Kitchen Shears in holiday box are doubly welcome as gifts 
because in addition to their attractiveness and usefulness, they are 
recognized the world over for finest quality. Dealers that feature 
them find Wiss Kitchen shears among the most important items of 
their holiday assortment. 
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WISS PINKING SHEARS 


Every woman would like to own a pair of Wiss Pinking Shears in 
a holiday box. They are a gift particularly appreciated because in 
addition to their hundred and one uses, they save literally hours of 
time and tedious labor. 


See Your Local Distributor or Write Direct to 


J. WISS & SONS CO. 


NEWARK, N. J. 


ESTABLISHED 1848 
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Your customers will appreciate 
three of the six exclusive features 
@ Remind every customer that winter of L-O-F Quality Glass. It is 
is not far away...that broken windows are unsightly CLEARER, BRIGHTER and 
...let in drafts...cause illness and expense...should FLATTER than any window glass 
be replaced NOW. sosiened. 
For satisfied customers and protected profits, 
standardize on L-O-F Quality Glass and leave the You'll appreciate the other three 
label on. Many years of L-O-F national advertising features. It is LESS BRITTLE, 
have identified it to millions as a symbol of Highest EASIER TO CUT and there is 
Quality—it is the best-known trademark in the LESS BREAKAGE LOSS. 
industry. There is a L-O-F Distributor nearby to 
serve you promptly and efficiently. | LOOK FOR THE LABEL >= 





Libbey-Owens-Ford Glass Company, Toledo, Ohio. 


LIBBEY-OWENS-FORD 
QUALITY GLASS 
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THE STERLING QUALITY LINE 


Electrically Refined Steel! 


Here are three eaSy ways to get a greater share 
of the hardware cloth and poultry netting busi- 
ness in your area: 


Sell Sterling Quality Galvanized Hardware 
Cloth—the accurately and uniformly woven wire 
fabric for everything from animal pens to turkey 
runs, machinery guards to corn crib lining. Well 
galvanized after weaving, Sterling Hardware 
Cloth is strong and durable, a dependable sales 
producer! 

Sell Sterling Quality Hexagon Poultry Net- 
ting—the original Lock-Twist Hexagon Netting 
that lies flat and stays flat when unrolled. It’s 
easy to handle, and easy to erect, meets your 
customers’ every demand for a strong, sag-proof, 
durable netting. 





Sell Sterling Quality Straight Line Netting— 
the netting made with continuous horizontal line 
wires, and non-slipping Lock-Twist weave, easier 
to stretch properly. Also our special netting — 
34"x 2" Specification 21 Graduated—a utility 
netting at an economical price. 


Check up on these “‘best sellers’! Get the whole 
story of Sterling Quality Wire Products—the 
only wire products made of electrically refined, 
copper-bearing steel! 


STERLING QUALITY WIRE PRODUCTS 


Hardware Cloth, Poultry Netting, Nails, Staples 
and Brads, Smooth Wire, Barb Wire, Steel Posts 
and Gates, Field Fence, Ornamental Fence, Woven 
Wire Fence, Corn Cribs, Bale Ties and Stretchers. 


NORTHWESTERN STEEL & WIRE COMPANY 


STERLING, ILLINOIS 
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4 e 
New--this complete flashlight de- 
partment in a single assortment 
which includes 14 Ray-O-Vac pre- 
focused streamlined lights in the 4 
popular models, plus a stock of Ray- 
O-Vac Long Life Unit Cells. Every 
flashlight incorporates the famous 


permanent focus that multiplies 
brilliance, insures a perfect beam. 
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SS j 
Two Z-33 three cell Prefocused Searchlights, list com- 
plete with batteries, each *1.49; Two Z-32 three cell Pre- 
focused Spotlights, list complete with batteries, each *1.19; 
Six Z-22 two cell Prefocused Spotlights, list complete 
with batteries, each 98c; Four J-22B Baby Prefocused 
Spotlights, list complete with batteries, each 89c; 96 
No. 2 Ray-O-Vac Armored Top Cells, list each 10c; 24 
No. 1 Ray-O-Vac Baby Cells, list each 10c. 


AY-O-VAC COMPANY 
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‘S EASY TO SEE WHY DEALERS SAY... . 
My | 
'S EASY TO SELL 


Zmingron G west | 


open season again! And it’s buying sea- 

n, too, for thousands of sportsmen who 

the latest and best guns available. Put 

Remington guns on display and watch 
i work for you! They’re just the kind of 
§ shooters have been aching for. 


Here’s why shooters like them 


Spters know that Remington Shotguns 
§ the fit, balance, accuracy and dependa- 
they want. And they can get the right 
ination of type of action, barrel length 


and choke to fit their needs. Remington makes 
two models of lightning fast autoloading shot- 
guns which are the most popular guns of 
their type on the market; a slide action shot- 
gun, famous in every field of shotgun shoot- 
ing from the duck marsh to the skeet field; 
and a beautiful over-and-under for those who 
prefer a double gun or who like to have two 
barrels with different chokes. 


Here’s why dealers like them 


Remington guns sell easily because every one 
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of them has many exclusive features and the 
very latest des.gn. But that isn’t the only reason 
dealers like them. You can sell these guns 
with the confidence that your customer is go- 
ing to be delighted with his purchase, and 
that his Remington will give him real se >. 
There’s real satisfaction in selling that kind 
of product! 

Make sure you have a full stock of Reming- 
ton guns and ammunition on hand for the 
hunting season. They're made right, shoot 
right, priced right! 
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Remingto® s Co. 
Sportsman, Target™ 
Gamemaste! _and Ww oodsmastet are Ret \ 
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The <pORTMASTER Model 341. 22 caliber bolt ac- 
tion tubular magazine repeating rifle. A reat all- they prove their su 
round gun with exc ptionally large magazine capacity- d ; P 
7a We're giving shooters the bigges* bargains & 
= . in .22 rifles hey’ ve ever seen: +" and we re > 
& makin sure they know about it by large 
The FIE MASTE = ; ; ” ce a ° _ 
The FIELY sasTER Mode! 21. .22 caliber slide 9 scale advertising jeading outdoor, farm Bee 
tion repeater: Accurate to the dot-- jightnins fast— i : ; a 
smooth as silk. Large magazine capacity: and boys publication’: 
7 ee. uae % 
GET YOUR LOCAL THEATRE TO B K “GUN PLAY,” new all- ¥ 
i Produced by Pathe- Distributed by ¢ 
ranges simulating 
| lef 
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smaste , bya large MEMA TER Model 141—high po 
J ‘ action rifle. Combines extreme ccuracy with speed and 
dependability 10 a greater degree than any other hand 
operated arm. In- 0, -32 and .39 Remingto® calibers- = 
f 10] 
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81 _high powet auto- 
é d ejection all done by and 
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OPERATES FIVE PLANTS 


5 grin this advertisement which appeared just a year ago 
showing the five LAMSON plants, is even more important 
to remind you of the vast manufacturing facilities of these 
great bolt factories in Cleveland and Kent, Ohio; Chicago 
and Birmingham. Today a dependable source of supply 
that cannot easily be bogged down by “unreasonable” 
demands for service is very important to wholesalers and 
retailers as well as to industrial consumers. LAMSON & SESSIONS 
manufactures the most complete line of bolt and nut 
products in this country, and what is more, complete stocks 


ow +. Ss 
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are maintained for prompt shipment. Today, while LAMSON 
plants are loaded with orders from every kind of industry, 
stocks have been built up to serve our distributors to the 
hardware, mill supplies and automotive trade. Today it is 
an obvious economy of time, effort and expense to order 
every kind of fastening you need in one shipment, at one 
time, and on the same bill of lading, from LAMSON & SESSIONS. 
€ 
THE LAMSON & SESSIONS COMPANY « Cleveland, Ohio 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 





SON & SESSIONS 


Co tT TER 3S © 


C A P > C BR E oe 6 


























SALES HELP THOSE 


WHO HELP THEIR SALES 
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N modern hardware merchandising, it 
I isn’t enough just to “carry” a quality 
product. You have to #e// people what you 
have —and Plymouth Manila Rope is no 
exception to the rule. 


The world is full of rope users who know 
that the controlled quality of Plymouth 
Rope gives it the greater strength that means 
maximum safety, the greater length of ser- 
vice that means economy. But they may 
not know that you sell this superior rope. 
The Plymouth Cordage Company feels that 
part of the job of telling people is theirs 
—and that’s why you are offered the sell- 
ing helps here described. Make use of them. 
Ask your jobber’s salesman how to put 
them to work for you, in your store. 


THE PLYMOUTH SALESMAKER. Displaying 
twelve sizes of rope, from %” to 1” in 
diameter, the Plymouth Rope Salesmaker 
“increases rope sales”. . . “sells more sizes of 
rope”: .. “saves selling time,” according to 
enthusiastic dealers. 34 by 16 inches on the 
floor, it automatically measures rope, regis- 
tering footage on a dial. A rope cutter is 
attached. Rope may be stored in the base- 


eo 






ment, coming up to the Salesmaker through 
holes in the floor, or you may prefer the 
floor storage type, which is also available. 


WINDOW DISPLAYS. Other dealers have 
seen these displays sell rope for themselves, 
and Plymouth will supply these to you, as 
a recognized dealer, at no charge. These 
are tested window displays, proven in their 
ability to sell rope for you. 


DIRECT MAIL. Plymouth is supplying its 
dealers with sales-pulling booklets, folders 
and other direct mail material. These “little 
salesmen” will create rope customers... 
bring them to your store. 


THE ROPE-BY -THE-FOOT SELLING CHART. 


' This time-saving chart will be sent free of 


charge to any Plymouth dealer requesting 
it. It speeds up sales, eliminates explanations 
of price-per-pound, enables you to give 
better service. Merely measure and cut... 
the chart figures your selling price! 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASSACHUSETTS AND WELLAND, CANADA 


Sales branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, Houston, San Francisco 
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Banta Bros. Have Sold 
KEYSTONE Continuously 
for 49 Years! 


“Big operators’? sums up the history of the 
Banta Bros. at Low Point, Ill., where they’ve 
done business since 1887. Frank D. Banta, who 
founded the mercantile business, once bought 
100 Maxwell automobiles—and sold them all 
himself. Carloads of flour, buggies and other 
merchandise were bought and sold in the same 
manner. 

So—in 1890 when the Bantas heard of Peter 
Sommer’s newly invented Keystone woven wire 
fence, the older brother, A. L. Banta, promptly 
investigated—and bought the first carload order 
ever shipped from Keystone’s first tiny factory 
at Tremont, Ill. They’ve been selling a lot of 
Keystone fence ever since. Says Lynn L. Banta, 
now manager of the business, ‘four customers 
have always liked Keystone fence. Practically 
every farmer recognizes it and knows it’s good.” 

There’s less sales resistance when you sell 
Keystone RED BRAND fence. Fifty years of 
making good—consistent advertising and sales 
support—the only cplor marking in the business 
—you have many advantages as a Keystone 
RED BRAND dealer. Write for the story in 
more detail. 








KEYSTONE 


4, STEEL & WIRE CO. 
DEPT. P-25 
PEORIA, ILLINOIS 
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There's real Christmas gift sales possibilities for you in flashlights. 
They are useful gifts... are attractive in appearance ... come 
in a price range to suit any gift shopper. 


‘HESTER % putting a heavy artillery con- 
WIN ' (Wy ic sumer advertising campaign be- 

: hind Winchester flashlights and 
batteries. Featured in a group of 
leading national magazines 
throughout this Fall, powerful 
Winchester flashlight messages 
are going to a total circulation 
each issue of 10,000,000 readers. 


Winchester Advertising 
Appears in 
COLLIER'S ¢ AMERICAN LEGION 
LIFE e OUTDOOR LIFE 
FIELD & STREAM e SPORTS AFIELD 
FARM JOURNAL 
PROGRESSIVE FARMER 


Put the twin selling impetus of this 
Super Merchandiser and this 
high-powered national consumer 
advertising to work for you 
NOW. This advertising is al- 
ready accumulating high effec- 
tive power. The Super Merchan- 
diser will work for you every day 
it is in your store. 

Get full details at once from 
your jobber's salesman and give 
him the word to secure for you 
one or more of these real sales 
boosters promptly so they can 
port in cashing in on the oppor- begin working fer you et the 
tunities of this Christmas gift earliest possible moment. 


season Winchester right now is BUN! HL ASHI Or write us for full details. 
, IGHTS 


: Pec. tic 4 site 
a BATTERIES 


HE Winchester Christmas 

Super Merchandiser gives 
you a high power way of placing 
right before the eyes of your cus- 
tomers a powerful auto-sugges- 
tion of Winchester flashlights as 
Christmas gifts. With the cheery 
face of old Santa himself to set 
the holiday atmosphere this mer- 
chandiser displays an eye-filling 
array of handsome, well-styled 
flashlights which have been geasess snes peeceeees, 
thoughtfully chosen to give an in- . oe € 
triguing range of styles and 
prices. In fact this Super Mer- 
chandiser is a COMPLETE flash- 
light department for you. And yet 
it takes up less than 2 square feet 
of your floor space. Here's sell- 
ing display power to do the work 
of three extra salesmen. 


IT COMES FREE 


with your purchase of a fast mov- 
ing assortment of 24 Winchester 
flashlights and only 96 Winches- 
ter Super Seal batteries. Flash- 
lights are selected to give a retail 
price range, complete with bat- 
teries, from 59c to $1.65. 


And to give you double sup- 











































WINCHESTER REPEATING ARMS COMPANY 


NEW HAVEN, CONN., U.S. A. 
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NO COMPLAINTS WITH 
G-E MAZDA LAMPS... 


Theyre a quality a 














.». | «ee ANOTHER REASON WHY | STOCK AND SELL ’EM 











be- 
ond 
> of 
nes ~ . 
vw ' OU see I figure that any electrical product that bears 
ges the General Electric monogram must be good because 
ion = ‘ nen? 
a those G-E fellows spend a lot of time and money in research 
' and development every year to make their products better 

and better. 
ON of — : 

Take G-E Mazpa lamps for example. Each year they give 

:LD more light for the money than they did the year before be- 

cause they stay brighter longer. Probably that’s one reason 
his why none of my customers ever complain about these bulbs. 
his . I know it’s one good reason why I stock and sell them. And 
er “ 2 — lo 
on believe me, they’re a profitable traffic item, too!” 
al- * 
2c They Alay brighter Longe 
3n- 
ay 
mM e p 
ve CdS 5 REASONS WHY DEALERS WILL SELL MORE 
Ou * 
. i G-E CHRISTMAS TREE LAMPS THIS YEAR... 
an : 
ne zi 1. G-E Mazpa Christmas Tree lamps stay brighter longer, and they're 
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priced right to sell fast. 


2. They will be nationally advertised in full-page, four color ads in 
December 9th Post and December 16th issue of Liberty. 


3. This year, more than ever before, promises greater interest in home 
and community lighting contests. 


4. Displayed in your window. they will bring more traffic to your store. 


5. Look for this full page color ad when it appears in the magazines. 
and put it in your window with your lamp display. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 
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A painter a day brings profits your 
way. In other words, it doesn’t take 
many painting contractors buying 
regularly at your store to build up a 
real volume business. These men are 
steady customers. Their orders run 
into money. 

When a painting contractor buys 
supplies, white-lead is the first item 
on his list. Sell him his white-lead 
and you have the inside track to 
the rest of his large order. 

How? Easy enough! Stock and 
push Dutch Boy White-Lead — the 
first choice of painting contractors 
and other large users—the item that 
attracts the volume buyers. 


Now—better than ever 
Break the good news to your white- 
lead customers that Dutch Boy has 
been stepped up in whiteness, hid- 
ing power and body. This means 


DUTCH BOY 


PAINTERS’ PRODUCTS 





This is the slogan of the national advertising 
campaign on white-lead now being conducted by 
the Lead Industries Association. Tying up with 
ahis campaign will help your business. 
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whiter whites and cleaner, sharper 
tints — increased coverage — more 
solid-looking jobs. 

Cash in on the increased demand 
for Dutch Boy that is resulting from 
these improvements. Use Dutch Boy 
displays in your store and window— 
start a Dutch Boy Department on 
your shelves. It pays. 





NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak Street, Buffalo; 900 
West 18th St., Chicago; 659 Freeman Ave., Cincinnati; 
1213 West Third Street, Cleveland ; 722 Chestnut Street, 
St. Louis; 2240 24th Street, San Francisco; National- 
Boston Lead Co., 800 Albany St., Boston; National Lead 
& Oil Co. of Penna., 316 Fourth Avenue, Pittsburgh; 
John T. Lewis & Bros. Co., Widener Building, Phila. 





BUY THIS——> 
--- they also 
buy these 
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MAKE IT CYCLONE — 








CYCLONE LAWN FENCE comes in 
woven or welded styles. Heights, 36, 
42 and 48 inches. Also three styles of 
complete lawn fence to choose from. 
Cyclone Flower Bed Border, 16, 22 and 
28 inch heights, is available in either 
welded or woven mesh. 


CYCLONE SCREEN CLOTH and 
HARDWARE CLOTH are both quality 
leaders. They are neatly packaged to 
make your selling and inventory job 
easier. This careful packaging cuts 
down spoilage and saves you money. 


U°S'S CYCLONE ‘Re¢47agy” HARDWARE PRODUCTS 


CYCLONE FENCE COMPANY, General Offices: Waukegan, III. 


Branches in Principal Cities 


STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California 


THESE POPULAR CYCLONE Burner 
Baskets are strong, with even mesh. 
Good-looking, they sell on sight. 
Lighter-weight baskets are painted a 
bright red—heavier ‘‘Catch-All’”’ Bas- 
kets are enameled green finish. Also can 
be furnished galvanized after fabrication. 


—the mark customers 
remember when they 

need steel products. 
U'S‘S ROOFING & SIDING SHEETS 


HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
AMERICAN FENCE 
MERICAN FUR FARM NETTING 
STRAIGHTLINE POULTRY i 

CYCLONE SCREEN CLOTH & 
HARDWARE CLOTH 
BLUE BONNET BALE TIES 
WAILS, TACKS AND STAPLES 
CLOTHES LINES 


“S* "EMS like I don’t have to say much about 
quality when I sell Cyclone. Take hardware 
cloth for instance. I don’t have to make excuses for 
uneven wires or gobs of solder. A customer can see 
that he’s buying quality because the Cyclone mesh 
is so trim and even—and the soldering is so smooth. 
“That Cyclone ‘Red Tag’ is a help, too. Cus- 
tomers recognize the Cyclone name. One fellow said 
that the Cyclone Lawn Fence I sold him years ago 
still looks good, so he was glad to see that I had 
Cyclone Screen Cloth, too. When a line of goods 
satisfies people and brings them back for more [’ll 
stick to it. That’s the kind of business I like to keep.” 
Satisfied customers and consistent advertising of 
the Cyclone name and the U-S-S trade-mark to- 
gether have built greater customer preference year 
after year. And Cyclone products back it up with 
service that means more sales for Cyclone dealers. 
That’s why it will pay you to say “Make it 
Cyclone” whenever you order. lawn fence, gates, 
burner baskets, hardware cloth or screen cloth. 


24 SALES-BUILDING HELPS .. . 


’ lhere’s a big assortment of folders, display cards 


and advertising mats available to help you get more 
business with Cyclone Hardware Products. Ask your 


jobber, or write us, today, for a copy of our illus- 
trated folder that shows these free sales aids. 


UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 


UNITED STATES Breet 



































Here is a “matched team” of sales makers——Little 
Giant” Screw Plates and “Little Giant” Screw Extractors. 

“Little Giant” Screw Plates are popular. Sales have 
been steadily increasing for the last 5 years and there 
are over a million in use today. Handle “Little Giants” 
and you are equipped to profit from an established de- 
mand for new sets, and to do a steady volume on replac- 
ing worn out parts. 

“Little Giant” Screw Extractors are equally popular. 
They are rugged and reliable, priced right, and come 
to you with free display cartons and stands. 

Another profitable line to handle is “Greenfield” pipe 
tools —“O. K.” square die sets for householders — 
“Greenfield” adjustable stock and die sets for plumbers 
and heating contractors. Both brands are noted for their 
free cutting qualities. Other equally well-known G.T.D. 
Greenfield tools are taps, dies, twist drills, reamers, 
gages and pipe wrenches. 

Every day is a busy small tool day for stores that sell 
G.T.D. Greenfield tools—they bring you faster sales and 


greater profits. 


GREENFIELD TAP & DIE CORPORATION 
GREENFIELD, MASSACHUSETTS 
Detroit Plant: 2102 West Fort St. Warehouses in New York, 
Chicago, Los Angeles and San Francisco 


In Canada: Greenfield Tap & Die Corp. of Canada, Ltd., 
Galt, Ont. 


























iES-DRILLS 
SCREW PLATES 

PIPE TOOLS 

REAMERS 
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HANOVER, 











Your Wire Goods 


Department 
With the famous HANOVER BRANDS— 


HANOVER “Super Apex”—Electroplated 
HANOVER “Vulean”—Black Painted 
HANOVER “Golden Rod”—Golden Bronze 

HANOVER “Oriental”—Antique Bronze 

HANOVER “Marine’”—.010 Bright Bronze 
HANOVER “Crescent”—Bright Copper 
HANOVER ‘“Colonial’’—Antique Copper 
HANOVER ‘“Acme”—Aluminum 


Special Alloy and Special Mesh on request. 


HANOVER quality backed by 35 years of experience—woven 
into every roll and guaranteed to every user—will inspire con- 
fidence, win trade and hold customers. 


HANOVER Wire Cloth is attractively labeled and packed in 
sturdy, individual cartons to reach you in perfect condition and 
insure perfect condition until sold. 


Ask your distributor for HANOVER Wire Cloth. If he does not 
have it, ask us. 


HANOVER 


WIRE CLOTH COMPANY 
HANOVER _— PENNSYLVANIA 


Sales Representatives in Boston, Atlanta, New Orleans, Kansas City, 
Chicago, Los Angeles, San Francisco, Portland, Ore. 
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IT’S A 





CORTLAND 





SCREEN WIRE CLOTH 


and it sells itself 
the “ Next Time” 


@ Ultra-Premier is a business-building screen 
wire cloth. It was developed to fill a definite 
need. A need for added strength, longer service, 
and greater protection from small insects. 


@ The answer to all three problems, we found, 
was in the use of a larger diameter wire. And so, 
the practice of using )4-heavier-than-standard, 
open hearth copper bearing steel wire for Ultra- 
Premier, was adopted by Wickwire Brothers. 


® Added strength—safety where safety is essen- 
tial, as in doors and upper windows. Longer 
screen life, through the fact that a larger diam- 
eter wire withstands corrosion longer than stand- 
ard size wire. Greater protection from all 
insects due to the smaller mesh openings which 
results when heavier wire is used. 


@ And so, it is little wonder that Ultra-Premier 
sells itself the second time. Ask your jobber to 
show you a sample of Ultra-Premier; feel it, 
test it yourself. You can’t sell a better steel 
wire screen cloth. , 


WICKWIRE 


BROTHERS 


'N CORPORATE D 


CORTLAND, NEW YORK, U.S.A. 
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ULTRA-PREMIER 















TO SELL 














REASONS WHY 


The following is a listing of 
reasons for the superiority of 
Ultra-Premier Screen Wire 
Cloth. 


1. SPECIALIZATION e Made by 
a manufacturer who for more than 
65 years has specialized in the 
manufacture of wire and wire 
products. 


2. LATEST PERFECTED MA- 
CHINERY e Assures perfect weav- 


ing—uniform wire and mesh sizes. 


3. HEAVIER GAUGE WIRE e 
Wire used in Ultra-Premier is 
ONE-THIRD HEAVIER 
than that used in standard screen 
wire cloths. 


4. MELT AND ROLL OUR OWN 
STEEL @ Unlike many manu- 
facturers, we melt and roll our own 
steel. This Wickwire control of 
materials and processes assures, 
at all times, a complete check of 
the wire from which Ultra-Premier 
is woven. 


5. HEAVILY ELECTRO-ZINC 
COATED e A heavy percentage 
of zinc, applied by electroplating, 
assures a coating which resists rust 
and adds years.to screen wire life. 


6. 4-WIRE SELVAGE .j Struc- 
tural strength where needed most. 
Four parallel wires along selvage 
edge, effectively prevent wires 
pulling loose from nailing strips. 
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NEW WINTER 
aNOlaIES 


we 


LIFT HUMP ———_—__—-” 


THE HUMP DOES IT! 


Write us for the best prices 
on cool shovels. 


HAMLIN METAL PRODUCTS CO. 


AKRON, OHIO 
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SELL 
THE RIGHT TOOK 
FOR THE JOB 


Atkins No. 9 Cross Cut 
Saw of Tempered Silver 
Steel, Segment Ground 


: COMING 
SOON! 


"VV New York was 


linked to London by Cable 
WE MADE SAWS MARKED “ATKINS” 


The Name Has Meant QUALITY Ever Since 
Cie Heme thee Hinges GAME Seer theme, ), 
















ATKINS 
STREAMLINER 





Here's a preview of 
a new saw that's 
bound to make cus- 
tomers “’sit up and 
take notice’’ when 
shown. The Atkins 
STREAMLINER will 
be NEW in every way with 
NEW features... NEW 
streamlined, energy-sav- 
ing handle... NEW type 


oe NEW - 
ance... All backed by the 
reliable Atkins name. ae 
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@ The E. C. Atkins Company has always, within the memory of any 


living man, had a reputation to guard. This has constantly held before us a 

high standard to live up to. 

This brings to every hardware dealer the advantages that go with merchandise 

whose quality in every part is generally known and accepted. We use the 

finest saw steel known to metallurgy and we do not change it until long 

testing proves there is a better one—as was done when the famous “Silver 

Steel” formula was adopted as standard. The many tooth patterns are each . 


the result of years of experiment plus years of practical use. The handles are 


established designs of materials whose suitability is thoroughly proved. 
These things are known. That such quality can be offered at a reasonable 
price is an assurance of profit to Atkins dealers — profit in money and in 


good will to their own businesses. 






CERTIFIED SAWS, SAW TOOLS, 
Indianapolis, Ind. MACHINE KNIVES, ETC 





410 S. Illinois St. 





E. C. ATKINS AND COMPANY 
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WHEN TALKING TO YOUR CUSTOMER 
be sure to show him Puritan Sash 
Cord! Unravel an end. Show him 
the solid braid that resists wear and 
strain. Point out that in terms of 
service Puritan is the most econom- 
ical sash cord he can buy! 


SEND FOR THIS Zree BOOKLET/ 
This helpful 


booklet is 
packed with 
practical in- 
formation, sell- 
ing tips, busi- 
ness - getting 
ideas—to help 
dealers make 
more money on 
isash cord! 
Write for your 
free copy now! 


L'tQO SRACeE£ OD © 
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PURITAN 
dash bord 


1 72 BURITANT 
za 


PURITAN is top quality... and priced to sell J 


Made to always exceed the rigid strength 
requirements as specified by the U. S. Gov- 
ernment, States, Municipalities, railroads 
and industrial users, Puritan Sash Cord is 
the type of fine cord you can enthusias- 
tically recommend to every one of your 
customers! 


You can depend on it to be extra strong, 
longer lasting and more economical in the 
long run! Yet Puritan sells at a popular 
price including a dealer’s full margin of 
profit! 


PURITAN CORDAGE MILLS, yore 


LOUISVILLE. KENTUCKY 


a" 


° 

Puritan Sash Cord is fully guaranteed by 
one of America’s oldest and best known 
mills, which, in addition to this nationally- 
known brand, manufactures a complete line 
of better sash cords to meet all prices and 
requirements. Whether you need sash cord 
or any other type of braided cotton cord, 
for any purpose whatever, ask your jobber 
for Puritan Products. They provide you 
with greater profits, and your customers 
with greater satisfaction. Ask your jobber! 
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To Bring The XMAS Crowds 
To YOUR Store! 


12 Gift Pachaged 


STANLEY TOOLS 





D 

aE 

“Your hardware store has You'll want to be sure of your © 7 

your men’s favorite gifts!” share of thisnew business. You'll D 

That’s the theme of Stanley’s want to be well stocked with pe 
‘ ¢ big new campaign to make fine these genuine Stanley Tools in 
& 4", 17) ; . oz. $2.00" tools a major gift item this colorful red-and-gold window 
compositicn tough Christmas . . . to bring gift- | boxeswithCellophane bowsand 

$4.80 ndles. 


shopping customers to your gift tags. Every one is a fast-sell- 
store! And now Stanley ing standard item ... easily put 


climaxes this campaign with into regular stock at any time 
forceful advertising to the by simply removing trimming. 
millions of readers of LIFE, Line up with this big campaign 
No. X1022 Jackknife POPULAR MECHANICS and -order Stanley Tools in Gift 


Screw Driver. New ° 
ombinati P M , m oday! 
No. X2000A Screw combination tool. Knife POPULAR SCIENCE MONTHLY. Boxes from your jobber today 


Driver Set. Four handy 
sizes—all with com- handle. $1.00. 
position handles. $1.70. 

















DISPLAY UNIT No. XI —- One each of the twelve 


Stanley Tools illustrated, also window streamer 
-~ Pg) and supply of envelope stuffers. List, $23.85. 





“HOBBY HOUSE” Tool Sets | 
2 Try? 


1. 
ase: Looe Another big holiday seller — this world’s 
finest line of tool sets. Ideal gifts for the 
man or boy who likes to make things. A 
selection at every price — all the way from 
practical sets in cardboard boxes at $3.98 
to sets of 48 tools in oak cabinet with roll- 
up front at $88.00. Illustrated is ‘Set No. 
861: 32 quality tools in oak cabinet, $38.00. 


ery sew: Higher 
West of iver 


STANLEY TOOLS 


(STANLEY) NEW BRITAIN, CONN. U. a 


TRADE MARK 
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2 COLOR (Red and Black 


= Chicago Padlock Counter Display 


Won't Crowd Counter 
Actual Size : 
10 in. wide, 


Yo) ,— Get This Brand New Attractive 














— flat with 
each dozen locks 


G™ ware 4 in. high. 
aw COS 
e e 
HOLDS HOLDS 
— ie Two Two 
: PADLOCKS PADLOCKS 
Be - P 





—and watch it SELL PADLOCKS for you! 


Dealers—You'll like the way this good look- Left and right panels each hold actual 














ing — 3-Paneled, 2-colored, “Chicago” Dis- Sell padlock. Packed flat with each dozen 
play will attract your customers. The center “TWICE the Security locks. You always have fresh, clean dis- 
your panel illustration showing Chicago Lock’s HALF the Cost" play. Get yours now. Put it up on your 
Y ou’ll DOUBLE LOCKING action insuring— ith Chi “s Padlocks counter, in your windows — and watch it — 
with “TWICE the Security—HALF the Cost”— ie —— SELL Chicago Padlocks for you. Ask your 
Is i will SELL lots of Chicago Padlocks for you. jobber about it or write us. 
th CHICAGO LOCK COMPANY ° 2024 N. Racine Ave. * Dept. 1A * Chicago, Il. 
sand 
t-sell- 
y put 
time 
ming. 
paign 
Gift 
oday! 
e 
Tr 
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b pp, Your wens, in all homes, more and more people are using 
: “ACME” Ball Bearing Casters. This constantly increasing 
demand makes “ACMES” a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor coverings. Modern in design and 
attractively finished. Stock and sell “ACMES”—the Quality casters. 
THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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JUST “DIRT” TO HIM= 


PAY DIRT +0 vou: 








reo ental: 
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SELL woop 


““CLOSED-BACK’ 2 ll 
SHOVELS “an the ¢ stAME 










There’s dirt aplenty flying these days... in 

highway construction, building operations, 
city maintenance, and backyards. It’s just 
dirt to the boys who make it fly, but it’s pay 
dirt to the hardware dealer who sells the 








1 “Closed Back ’’—stronger, lighter; easier 


, shovels that do these jobs! And right now om 
9 : 2 Turned Shoulder—stiffer blade, non-cut- 
there’s one shovel that has it over the rest in ting foot rest. 
strength, lightness and easy handling. That's 3 fe. hang Secket—better grip, better 


the new Wood “Closed-Back” Shovel featur- 
ing the Il-Beam .. . an exclusive Wood steel 


a Heat-Treated — stronger, more resistant 
to wear. 














reinforcement that boosts handle strength — 
30% in the section above the socket, where Back” Shovels take the place of all other types 
most handle breakage occurs. It’s light... —solid shank, hollow back, plain back, and 
it’s tight... and it stays tight under all condi- _— the rest. You stock less—you sell more! The 
tions of weather and use. Wood “Closed- | Wood Shovel and ToolCompany, Piqua, Ohio. 


“IF IT'S A WOOD-IT‘S GOOD!” 


A MAKERS FOR THE WORLD 
\ / Lill. ) = ® 
ol] Ga > 





SHOVELS SPADES SCOOPS 
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Favorite finish of many home 
owners the nation over, PLAX, 
the new beauty-gloss finish of 
1,000 uses is way out in front 
as the No. 1 leader in the profit 
parade. And here’s why! The 
PLAX program of advertising, 
display and demonstration pays 
off dealers in two ways. First, 
it gives you EXTRA sales and 
profits. Second it perks up the 
sales of your complete line. 
That’s the way PLAX works. It 
helps build store traffic and 
holds customers longer—it aids 
in creating good will and brings 
customers back to buy again. 

Yes sir, PLAX is just what 
Mr. and Mrs. America ordered, 
an easy to apply beauty-gloss 
finish for wood, metal, glass, or 


tee 


ee 
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FOR ALL ENAMELING SS 


L3 eee 


almost any type of surface. Free- 
flowing PLAX hides so effect- 
ively that ordinarily only one 
coat is needed for refinishing 
jobs. PLAX’S 20 rich, vivid 
colors bring new beauty to 
woodwork, furniture, utensils, 
toys and similar surfaces. And 
tough, durable PLAX resists 
wear, weather and abuse. Why 
don’t you get all the details 
about the PLAX proposition 
today? Write the Lowe Brothers 
Company, Dayton, Ohio. 
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Thats why it's 


easu To Sell 








SPECIAL 
HEAT-RESISTING 
HANDLES 





6" TO 12 
DIAMETERS 


EXTRA HEAVY 
SILVER FINISH 
COLD ROLLED STEEL 






The women of America buy De Luxe 
Fry Pans in such enormous quanti- 
ties because they know that here’s a 
quality product that lasts for years. 
De Luxe Fry Pans, seamless and 
one-piece, should last for years, be- 
cause they’re stamped out of extra- 
heavy silver finish, cold rolled steel. 
Yet they can be sold at a low price, 
and still pay you a nice profit. Ask 
your Jobber’s Representative. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 











Schlueter Mfg.Co. 
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A WALL OF PROTECTION eee THAT 


CHRONIC COMPLAINT "THE VARNISH DIDN'T DRY” 


Nice, comfortable feeling, isn’t it...to have that 
towering protection of Waxoff! For every package 
of Waxoft leads a double life: it is not only America’s 
Great Dewaxer but America’s Great Life Insurance 
Policy against that sad sing-song, that chronic chorus 
of complaint, “The varnish didn’t dry.” 


You know soap and water won‘t remove wax, floor 
oil, polish...and do it right. Gasoline and benzine 
are risky at best. Besides, you‘re running a store... 
not a filling station. Waxoff is simple, safe, swift; and 
does a thorough job. Result: the varnish is sure to 
dry. And you’re sure to keep your customers happy. 


OCTOBER 19, 1939 


That’s why we say: every time you sell varnish or 
wax sell Waxoff. You make an extra profit; and you 
save yourself an extra headache. Remember, too, 
that Waxoff makes a big hit with women because it 
can’t explode, can’t hurt their hands. 


The 10¢ self-seller [12 cartons to the container] 
comes to you in a knock-down basket that’s a knock- 
out. The 25¢ Professional Size holds three-cartons- 
in-one. Ask your jobber about this nationally adver- 


tised Schalk Specialty. 
Schalk Chemical Co., WAX aa 
Los Angeles, Chicago. 
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—— bolts with perfect of your order. 


re AND V SET SCREWS, BOLTS, 














Win More Sales 


with Profitable, Customer-Pleasing 


TRIPLEX 


Cap Screws, Bolts and Nuts 


TRIPLEX PRODUCTS 
that give your customers 
the assurance of uniform 
quality, time-saving fit. 





TRIPLEX Products are 
High rads, cop, screws full made on modern machines 
bright 1035's. that guarantee accuracy 
of forming and threading 
—important time-savers in 
assembly. Modern electric 
heat treating for rugged 


strength — all desired 
finishes. 


Ready to ship —in small 
lots or carloads — TRI- 
PLEX carries tons of fin- 
ished product in stock for 
your convenience. You're 
sure of prompt shipment 





eads, clean cut threads. 


Win sales and 
PROFITS with 
TRIPLEX Cap 
Screws, Bolts 
and Nuts. Write 
today for sam- 
ples and prices. 





Triplex Nuts pull up close all around 
—full threads for sure grip. 


THE 3 Io L a —" 
NUTS AND RIVETS 


5317 Grant Avenue ¢ Cleveland, Ohio * 








Millions Sold—Used in Every Industry 


Make a bigger, surer profit 
from your cap screw, bolt 
and nut department—stock 
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DEPENDABLE WATER SUPPLIES 
OFFER YOU A 


Propilable Partnership 


in this LARGE AND RAP/DLY 
GROWING F/ELD 





HE water supply field is one you can’t afford to 

overlook ... it holds so many possibilities for 

sales and profits. And already, the experience 
of thousands of dealers proves you can expect 
the most of this business by selling dependable 
Dempster Water Supplies. For Dempster has much 
to offer that makes for profitable partnership. You 
have every essential type of equipment to make 
every type of sale... plus the most advanced 
engineering features . .. the utmost economy... 
up-to-the-minute designs, simplicity, and per- 


formance. .. all backed by over 60 years of qual- 
ity leadership. 


In addition, Dempster aids your sales 
with consistent farm paper advertising, 
tested local campaigns, and plenty of 
other powerful promotion material. If 
you want to step out and go places in 
the water supply field, write today for 
complete details of this profitable 
Dempster partnership. A few valuable 
territories are still available to jobbers. 





New Dempster 
Dixie Saal-Top 
Pump. 
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{4 DEMPSTER PUMPS AND CYLINDERS 


WS 





BETTER BUILT FOR BETTER Set Longin 
Fin to 24 BS, ESani-Ton — -Top Set 


Heavy Duty Foree Pump; Fig. 78, Iron tit jer; Fig. 
79, Brass Lined Cylinder: Fig. 83, Brass Body Cyl! 





DEMPSTER MILL MFG. CO. 
Beatrice Nebraska 


BRANCHES: Omaha, Nebr.; Kansas City, 
Mo.: Des Moines, ta.; Sioux Falls, S. D.; 
Denver, Colo.; Oklahoma City, Okia.; 
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rillo, Texas; San Antonio, Texas. 
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Hece Js A Profit Repeater! 


Because It Is The Only Mortise 
Jimmy -Saw Proof Lock On The Market 
For Stores With Double Swinging Doors 














No. B51075 


One Cylinder Lock 


No. B51076 
Two Cylinder Lock 












Cast Bronze Metal Throughout with “Armored” Face. Furnished 


with pick-proof mortise extension cylinders. « 


This is just the item to build your lock sales, and round out your mar- 
gin of profit consistently, because it is not competitive, because it is in 
a class by itself. 


Keil’s jimmy-saw proof mortise lock with double cylinder is especially 
adapted for stores with double doors..... rounded face locks of all 
dimensions to order. Locks also used, with single or double cylinder, 
on sliding doors for elevators in office buildings, etc. 


The patented saw-proof bolts lock into box strike and door cannot be 
jimmied ; when used with Keil’s pick-proof cylinder, this lock becomes 
the safest security unit on the market. 

See your hardware jobber for particulars on these locks, otherwise 
write direct. 














FRANCIS KEIL & SON, INC. + NEW YORK, N. Y. 


DIRECT FACTORY BRANCHES: CHICAGO DETROIT 






Representatives In Many Other Principal Cities 
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... and both as useful 


* PRO-TEX PADS * LUSTROUS STOVE PIPE 


No woman can resist an item that combines econ- and scratches—but add beauty to any 
omy and utility with BEAUTY! home! 


Colorful PRO-TEX Pads and BALLONOFF Lus- Gleaming, easier to clean, Lustrous 
trous Stove Pipe have all three of these BIG Stove Pipe is chrome or nickel plated on 
STEEL (not tin)—and costs no more! 
PRO-TEX Pads not only protect the surfaces of No tin-base pipe could have so fine and 
rich a luster, or of- 
fer such great resis- 


Made of heavy asbestos, tance to heat. 
topped with gleaming Get FREE samples 


SALES Appeals—and then some! 


table tops, stoves, refrigerators, etc., from heat 
c- 


BLACK GREEN 


18 x 20" 14x 17" 7a?F 








Two Economical Items to Brighten Her Kitchen 


metal. of BOTH items 
from your jobber&é 
COLORS: today! Or write di- 
RED YELLOW rect to 


SIZES BALLONOFF METAL PRODUCTS CO. 
5800 KINSMAN RD. 


as they are beautiful! 
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McKINNEY MANUFACTURING COMPANY ~- PITTSBURGH, PA. 
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AND MANUFACTURERS 





DESIGNERS 





McKinney Forged Iron Sam- 
ple Boards tell a complete 
wae sales story of authentic de- 
sign, master craftsmanship 


panels that make easier sell- 
ing for you and easier buy- 
ing for your customers. 


Write for Complete 
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CORNERS 
OF EVERY |). ||| STRENGTH 
EXTENSION 
AND SINGLE and 

} LADDER 

‘raitsia dite itso ff Teepe SAFETY 
STEEL Western 


All Metal Parts Zinc Plated BRACES Extension Trestle 
To Prevent Rust | ie i 














































































































W. W. BABCOCK CO. 
‘Stop Bath, N. Y. 


| MYE “Ty - 


ig, MVE & ESTATE }- Isy 
SPRAYERS : 


The Small Power Sprayers with 
Abundant Pressure to Provide 
Effective Control of Both Insects 
and Fungus Diseases and Priced 
to Fit the Pocketbook of Small 
Operators. 

















Plants and flowers have now been moved 
from outside lots and fields to greenhouses 
for maturity during the winter season. This 
activity affords dealers a fine opportunity to 
ENGINE POWERED sell Myers Greenhouse Sprayers — always 
~ = oe = 3 needed for inside work where flowers, plants isle 
Steel or Rubber roy and vegetables are being grown under glass. = Steel or Rubber 
Tired Wheel er ‘ of Engine or motor powered, compact and Tired Wheel 
durable, hundreds now in service in green- 
houses, on estates and at country clubs, speed 
up and reduce spraying costs to a minimum. 





If not familiar with Myers Greenhouse 
Sprayers and their sales possibilities, write us. 


THEF.E.MYERS & BRO.co. 


ASHLAND, OHIO, U.S.A. 





PUMPS — WATER SYSTEMS — SPRAYERS ~— HAY TOOLS — DOOR HANGERS 
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ROUAN TAN 


when you sell chains 


@ This is a good season for: 
tie sales. Your customers are 
the market and a little attentio 
paid to this business should bring — 
you a good number of ex a 


















cow tie sales. 










Elwel and Tense Cow Ties are 
the favorites. Buyers know of the 
fine service they give. You can 
cash in on this popularity. ee 









This is also the time to feature a 
ACCO Proof and BBB Coil Chain, 
ACCO General Purpose Chains, _ 
ACCO Repair Links and Assort- 
ments, Elwel Machine and Coil — 
Chain, Tenso Halter and Do 
Chains, Tenso Well and $ 
Chain — and Weed Bull Bay 
Tractor Chains. 2 

























pie these chains, “talk 
them up” a little—and ae 
make a lot of good sales. 


AMERICAN CHAIN DIVISION, 
Bridgeport, Connecticut — 





















See our exhibit in Metals ( Products) : 
Building, Opposite the Perisphere 
and Trylon, New York World’s Fair 


AMERICAN CHAIN & CABLE COMPANY, Inc. _ 
Ss eaeeaeeeeeanieaal 


AMERICAN CHAIN DIVISION @ AMERICAN CABLE DIVISION @ ANDREW C. CAMPBELL DIVISION © FORD CHAIN BLOCK DIVISION « HAZARD WIRE ROPE 
DIVISION @ HIGHLAND IRON AND STEEL DIVISION e MANLEY MANUFACTURING DIVISION « OWEN SILENT SPRING COMPANY, INC. « PAGE | 

WIRE DIVISION @ READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION © WRIGHT MANUFACTURING DIVISION © IN DAs Di 
CHAIN COMPANY, LTD. @ IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. « THE PARSONS CHAIN COMPANY LTD. « I” Business for Y 
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APPEARING NOW 


@ In October issues of The American Good House- 
keeping, and Better Homes and Gardens, millions of people will 
eee the first of a series of advertisements, like roduced 
here. And you will profit—if you have these attracti i 
Circulating Heaters on i your store. 

Arvin jobber now—and , send along with your heaters, 
It helps you cash 


Magazine. 


the free Arvin sales-bu er display- 


in on Arvin consumer advertising- 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Ind. + Also makers of Arvin Car Heaters and Radios 


ow AS THEY HEAT 
NS 








Deluxe Models 
201 and 201A 








ARVIN 


ELECTRIC FAN-FORCED 


d glow 
$9.95 

odel 201 same 
tam, and 


A Standard 
Model! 10] 


E 
LECTRIC FAN-FORCED 


Civewtalireg HEATERS 


8.95 Efficient and 
ed 





it heats 
drawing in cold air from 
floor, heating it and fan~ 
forcing it into room. 


from one 

wher- 

temporary 

needed. Plugs into 
9-AC wall outlet. 


. Mo- 
tor, heating element and 
fan enclosed in attractive, 

rotective metal cabinet. 
economical. 
vi 


RIES, INC “COLUMBUS, IND. 





* wlUalicla 


Model 50 







































Informal Editorial Comments 





Atlantic City :— 


Another Atlantic City conven- 
tion has become history. The at- 
tendance was approximately 1700 
which about equals the 1938 
record. It was a most optimistic 
gathering with both manufac- 
turers and wholesalers reporting 
greatly improved business and 
very freely predicting continued 
good business. The only worry 
expressed was in connection with 
the ability of producers to ship 
the goods to distributors as quickly 
as needed. Quite definitely, few 
factories or jobbers have much, 
if any, surplus inventory. Add to 
these conditions the rising trend 
of prices and you can quickly ap- 
preciate why this recent gathering 
was the busiest Atlantic City con- 
vention in many years. Despite 
the lure of the crisp October air, 
flavored with the tang of the 
ocean, the famous boardwalk was 
sadly neglected during the day- 
light hours. The delegates, engaged 
in most serious business discus- 
sions, were busy as bees in the 
rambling lobbies of the Marl- 
borough-Blenheim Hotel. An in- 
teresting observation, heard on 
many sides, was the opinion that 
even an early peace in Europe 
would not materially upset the 
rising trend of business volume in 
this country. Elsewhere, in this 


issue, are presented the major 
parts of the many splendid ad- 
dresses and discussions that took 
place at the Atlantic City conven- 
tion. 


Private Enterprise :— 


All of the great progress we 
have and cherish in this country 
is the product of our own Amer- 
ican system of private enterprise. 
It has inspired and made profit- 
able the genius of the inventor, 
the producer, and the salesman 
and has given to all of us an else- 
where unknown high average 
standard of living which none of 
us would willingly relinquish. If 
this system is to survive, and our 
present standard of living to con- 
tinue, there must come to all of us 
a better understanding of our ob- 
ligations as citizens and as busi- 
ness men. Two leading American 
business executives, members of 
our own industry, have offered 
stirring addresses on this very 
subject. Every reader is urged to 
thoughtfully read, in this issue, 
the messages of Charles R. Hook. 


By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


president, American Rolling Mill 
Co., and W. Gibson Carey, Jr., 
president, Yale & Towne Mfg. Co.., 
delivered before the Atlantic City 


and the N.C.H.A. (builders’ hard- 


ware) conventions respectively. 
Presented, practically in full, these 
two convention discussions should 
be made available to all the busi- 
ness and professional men in each 
reader’s community. 


“Open House” :— 


This year National Hardware 
Week changes its name to Na- 
tional Hardware Open House, as 
reported previously on these pages. 
During the recent Atlantic City 
Convention a joint session, 
Wednesday morning, was devoted 
to a discussion of this industry- 
wide promotion event. During 
this session, John Tomajan, The 
Washburn Co., whispered in my 
ear, “Why wouldn’t it be a sound 
merchandising idea for hardware 
dealers to stop calling their places 
of business ‘stores’—instead call 
them ‘hardware houses’ or ‘houses 
of hardware,’ all of which ties up 








OCTOBER 19, 1939 


















ENN RE PA h  hnh A  o 
















moet PRE 




















not only with this promotion event 
but also suggests to the women 
customers the many hardware and 
housewares items for the home or 
house available from well-rounded 
retail hardware stocks.” Certainly 
such a thought would at least be 
highly appropriate during Na- 
tional Hardware Open House to 
be observed April 25 to May 4, 
1940, which includes two Satur- 
days, practically a ten-day selling 
period. 


“The Perfect Buyer” :— 


Here is a definition worth re- 
membering. It is simple, to the 
point and accurate. It comes 
from Wm. M. Teague, president, 
Teague Hardware Co., Mont- 
gomery, Ala., who offered it as 
advice to his son Wm. M. Teague, 


3rd, now a buyer in that firm. It 


was from Bill 3rd that I obtained 
it. Here it is “A perfect buyer is 
one who buys: 1—The right 
make; 2-—At the right time; 3 
In the right quantity; 4—At the 
right price.” These four points 
give you the entire story and 
should be an inspiration to every 
buyer, particularly the younger 
men in the business. 


Architects :— 

At the recent N.C.H.A. conven- 
tion, a prominent architect ad- 
dressed the joint session of build- 
ers’ hardware distributors and 
manufacturers. He stressed the 
difficulty faced by men of his pro- 
fession when dealing with build- 
ing committees, prospective home 
owners and contractors because 
all of these “customers” want to 
interfere with the architect’s selec- 
tion of materials, completion of 
designs, etc. He offered a strong 
argument on the desirability of 
permitting a competent architect 
to supervise the completion of a 
home or building in order that 
roof design, windows, bay win- 
dows, etc., all conform to the 
basic motif involved. Then he 
commented on the selection of fin- 
ishing hardware but became im- 





mediately inconsistent—for _ he 
thought architects should select 
and specify the hardware and, as 
he said it to the meeting, “a local 
hardware man could fill the order 
as specified by working from the 
architect’s instruction sheet.” He 
stated that he favored a “local 
hardware man” because in the 
event of errors it would be easier 
to arrange an adjustment if the 
order had been placed locally. He 
also thought that it was often ad- 
visable for an architect to first 
see the “handiest hardware manu- 
facturer which might eliminate 
the local hardware man from the 
sale.” It seems to me that if this 
gentleman’s attitude toward build- 
ers’ hardware and builders’ hard- 
ware specialists is at all typical 
then a great job of education is 
long overdue among the archi- 
tects of this country. 


B. H. Engineers :-— 


The closing session of the N.C. 
H.A. convention was devoted al- 
most entirely to discussing meth- 
ods for creating a_ professional 
status for competent men who 
could qualify as “builders’ hard- 
ware engineers” and thus merit 
in their own sphere of activity a 
specialized recognition akin to the 
recognition our architect friend 
very properly seeks for members 
of his profession. There is con- 
siderable value to this thought for 
it is apparent that professional 
men do respect each other’s status 
and avoid trespassing on each 
other’s professional domain—even 
though they may not hesitate to 
encroach elsewhere. However, it 
seems to me that a more pressing 
problem is the lack of promising. 
up-and-coming recruits to swell 
the ranks of competent builders’ 
hardware specialists. There are 
too few young men being prop- 
erly trained to take their places in 
this highly specialized phase of 
the hardware business. It was the 
realization of this need for more 
and better trained builders’ hard- 
ware men that inspired HARDWARE 





AcE to publish the series “Tak- 
ing the Mystery Out of Builders’ 
Hardware,” written by the ex- 
tremely competent Adon H. Brow- 
nell and completed in our latest 
issue, that of Oct. 5, 1939. This 
series, in three courses—elemen- 
tary, intermediate and advanced 
—is now being compiled in book 
form, in one volume and will be 
available shortly at $3.00 per 
copy for a de luxe edition. Our 
readers are urged to place their 
orders promptly, remembering 
that this book is designed for both 
beginners and experienced build- 
ers’ hardware men, in order that 
more men may become skilled in 
this field and create a more for- 
midable numerical strength that 
will justify the desired profes- 
sional status of “Builders’ Hard- 
ware Engineer.” 


Consumer Sales :— 


As pointed out previously, in 
these pages, wholesaler and re- 
tailer buying for inventory is 
somewhat in advance of consumer 
demand. The last 30 days has 
shown some improvement in con- 
sumer buying, but as yet there is 
hardly more than a seasonal in- 
crease reported generally. It is 
believed, however, that payroll im- 
provement should soon be _ re- 
flected in better retail sales vol- 
ume in all lines and it is generally 
predicted that as the Christmas 
selling season opens general retail 
business should be much more 
active. Our next issue, dated 
November 2, 1939, is devoted 
largely to ideas and methods that 
have helped other hardware stores 
increase their profits and _ their 
volume during the holiday gift 
period. These same ideas and 
methods can be adapted to the 
needs of most of our retail read- 
ers. The hardware stores that 
build a_ satisfactory Christmas 
business this year will finish 1939 
on the right side of the ledger. It 
can be done, and among the really 
aggressive dealers it will be done. 
Watch for the next issue and its 
profitable selling ideas! 
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ERE is the door closer that will get you important busi- 
ness. The replacement market on door closers is 
tremendous. Schools, Hospitals, Office Buildings, Stores, 
Restaurants, Churches, Institutions of all kinds are constantly 


replacing inefficient, broken, worn-out closers. 


You can get this highly profitable business with the 
Lockwood Ball Bearing Super Closer because it gives you 
the things door closer buyers are really looking for—easier 
opening, more dependable closing and lower maintenance 


costs. 


These things have been engineered into the Lockwood Ball 
Bearing Super Closer to give you the greatest selling story on 


the market. 


Let us send you literature that gives you this story in detail. 
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A small section of the crowd that 
stormed the doors at the opening. 


ASH sales have shown an 
C increase of from 20 to 24 
per cent at the Wakeford 
Hardware & Paint Co., Chicago, 


Ill., since the firm opened its new 


store several months ago. Cus- 
tomer traffic is 15 per cent higher 
than it used to be and the modern 
layout encourages circulation 
throughout the entire three selling 
floors of the establishment. More 
than 20,000 people crowded into 
the store during the grand open- 
ing sale which served to introduce 
the store and its latest type mer- 
chandising facilities, attractive dis- 
plays and many new lines to the 
public. 

Introducing this new store to 
the public in a fitting manner 
called for something unusual. Ac- 
cordingly, Jack and Ed Olowecki, 
brothers and owners of the busi- 
ness, decided upon a_ regular 
“Hollywood” opening with all the 
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fanfare that usually accompanies 
one. That the opening was suc- 
cessful may be gathered from the 
preceding statement that more than 
20,000 people attended the three- 
day event which was held from 
Thursday, March 31 to Saturday, 
April 1. 


Publicity Plans 


Publicity plans were carefully 
prepared. A 15-minute radio pro- 
gram, used daily over a local sta- 
tion, was given over to telling 
about the new store and inviting 
people to attend the opening. Three 
full-page advertisements in South 
Side newspapers also told of the 


“opening and the many merchan- 


dise bargains available during the 
event. The store itself was dec- 
orated for the occasion and special 
window trims were installed. 
The grand opening sale started 
on Thursday and_ continued 


Cash sales 
20 to 


increased 

24 per cent and 
traffic has 
per cent aad 
Hardware 
of Chicago 


store 


customer 
rown 15 
the Wakeford 
52 Paint Co. 
since their 
was opened. 


new 


And .++* 


through Friday and Saturday. 
During this time the store was 
open every evening until 9:30 p.m. 
The celebration reached its cli- 
max the final evening with the 
“Hollywood” celebrity lights il- 
luminating the front, and the 
crowd, and drawing attention of 
everyone in the entire business 
community to the store. Ladies 
received flowers and candy, while 
the men were given souveniers 
from various departments. Pro- 
fessional ushers were used to han- 
dle the crowds. 

The store is a masterpiece of 
efficiency. Wide aisles are a fea- 
ture of the layout which con- 
tribute much to the ease with 
which customers circulate about 
the store. On the main floor fix- 
tures are set out 4 ft. from the side 
walls to provide a handy space 
for surplus stocks. A false wall 
flush with the fixture front extends 
to the ceiling from the top of the 
fixtures. The new store has more 
than double the floor space of the 
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WAKEFORD HARDWARE. CO. 


plays of almost every department 
have been improved and ex- 
panded. 

The power tool display is fea- 
tured prominently on the first 
floor. Every item in this display 
is ready to be operated and. dem- 
onstrated and customers are pro- 
tected from the operating tools by 
a glass partition 24 in. high 
around the top of the display 
which, however, does not hide the 
merchandise from view. Many 
other items related to the power 
tool line are sampled on the slop- 
ing fronts below the table tops. 
This display is illuminated with 
special lights and attracts con- 
siderable attention. 

The first floor is laid out with 
the tables and platforms arranged 
in three display groups extending 
from the front to rear. Tables in 
each group are placed in batteries 
back to back in order to save space 
and the same plan is followed 
where platforms are used. A bat- 
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old building and as a result dis- 4 me 
’ = sets 
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tery of showcases heads the center 
display group and this is followed 
by regular tables. The greater 
part of the equipment is inter- 
changable so that the entire floor 
arrangement is flexible and can 
be changed to meet unusual mer- 
chandising demands. Step-up dis- 


The side wall to the right of the en- 
trance shows mechanics’ tools, sporting 
goods and electrical supplies. 
tools are in the center of the store. 
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Power 


play units are used on those tables 
featuring small merchandise and 
6 in. high plate glass is used as 
partitions for merchandise on the 
tops. 

As a general rule, seasonable 
merchandise is presented on table 
equipment at the front of the store. 
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Popular selling feature items are 
also given prominent positions at 
the front. Secondary items are 
alloted places near the center and 
the tables at the rear are used 
mainly for goods with year ’round 
sales appeal such as electrical 
lamps, supplies, etc. Several wrap- 
ping counters are placed at con- 
venient locations to speed up ser- 
vice and save steps fu: salespeople. 

Mass displays of popular selling 
items are featured on the ends of 
practically all tables. These dis- 
plays together with attractive show 
cards attract attention to the com- 


requirements for the line during 
the season. 

The fixtures showing guns, golf 
clubs and fishing rods have an un- 
usually low base. This increases 
the size of the open case above so 
that many more items can be 
shown on the sloping panel backs. 
Each line is arranged to show in- 
dividual items in the most attrac- 
tive manner that will stimulate 
customer interest. For example, 


shotguns and rifles are placed so 


Sporting goods are in the rear 
right-hand corner. Low base fix- 
tures hold guns, golf clubs and 
fishing rods. Small sport goods 
are shown on batteries of tables. 


plete table and stimulate customer 
circulation from one department 
to another. Show cards are used 


View of the paint department from 
the rear. Entrance to surplus stock 
behind fixtures can be seen. Mass 
displays are featured on the ends 














profusely throughout the store. A 
display man trims all windows and 
tables and prepares show cards for 
the entire store. 


Mechanics’ Tools 


Precision and mechanics’ tools 
are an important volume line with 
this company. Considerable space 
is devoted to this department in a 
choice location along the side wall 
to the right of the entrance. Prac- 
tically every item in the stock is 
shown either on the panel doors 
or ledge displays. Popular-priced 
tools are featured on the ledges 
and tables, while the better quality 
lines are sampled on doors. Lac- 
quered masonite panels are used 
in the doors. Open wall sections 
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have indirect lighting which serves 
to make the merchandise displays 
stand out and attract people to this 
side of the store. 

The space devoted to sporting 
goods in the new store represents 
an increase over that in the old 
store of more than 500 per cent. 
New lines such as beach furniture, 
bicycles, wheeled goods and other 
smaller items have been added to 
this department. It is located at 
the rear so customers could ex- 
amine merchandise as long as 
necessary without interfering with 
other traffic in the store. Practi- 
cally every item in the line has a 
permanent display space allotted 
to it and this can be contracted or 
expanded according to the display 


of the tables in this department. 


customers can see the barrel, stock 
and bolt action of each gun. A 
small show card under each gun 
describes the item completely and 
lists the price. Special racks hold 
the golf clubs and fishing rods. 
Paint and wallpaper is another 
large volume line with the com- 
pany and practically the entire 
sidewall to the left of the entrance 
is required to show this merchan- 
dise. The main paint line is car- 
ried under a private brand “Wake- 
ford.” Commenting on this, Ed. 
Olowecki says, “Our customers 
accept the private brand without 
a question for they have complete 
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confidence in the store. We have 
not lost a sale, to my knowledge, 
because of the brand alone. In 
the majority of instances, cus- 
tomers simply ask for a can of 
paint and not a particular brand.” 

Customers are impressed with 
the large display of paint in the 
store. Cans are shown in open 
shelves and brushes and other 
paint sundries are displayed on 
the ledges of several sections. In 
one open case, sample panel 
boards show various colors and 
types of paint. Here customers 


Builders’ hardware _ contractors’ 
division is on the second floor. 
More than 2,000 items of hard- 
ware are sampled in this section. 


can see exactly how the finished 
job will look and this is helpful 
in demonstrating the sales story. 
This case is also equipped with 
special lighting and is a bright 
spot in the department that always 
gets attention. Brushes and other 
accessories are shown on the ledge 
along this case. 

The builders’ hardware and con- 
tractors’ division of this depart- 
ment are located on the second 
floor. Merchandise is shown in 
panel door fixtures and over 2000 
items are sampled, Popular sell- 
ing merchandise is shown on the 
ledge displays in this section and 
a special contract hardware dis- 
play room is also located on this 
floor. This room is complete with 


OCTOBER 19, 1939 


mounted samples of various hard- 
ware patterns, finishes, and lock 
sets. 

The main display of major ap- 
pliances accupies a large space on 
the second floor. Seasonal displays 
of various items are provided on 
a landing near the top of the stairs 
and at the front of the store. In 
this way customers on the first 
floor are always reminded of the 
appliance line. This line is a new 
one with the company and was 
added at the first of the year. 
Three outside salesmen are em- 
ployed full time and a manager 
directs and supervises the men and 
department. 






Another line shown on the sev- 
ond floor is electrical fixtures. 
Every fixture carried in stock is 
installed on a ceiling display unit 
and can be operated by an indi- 
vidual switch. Smaller electrical 
contractors’ goods are shown on 
tables below this display. Bath 
fixtures and accessories are also 
shown near this department. 


The Firm’s Offices 


The main offices are situated in 
the front part of the second floor 
and are equipped with many 
labor-saving devices. A complete 
inter-store communication system 
has been installed to speed up ser- 
vice and save steps. Through this, 
telephone calls can be switched to 
proper departments with ease and 
dispatch. Employees can talk to 
the office without delay and vice- 
versa. In addition to this, a spe- 
cial call system with amplifiers 
throughout the building is used to 
locate individuals and to relay 
messages. Two-way conversations 
can be carried on from seven sta- 
tions about the building. Stair- 
ways to the basement and second 
floor at the front and rear of the 
building enable customers and em- 
ployees to reach selling floors with 
the least amount of effort. 

A large housewares department 
is located in the basement and a 




























































































Builders’ hardware sample room on the 
second floor for customers. Finishes, 
patterns and types of items are shown. 





The offices are also upon this floor. 
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Floor plan of the first floor of the Wakeford Hardware & Paint Co. store. 


stairway along the side wall to the 
left of the entrance leads directly 
to this department. A complete 
description of this section will be 
presented in a later issue. 

The self-dispensing Coca-Cola 
stand is a unique feature on the 
main floor. It is located at the end 
of a wrapping counter at the rear 
where customers congregate. Cus- 
tomers seem to consider it quite a 
convenience and help themselves. 
Sales will run from five to ten two- 
dozen bottle cases per day. 

The new building was con- 
structed to conform to certain 
specifications developed by Jack 
and Ed. Olowecki. The floor is 
covered with an asphalt tile which 
is very easy to walk upon. The 


ceiling is white with side walls of 
light canary yellow. Steel fixtures 
are used throughout and are 
painted tan and buff trimmed with 
maroon. Various departments and 
lines are identified for customer 
convenience by cut-out letters on 
top of the fixtures. The building 
has a single entrance with double 
swinging doors. A large neon sign 
identifies the store and can be 
seen for several blocks in both di- 
rections. 


Assigned to Departments 


Salespeople are assigned to in- 
dividual departments and spend 
most of their time waiting on cus- 
tomers in their own department. 


Precision tools are to the right of the entrance along window 
background. Popular-priced tools are featured upon the ledges. 


During rush periods, however, it 
is sometimes necessary for em- 
ployees to work all over the store. 
Each department has separate cash 
registers and each salesperson has 
an individual register drawer. 
This simplifies the problem of se- 
curing sales information by de- 
partments and by the various 
salespeople. 


Telephone a Factor 


Telephone business is quite a 
factor in this store. Since the 
opening telephone calls have in- 
creased more than 50 per cent and 
are running approximately 3600 
calls per month. It has also been 
necessary to add another delivery 
truck making a total of four in 
use at the present. More than 50 
people are employed in the busi- 
ness. 

A private “pre-view” of the new 
store for representatives of manu- 
facturers selling the company was 
held on Wednesday, March 29, 
before the grand opening sale. The 
object of this was to acquaint these 
men with the new store and to let 
them see how their products were 
being shown. A letter from Jack 
Olowecki, president, invited all 
manufacturers representatives call- 
ing on the company to attend the 
pre-view. 

The entire store was planned, 
fixtures installed, and merchan- 
dise arranged by the Universal 
Equipment Co., Chicago, IIL, 
under the direct supervision of 


John Nielsen. 
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Visits to Florida and trips on his 3l-foot cruiser, the “Star 
Dust,” are favorite vacation-time pursuits of William E 
Cross, vice-president, Clemson Bros., Inc., Middletown, N. Y., 
hack saw blade and lawn mower manufacturers. The home 
port of his cruiser is Clearwater, Fla., and she flies the flag 
of the Carlouel Club. Pictured are Skipper Cross atop the 
cabin of his boat and a full length view of the cruiser. 


Fishing is one of the favorite hobbies of 
Tom Walls, Masback Hardware Co., New 
York City, wholesale hardware distributors. 
Here he is with some of his Westchester 
County (N. Y.) dealer friends to whom he was 
host on a recent tuna fishing trip out of Free- 
port, Long Island, N. Y. The hardware anglers 
landed 21 sizeable fish during their day's out- 
ing. Seated in front of their fine string are 
B. H. Adler, Dobbs Ferry; Buddy Hoblin, 
Bronxville; Tom Walls; Johan Fix, Tuckahoe; 
Harry Hoblin, Bronxville, and Bob Fischer, 
Scarsdale. 





One of the most active and enthusiastic nim- 
rods in the Nutmeg State is R. H. (“Coley’’) 
Coleman, advertising and sales promotion man- 
ager, Remington Arms Co., Inc., Bridgeport, 
Conn. In the autumn “Coley” tinds time, despite 
his busy schedule, to make hunting expeditions 
in a variety of places. He may be found in a 
duck blind on the Housatonic River or out after 
black bear and grouse in New Brunswick, Can- 
ada. Evidence of his hunting prowess is the 
huge black bear, shown here, which he felled 
while in New Brunswick. This fall he is plan- 
ning a trip into the fastness of Canada’s James 
Bay. He is also an ardent trap and skeet shoot- 
er. Other hobbies are golf, tennis, badminton, 
pistol shooting and writing plays. 











l HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Lhe Story of 


lhe Atlantic \ ¢ 





PPROXIMATELY 1700 
A hardware wholesalers, 
manufacturers and 
guests attended the Atlantic 


City Convention, October 16 
to 19, 1939, with headquarters 


and sessions at the Marl- 
borough-Blenheim Hotel. It 
was the 45th annual conven- 
tion of the National Whole- 
sale Hardware Association 
and the 79th annual conven- 





Approximately 1700 attend joint conven- 
tion of hardware manufacturers and whole- 
salers in Atlantic City, N. J., Oct. 16 to 19, 
1939. Officers of both groups are re-elected. 
Wholesalers concentrate on distribution dis- 
cussions. Joint session considers National 
Hardware Open House. Manufacturers de- 
clare their opposition towar. Prominent 
speakers analyze current tax burdens and 
other industrial problems. 
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The Atlantic City sky-line at night 


tion of the American Hard- 
ware Manufacturers’ Asso- 
ciation. At their respective 
closing sessions both organ- 
izations re-elected all officers, 
details of which are given 
elsewhere. 


Open Forums 


The wholesalers followed 
the procedure which proved 
so satisfactory last year, the 
submission of pertinent dis- 
tribution problems to mem- 
bers with an invitation for 
general open forum following 
the formal remarks of the 
speaker assigned to each prob- 
lem question. 

The manufacturer had sev- 
eral outstanding nationally 
known speakers, including 
Charles R. Hook, president, 
American Rolling Mill Co., 
whose message, “What Can 
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We Do to Save the Private 
Enterprise System?” caused 
active and favorable com- 
ment. Other speakers dis- 
cussed taxation; current eco- 
nomic problems, American 
foreign policies and happen- 
ings in Washington. The 
manufacturers, at their clos- 
ing session, passed an impor- 
tant resolution entitled “A 
Statement of Position” clearly 
and forcibly expressing their 
views regarding the false 
charges that American Indus- 
try wants war. The text of 
this statement is given on this 
page. 


The Joint Session 


At the Wednesday joint 
session, National Hardware 
Open House, successor to Na- 
tional Hardware Week, was 
discussed from the viewpoints 
of manufacturers and whole- 
salers with full consideration 
given to means of improving 
this annual promotion event 
of the industry. 

The Old Guard, X Club and 
Central States Hardware Club 
had their special parties 
which were well attended as 
were all of the social activi- 
ties of the convention. 

Business sessions were well 
attended and the weather was 
ideal. Although the formal 
program did not include any 
poll of reports on current 
business there was ample 
optimism expressed on all 
sides by both manufacturers 
and wholesalers. 

In the pages immediately 
following are the major parts 
of the principal addresses, 
discussions and other details 
of the Atlantic City Conven- 
tion. 
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American Manufacturers 


Do Not Favor War! 


A Statement of Position 


By American Hardware Manufacturers’ Association 
at Atlantic City. N. J.. October 19, 1939 


UCH has been said to infer that American manufacturers favor 

war because it presents opportunities for profit. This Associa- 

tion wishes to state what it believes to be the position of its members 
and to correct that inference. 

Manufacturers are people. The same feelings, the same desires, 
the same ethical impulses that motivate most individuals also motivate 
manufacturers. The horrors of war have the same effect upon the 
lives and destinies of manufacturers as upon those in other walks of 
life. The same economic consequences which are visited upon people 
in general are also visited upon manufacturers. No temporary oppor- 
tunity for gain because of shortages created by war can possibly be 
so great that it will effect the terrible consequences that all civilized 
people have come to associate with war. 

These are all self-evident truths. Too many of us still remember 
the experiences and carry the scars of the last World War for it 
to be possible for us to think misguidedly that there is any value in 
war. War is the ultimate attempt of an exasperated humanity to 
solve by force what it has been unable to solve by peaceful means. 
And we all know that that sort of solution carries victory for no one. 

Therefore we, of the people, who happen to’ be manufacturers of 
hardware, but who are none the less people of the United States, go 
on record to denounce war as a means for settling differences. 

May God forbid that we be drawn into armed conflict. May He 
grant that our country shall never become involved in a disagreement 
with anyone who insists upon a substitution of force for reason in the 
settlement of the dispute. 

We deplore and denounce war. 

Nevertheless we are Americans. And if, God forbid, our country 
is drawn into controversy with an aggressor whose philosophy sub- 
stitutes force for reason and law—in such a case we, the people, who 
are hardware manufacturers, shall promptly pledge ourselves, as 
Americans, devotedly, unselfishly and whole-heartedly to the cause of 
our country. In doing so we shall realize that in war the winner also 
loses. But in the defense of our country we shall willingly undertake 
a distasteful task meanwhile praying that the duration may be limited 
and its horrors mitigated. 


EDITOR’S NOTE:—This outstanding and accurate “Statement of 
Position” was presented to the closing session of the American Hardware 
Manufacturers’ Association by Wallace L. Pond, Nicholson File Co., 
who served on the Committee of Resolutions with Geo. L. Earle, North 
Wayne Tool Co., and John Tomajan, The Washburn Co. Mr. Tomajan 
served as chairman. 
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Strengthening *ze Wholesalers’ 


Position « This Period 


By Mark Lyons 


MARK LYONS 


WO months ago few of us 

thought that Europe would 

again indulge in open hos- 
tilities, and I had planned to 
discuss with you subjects far 
different than the precautionary 
steps we must take to see that 
the wholesaler’s position is pre- 
served and strengthened in this 
critical period. 

Under these circumstances, I 
feel it is highly important that 
all of us keep our feet “firmly on 
the ground.” Our interests will 
be must better protected if we 
avoid panicky, ill-advised action 
seeking always in the uncertain 
period that may be ahead of us, 
to fortify our position and 
strengthen our ties with our 
sources of supply and our retail 
customers. 

It should be our purpose to 
studiously guard against the de- 
velopment of practices which will 
weaken our position, or restrict 
our ability to render with even 
greater efficiency, a service that 
is essential to manufacturers and 
our customers—the retailers. 

Some manufacturers may be 
tempted to try to hurdle ware- 
housing costs, selling expenses, 
advertising cost, accounting ser- 
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President, McGowin-Lyons Hardware & Supply 
Co., Mobile, Ala., in his address as president of 
the National Wholesale Hardware Association, 
at the Tuesday morning session, urged all whole- 
salers to keep their feet firmly on the ground; to 
avoid panic and ill-advised action, and to fortify 
positions and strengthen ties with all sources of 


supply and retail customers. 


Wholesalers must 


avoid speculative tendencies and conduct their 
businesses just as economically as possible. 





vices, clerical, catalog, handling 
and delivery costs, as well as 
credit risks, the cost of adjust- 
ments and returns and the ex- 
pense of handling numerous or- 
ders and endeavor to sell direct, 
should the demand for commodi- 
ties be abnormally increased by 
war conditions in Europe. 


Frankness Essential 


Complete frankness between 
manufacturers and wholesalers 
must be maintained. If we in- 
vest our capital in a manufac- 
turer’s line, list it in our cata- 
logs, keep ample stocks in our 
warehouses, encourage and pay 
our salesmen to sell it and per- 
form the numerous other ser- 
vices we render, we have an un- 
deniable right to expect the man- 
ufacturers to be frank and open 
with us and be willing to give 
us a complete statement of their 
merchandising plans and policies. 
They must continue to recognize 
that our relations and interests 
are mutual—that, instead of be- 
ing customers, we are really a 
part of their selling organiza- 
tion, and that profitable develop- 
ment of markets for their 


products requires intelligent co- 
operation. 

We wholesalers must avoid 
speculative tendencies which may 
be manifest by assembling un- 
warranted inventories. We do 
not want to find ourselves in a 
position where we have such a 
surplus at the end of hositlities 
that we lose the profits which 
have accrued. 

Under the stress of the pres- 
ent unsettlement, we must not 
overlook the problems which 
seemed much more acute two 
months ago than they do now. I 
refer particularly to the neces- 
sity for our conducting our busi- 
nesses just as economically as is 
possible. 

The percentage of overhead 
expense in wholesaling must be 
kept at a low figure, and in mak- 
ing this statement, I am not un- 
mindful of the ever-increasing 
burden of city, state, and federal 
taxes; of unemployment insur- 
ance; old-age pensions, etc. 

The function of the wholesaler 
was particularly stressed during 
the World War. The wholesaler 
of hardware and kindred lines 
rendered invaluable service by 
having merchandise constantly 
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available to the retail trade and 
to emergency war-time projects, 
and by cooperating in every 
other possible way with the Gov- 
ernment. With the outbreak of 
the present European conflict, 
we find our warehouses stocked 
with proper assortments of mer- 
chandise and our organizations 
in a position to efficiently secure 
merchandise from the manufac- 
turers, hold it on hand until it 
is needed, and then deliver it 
promptly to the retail trade. 

The wholesaler has very little 
control or influence over basic 
prices. If somewhat better than 
average profits may be made dur- 
ing a period of advancing prices, 
they are due almost entirely to 
the appreciation in the value of 
our inventories, and where not 
taken by the Government in 
taxes, are more than offset by 
the losses we sustain when prices 
decline. 


Steady Manufacturers 


In the present European crisis, 
I think we should use our influ- 
ence to steady the manufactur- 
ers. The skyrocketing of prices 
on such commodities as copper, 
steel products, rubber, etc., which 
occurred during the last war, 
cannot but sooner or later have 
a most disastrous effect. 

The manufacturers of the 
products we distribute are here 
at this convention, many of them 
for the purposesof securing in- 
formation and advice as to the 
attitude of the wholesalers, and 
I think we can best serve our 
country, our customers and our- 
selves by urging upon them a 
cautious, sane, conservative pol- 
icy and one which will prove 
beneficial not only in the imme- 
diate future, but over the course 
of the next three or four years. 


i 


Left to right: 1—Benjamin Foster, Jr., 
Benjamin Foster Co.; W. J. Brodesser, R. 
F. Willis & Bros., Inc., and E, A. McKenna, 
North Bros Mfg. Co. 2—Miss Grace Hansen ; 
Mrs. Hansen and W. E. Hansen, Hansen & 
Yorke Co., Inc. 3—J. D. Rennick, J. D. 
Rennick & Co.; G. F. Wiepert and H. A. 
Parks, Sargent & Co. and Conrad Kunz, 
Fred L. Stellwagon & Son, Inc. 4—S. L. 
Hall, Smith Bros. Hdwe. Co.; W. B. Dodge, 
The Yale & Towne Mfg. Co. and R. J. 
Hamilton, McKinney Mfg. Co. 5—J. E. 
McIntyre, Cyclone Fence Co.; C. B. Waller, 
Underhill, Clinch & Co.; E. L. Fenn, Millers 
Falls Co.; H. C. Hooks, Moore Push Pin Co. ; 
H. P. Aikman, Cazenovia, N. Y., N.R.H.A. 
president ; F. W. Samson, Moore Push Pin Co. 
¢—H. J. Funk; W. C. Dearstyne, and H. L. 
Warren, Albany Hardware & Iron Co. 7—Mrs. 
Kenyon, Howard Kenyon; Mrs. Halpin and 
George H. Halpin, The Minnesota Mining 
& Mfg. & Co. 8—C. B. Crets, William 
Orton and E. B. Martindale, Van Camp 
Hdwe. & Iron Co. and Phil Robinson, Pitts- 
burgh Screw & Bolt Co. 9—A. D. Mat- 
thai, Jr., John Thomas, and George H. 
Harper, National Enameling and Stamping Co. 
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American Industry Is 


H. B. WILSON 


semi-annual meeting, we 

are all realizing more than 
ever before the privileges we as 
American citizens enjoy. We are 
gathered here once again in the 
glorious surroundings of Atlan- 
tic City, to meet freely with one 
another. We talk to one another 
without let or hindrance. 

To appreciate the worth of 
these everyday blessings we have 
but to read of the censorships, 
the Gestapos, the Ogpus, and so 
forth, so securely fastened upon 
our less fortunate fellow men in 
the warring, and some not war- 
ring, countries of Europe. 

It is, I am convinced, because 
we all love this individual free- 
dom so intensely, that we are 
unanimous in our determination 
not to risk loss of it by partic- 
ipation in any war—certainly 
not in one that is not our own 
war. 

We know that modern war 
fastens its clamps upon the en- 
tire population. It demands of 
every man, woman and child any- 
thing and everything that the 
State believes might help to en- 
sure victory. There can be no 
freedom then, and who can know 
what part of the hard won rights 
of the individual will be grudg- 
ingly restored when peace finally 
comes. 


Preeri-ann: at this, our 79th 
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Opposed #2 War 


By H. B. Wilson 





H. B. Wilson, Mathias Klein & Sons, Chicago, III., 
in his address as President of the American Hard- 
ware Manufacturers Association, Tuesday morn- 
ing says our love of individual freedom makes 
unanimous our determination not to risk loss of it 
by participation in any war. Urges avoiding unjus- 
tified price advances. Wants to keep this coun- 
try set on quietly determined basis of neutrality. 





American industry through 
its leaders has spoken in clear, 
unmistakable terms as being op- 
posed to war. American indus- 
try wants no profit from the 
wrecking of civilization. We 
want world trade; not world de- 
struction. 

However, it seems that war in 
Europe must necessarily bring 
its problems to each and every 
one of us. How can we best meet 
them? Well, first of all, let us 
guard our own self-discipline. 
Let us be determined to keep 
our businesses going along with- 
out any “rocking of the boat.” 
Business must continue. All of 
which pretty much means for us 
to hang out a shingle “Business 
as usual.” The increase in for- 
eign demand will cause some 
businesses to boom, while some 
others will not be so affected— 
may even be depressed. It is en- 
tirely impossible to attempt any 
estimates at this time. 


Some Increases 


Some prices will rise to in- 
crease the cost of living, with 
demands for wage increases fol- 
lowing close behind. We may 
expect shortage of labor and 
shortage of materials. In other 
words, there is likely to be a 
period of maladjustment that we 


shall have to struggle through 
as best we may. 

The influx of foreign buying 
may not be immediate—some of 
us still remember the lean days 
of 1914 and 1915! When it does 
come, however, American busi- 
ness will certainly have its hands 
full. Part of our job now is to 
plan ahead so that we may not 
be caught asleep at the switch. 
But our plans should be based 
on sane, careful consideration. 

Most of us will control our 
inventories to present and to 
reasonable future needs, remem- 
bering that the function of a 
manufacturer is to acquire raw 
materials, to put them through 
his processes and then sell the 
finished product at a price to pro- 
duce his necessary profit. Prof- 
its may, of course, be made legi- 
timately by purchasing material 
previous to a price increase, but 
after all, such opportunities are 
not the principal opportunities in 
a manufacturing business. And 
we should not overlook the fact 
that inventory losses will just as 
surely accrue with an unexpected 
decline in price. 

Let us guard our industry 
against the charge of profiteer- 
ing. I believe we should resist 
any price advance, the reason for 
which cannot be demonstrated 
clearly. Similarly I believe we 
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snould avoid any price advances 
on our own goods unless justified 
by corresponding increase in 
cost. 

The danger of the “runaway” 
market is very real. It is truly 
a business fever. No sure, 
healthy business progress was 
ever made that way. Let us all 
get together to keep the hard- 
ware industry what it has al- 
ways been—a hard-headed un- 
emotional, but a_ rock-ribbed, 
solid industry with a normal 
temperature. If we do this, we 
shall do out bit to keep hysteria 
down and the country set on a 
quietly determined basis of neu- 
trality. 

We should continually call to 
mind our experiences of 22 years 
ago. In Europe fighting “a war 
to end war”—a war “to make the 
world safe for democracy.” We 
had no other object. And per- 
haps now we realize how we were 
licked. 

The Kaiser was smashed—but 
we have Hitler, and which would 
you? We didn’t say much about 
“smashing the Czar,” but he got 
smashed anyhow—and we have 
Comrade Stalin! Well, again, 
“which would you?” 

In George Washington’s Fare- 
well Address of Sept. 17, 1796. 
he said: 

“Observe good faith and jus- 
tice toward all nations; cultivate 
peace and harmony with all... . 
In the executiaqn of such a plan, 
nothing is more essential than 
that permanent, inveterate an- 
tipathies against particular na- 
tions, and passionate attach- 
ments for others, should be ex- 
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cluded; and that, in place of 
them, just and amicable feeling 
toward all should be cultivated. 
The nation which indulges to- 
ward another an habitual hatred, 
or an habitual fondness, is in 
some degree a slave. It is a slave 
to its animosity or to its affec- 
tion, either of which is sufficient 
to lead it astray from its duty 
and its interest. Antipathy to- 
ward one nation in another dis- 
poses each more readily to offer 
insult and injury, to lay hold of 
slight causes of umbrage, and to 
be haughty and _ intractable 
when accidental or trifling occa- 
sions of dispute occur. Hence 
frequent collisions, obstinate, 
envenomed, and bloody contests. 
The nation, prompted by ill-will 
and resentment, sometimes im- 
pels to war the government, con- 
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trary to the best calculations of 
policy. The government some- 
times participates in the national 
propensity, and adopts through 
passing what reason would re- 
ject; at other times it makes the 
animosity of the nation subser- 
vient to projects of hostility in- 
stigated by pride, ambition and 
other sinister and _ pernicious 
motives. The peace often, some- 
times perhaps the liberty of 
nations has been the victim. .. . 

“The great rule of conduct for 
us, in regard to foreign nations, 
is, in extending our commercial 
relations, to have with them as 
little political connection as pos- 
sible. So far as we have already 
formed engagements, let them 
be fulfilled with perfect good 
faith. Here let us stop.” 

In conclusion, one short quota- 
tion from Merle Thorpe’s “To- 
ward a Mobilization of Sanity” 
in Nation’s Business for Octo- 
ber: 

“It is still possible in this 
country for the citizens to deter- 
mine the national interest and 
the commitments which will best 
achieve that interest. If we lose 
our representative government it 
will be because it is abandoned at 
home and not because of alien 
confiscation. The major premise 
in the situation we now contem- 
plate is that we are not at war. 
Our resources are intact. Life 
on the American plan is still 
normal, still constructive, still 
sweet and worth the living. The 
best turn we can do embattled 
civilization is to keep our own 
house in order, and see to it that 
our common sense is not in- 
terned.” 






































CHARLES R. HOOK 


HIS nation came into being 
only a little over a century 
and a half ago. It is nota 

long period of time, measured in 

the glass of all recorded history. 

And yet it has seen the immense 

development of a whole great 

continent, the utilization and ex- 
tension of its material possibil- 
ities to a point no one would have 
dared to dream of before it ac- 
tually took place. It has seen 
the industrial and commercial 
development of this America of 
ours on such a scale that the 

wealth created in a little over 150 

years has equalled all the wealth 

created in the whole word in all 
the years before we achieved 
our status as a free nation. 

The wealth we own and use in 
this country is not the sole mea- 
sure by which we test our own 
national good fortune, but it does 
represent a very important yard- 
stick—a very important way in 
which we can compare the well- 
being of the average American 
with the situation of average 
citizens in other lands. The great 
bulk of this wealth is made up 
of objects of everyday use—at 
least we in America have come 
to consider them as commonplace 
as all that—belonging to millions 
of our American families. In 
everything that makes life better 
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What Are We Doing 7 Save 


the Private Enterprise System ? 


By Charles R. Hook 









President, The American Rolling Mill Co., Mid- 
dletown, Ohio, chairman, National Association of 


Manufacturers, tells Manufacturers’ Tuesday ses- 
sion that the great bulk of this country’s wealth 
is made up of objects of everyday use. Emphasizes 
need of maintaining democratic system of govern- 
ment side by side with private enterprise. Says 
rank and file of people must be shown relation be- 
tween our free enterprise system and their per- 


sonal well-being. 








and happier, the United States is 
far out in front. Is there any 
doubt now in any man’s mind as 
to the accuracy of this state- 
ment? 

The basic principle in back of 
this country is a reliance on in- 
dividual initiative, expressed in 
various ways in the different 
fields of human endeavor. In 
government, it takes its form as 
the democratic attitude, in which 
the people have the greatest pos- 
sible amount of authority pursu- 
ant to the protection of the just 
rights of minorities. In business 
and industry and agriculture and 
all the other enterprises through 
which men earn their daily bread, 
this individualism is expressed in 
terms of what I like to call the 
incentive system, or if you like— 
the profit system. 


How It Operates 


As business men, you are all 
familiar with the manner in 
which the incentive system oper- 
ates. You have all seen that men, 
as individuals and as groups, are 
more interested in working and 
doing their jobs well if they 
know that fair rewards exist for 








them. You know, too, that in the 
course of all these individual ef- 
forts to get ahead personally, the 
greatest benefit of all is that 
which falls to the lot of society 
as a whole. It comes to the great 
masses of the people in terms of 
the better material well-being we 
have just been discussing: in 
more automobiles, a greater vari- 
ety and amount of food, in cloth- 
ing, in radios, telephones, and 
refrigerators—in almost any 
commodity or service you care to 
name. 

There are certain articles com- 
monly used by the workers of al- 
most every country and classed 
in all countries as “necessities.” 
Others, because of the high 
standard of living in this coun- 
try, are thought of as necessities 
here, though elsewhere they may 
be considered luxuries. 

Over two years ago an econo- 
mist was especially chosen to 
make a survey of labor and liv- 
ing conditions in the various 
countries of the world. Equipped 
with a representative selection 
of common products answering 
the above description, he set sail 
for Europe. First he showed the 
store clerks in each country vis- 
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ited the American articles in his 
possession, and asked to have 
them matched. If there were no 
goods of comparable quality 
available to the foreign workmen 
—as was frequently the case— 
he bought the articles in com- 
mon use. 

He carefully wrote down the 
price of each item purchased, 
and also conducted investigations 
in each country to find out the 
average wage rate of factory 
workers. When he had noted 
down all this information and all 
his purchases had been made, he 
brought a large trunkful of typ- 
ical items back to the United 
States. The economist took the 
data he had collected and figured 
out how long the average indus- 
trial workman in each country 
had to work in order to earn 
enough money to purchase these 
goods. In the case of certain 
necessary articles, the advantage 
of the American worker is al- 


most appalling in its implication 
that such articles, freely pur- 
chased here, are almost out of 
the range of the foreign work- 
er’s pocketbook. 


Another Factor 


There is one other factor 
which contributes to the advan- 
tage of the average American 
in this respect. This was brought 
out when the products purchased 
in the various countries were 
taken to a laboratory to be 
tested. The investigator wanted 
to see whether they compared in 
quality with those he had bought 
in the United States. In a num- 
ber of cases he found that the 
goods from abroad—the grade 
that workmen habitually bought 
—were far inferior to the qual- 
ity available here. 

As an example, the overalls 
that workmen customarily wear 
in one country were found to suf- 
fer an 18.4 per cent weight loss 


and 3.8 per cent area shrinkage 
during washing. The testing 
laboratory estimated that they 
would wear only a third as long 
as the overalls purchased by the 
American worker. And in hours 
of work they cost the foreign 
worker 10 times as much as the 
other, far better quality pair cost 
an American. 

Not only does the foreign 
worker pay more for necessary 
articles, but often he cannot buy 
the same quality product that the 
American uses. He cannot find 
goods of that quality in his shop 
or market. 

The mainspring deep down in- 
side the American system is the 
incentive motive. Functioning 
efficiently throughout the period 
of our greatest growth and prog- 
ress, it has brought us to the pin- 
nacle we occupy today. When we 
fail to take its importance into 
account, when we perform or 
permit actions which check and 
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Left to right: 1—Mrs. Cross and W. E. Cross, Clemson Bros., Inc. 
3—-Guy Dunnington, E. C. Atkins & Co. and Mrs. Dunnington. 4—D. 
The Wood Shovel & Tool Co. 7—Enugene Foley, Bayonne Steel Products Co., and Mrs. Foley. 
R. A. Sundvahl, Corbin Screw Corp.; J. L. M. 
. M. Bassett, Corbin Cabinet Lock’ Co., 


Weikel. 6—Mrs. Hughes and Ben L. 
8—John Thierault, Samson Cordage Works. 


Co.; Isaac Black, Russell & Erwin Mfg. Co. ; 
10—John Fish; Mrs. Hoffman, ate. Fish and L. 
W. Withington, American Fork & Hoe Co. 12— 


Hughes, 
9 


W. L. Hochschild, R. E. Dietz Co. ; 


A. Merriman. 5—C. 


2—Charles L. Wheeler, 


. Werner and 
and W. 
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y. 


The Salt Lake Hdwe. Co. and Mrs. Wheeler. 
H. 


H. Weikel, Bethlehem Steel Co. and Mrs. 


. Pinkston, Wyeth Hdwe. & Mfg. 
C. Hebbersett, Russell & Erwin Mfg. Co. 


N. Hoffman, Shelby Spring Hinge Co. 11—W. W. Rector, A. E. Fifield, J. O. Findeisen and 


ney Mfg. Co. and A. J. Kwitek, Bitbard, Spencer, Bartlett & Co. 
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J. J. Wallace, Clemson Bros.. Inc.; Frank J. Koch, McKin 
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The Atlantic City shore-line from the air 


harass incentive, we stand in the 
way of future progress. 

That is why it is so important, 
and will always remain so impor- 
tant, that we maintain a demo- 
cratic system of government side 
by side with private enterprise 
that has, through the activity of 
American business, brought us 
our material success. In the 
matter of making the general 
public realize the facts and the 
importance of the system under 
which we live, no one plays a 
more vital role than the business 
man. It is his task to explain 
and interpret the fact that under 
the private enterprise system all 
groups benefit to a greater ex- 
tent than under any other sys- 
tem, and for that reason all have 
the same stake in preserving it. 

The individual is important 
but in the last analysis it is the 
work of many individuals oper- 
ating together with the common 
goal of interpreting this system 
of ours to the general public that 
will prove most effective. 

Though far from representing 
the sum total of the association’s 
accomplishment, the public in- 
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formation program will perhaps 
be of primary interest to you at 
this point. Never before has 
American industry had in its 
hands so complete and persuasive 
a collection of factual material 
showing industry’s contributions 
to human welfare. We know now, 
better than we have ever known 
in the past, just what private 
enterprise means to the Amer- 
ican citizen in material terms, in 
terms of his own well-being. We 
know, as the result of having the 
concrete facts at hand, that we 
have in this system of ours the 
best product for sale the world 
has ever known. 


Advertising Needed 


You, as practical businessmen, 
know that a product does not sell 
itself, no matter how good it may 
be. A product needs advertis- 
ing, it needs to be packaged at- 
tractively, it needs a system of 
distribution. The system of pri- 
vate enterprise is no exception to 
these elementary rules of selling. 
Those who have never had any 
business experience seem to think 







that this system can withstand 
constant attacks by its enemies 
and detractors without making 
any attempt to present its own 
side of the case. Some of them 
still believe this, or pretend to 
believe it, though all the contra- 
dictory evidence of recent years 
is staring them in the face. 












Freedom of Speech 





No right is more greatly cher- 
ished in a free country than 
freedom of speech. The test of 
our devotion to the principle is 
our willingness to defend it and 
protect it, even when it is ex- 
ercised to express political or so- 
cial philosophies with which we 
not only disagree but which we 
would oppose with all our 
strength. If anyone believes that 
the United States should change 
its present form of government, 
he is free to say so and give his 
reasons for it. If our institutions 
will not stand the test of reexam- 
ination and vindication, they 
would not be worth preserving. 
They have stood the acid test of 
civil war and been vindicated on 
the battlefield. They have stood 
the test of sharp debate and 
emerged victorious. They have 
won the flattery of imitation in 
many lands. 

Evidence submitted to the Dies 
Committee discloses not agita- 
tion and discussion sincere and 
honest in character, but an en- 
deavor by fraud and the use of 
alien funds, not merely to poison 
the minds of our citizens but to 
preach the subversion of our in- 
stitutions by force, deceit and 
crime. 

At the very beginning of our 
Constitutional Government, it 
met with seditious rebellion and 
resistance to its authority, which 
caused President Washington to 
address a letter to Governor 
Trumbull of Connecticut, in 
which he asked, “Why should 
persons who are preying upon 
the vitals of our country be suf- 
fered to stalk at large, whilst we 
know they will do us every mis- 
chief in their power?” What 
would the first President have 
said had they been aliens instead 
of citizens? Can there be any 
doubt what should now be done 
under existing law to meet this 
brazen challenge, or to enact such 
further legislation as is neces- 
sary to control the enemy in our 
household ? 

These would-be wreckers of 
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democracy in their efforts to un- 
dermine the bulwarks of individ- 
ual freedom and opportunity 
have not hesitated to use false, 
misleading propaganda to plant 
the seeds of hatred in the hope of 
causing national friction and un- 
rest. 

Recognizing the inevitability 
of another European conflict sev- 
eral months ago, and determined 
that the public should be enlight- 
ened upon how deeply American 
business and industry hates war, 
the National Association of 
Manufacturers, after consulting 
with manufacturers large and 
small all over the country, issued 
a statement making crystal-clear 
our position. Then, in Septem- 
ber, came another pronounce- 
ment, after much additional dis- 
cussion and thought. I’m going 
to read to you just a few sen- 
tences from that statement: 

“American industry hates war. 

“War destroys lives. War 
wrecks homes. Economic chaos 
and years of crushing depression 
are its inevitable aftermath. It 
imperils representative democra- 
cy. Free institutions are among 
its early victims. Ultimately no 
one can escape the ruin of war. 

“American industry wants 


peace. Peace is the life blood of 
progress. Peace must be the na- 
tional objective. 

“Industry’s position on this 
matter has been stated repeated- 
ly and there must be no misun- 
derstanding about it. 

“The United States can stay 
out of war. 

“Emotionalism can betray us 
into war. 

“A public will to peace, coupled 
with wise public policies and af- 
firmative action to this end by 
our government will keep us out 
of war. A fatalistic attitude that 
war is inevitable for us is ab- 
surd. It presupposes that Amer- 
ica cannot conduct itself intelli- 
gently to preserve peace and its 
own interests. 

“Europe’s problems do affect 
us, but our domestic problems 
still must come first.” 


Why War Is Hated 


These are statements of busi- 
ness sentiment and business poli- 
cy. However, we have gone much 
further than that. We have de- 
scribed in complete detail the 
reasons why industry hates war, 
why war is destructive to indus- 
try and takes a withering toll of 
human and ecenomic resources. 


As to profiteering, we said 
months ago that “no sensible per- 
son believes that profit can come 
out of the wreckage of human 
life and economic dislocation.” 
The use of this crisis as an ex- 
cuse either to extort unjustifiable 
profits or to pursue partisan po- 
litical objectives is not only inde- 
fensible but reprehensible moral- 
ly. In this present emergency, the 
splendid way in which manufac- 
turers everywhere are recogniz- 
ing it to be their moral ebliga- 
tion to so conduct their busi- 
nesses that the prices of the 
products they produce and sell 
are related to costs in the same 
manner they would be in normal 
times is convincing evidence they 
do not wish to profit at the ex- 
pense of human suffering. |! 
defy anyone to point out a single 
important industry in this coun- 
try which is profiteering. 

Certain of our industries use 
large quantities ef raw materials 
which come from abroad. Their 
prices are controlled from 
abroad. It is obvious that costs 
affected by these materials are 
beyond the power of the manu- 
facturer to control. I have no 
doubt that subversive influences 


(Continued on page 196) 





Robt. H. Baker New “Chief X” of X Clab—Succeeds Geo. T. Price 


Robt. H. Baker was elected “Chief X” of the X Club at that organization’s dinner Tuesday night of the Atlan- 
tic City Convention. He is vice-president of Fones Bros. Hardware Co., Little Rock, Ark., a past president of 
the Southern Hardware Jobbers’ Association and a newly elected member of the executive committee of the 


National Wholesale Hardware Association. 


The X Club comprises membership from the past presidents of 


the American Hardware Manufacturers’; the National Wholesale Hardware; and Southern Hardware Jobbers’ 

Associations and the Old Guard. Mr. Baker succeeds George T. Price, American Fork & Hoe Co., Cleve- 

land, past president of the Old Guard, who is now “X-Chief-X”. Geo. H. Harper, National Enameling & 
Stamping Co., is historian of the organization. Above picture was taken at X Club dinner. 


OCTOBER 19, 1939 
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Increasing “e Line Value 


of Orders 





0. W. AHL 


HE subject, “Increasing the 

Line Value of Orders,” is of 

utmost importance. A com- 
plete understanding of the prin- 
ciples involved and application of 
these principles offers a definite 
aid to the net profit problems of 
the average hardware wholesaler. 
For several years the manage- 
ment of our company has felt 
that there was a relationship ex- 
isting between line value and the 
realized net profit. They felt 
that when the line value de- 
creased, a net profit was harder 
to realize, and when the line val- 
ue increased, a net profit was 
more easily obtained. In view of 
these beliefs, we shall attempt to 
set forth the effects which the 
fluctuation of line value has on 
expenses, and, therefore, net 
profit. 

Let us be sure that we have a 
common understanding on the 
meaning of the term, “line val- 
ue.” By this term, we refer to 
the extended value of each item 
on an order. For example, Ex- 
hibit A shows an order for mer- 
chandise, which we believe is 
typical of an order which the 
average hardware wholesaler re- 
ceives from a retailer. On this 
order you will note that the first 
item is for one dozen pair ball 
tip butts, which has an extended 
value of $2.11. Now it is this 
$2.11 which we term as “line 
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By O. W. Ahl 





Comptroller, Hibbard, Spencer Bartlett & Co., 


Chicago, IIl., presents to 
sion proof that additional 


Tuesday morning ses- 
sales volume achieved 


through increased line values can be handled at 
very low costs and thus increase net profits. 
Points out that proper packaging makes possible 


lower prices to dealers an 
to wholesaler. 


d lower handling costs 





value.” The second item on the 
order for one dozen strap hinges 
has a line value of $1.57. The 
third item has a line value of 





$4.90, etc. You will note this or- 
der has a total of 13 items, hav- 
ing a total extension value of 
$37.46, from which we can arrive 
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Number of Items - 135 
Average Line Value - $2.86 
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at an average line value. That is, 
by dividing the total amount of 
the order, $37.46, by the number 
of items, we arrive at an average 
line value of $2.88. 

What effect does the fluctua- 
tion of line value have on the 
expenses of our business? There 
is a large group of expenses 
which will not be effected, such 
as administrative salaries, buy- 
ing salaries, real estate taxes,, 
rentals, light, etc., inasmuch as 
these expenses are comparatively 
fixed and will be the same re- 
gardless of the volume of items 
which are handled. Therefore, 
we concern ourselves only with 
those expenses which have to do 
with the handling of an order 
from the time it reaches the 
house until it is shipped, billed 
and posted on the accounts re- 
ceivable records and the neces- 
sary analysis made from these 
records. In our own business 
this work is performed by eight 
departments, which are order en- 
try, order filling, packing, ship- 
ping, pricing, billing, statistical, 
and bookkeeping. 

These are the departments ac- 
tively engaged in handling orders 
and in which the work is depen- 
dent upon either the volume of 










































EXHIBIT C 
: Per cent 
Function A Order B Order of Increase 
UE I oo oic0 a ns aie be% 20.92 min. 23.64 min. 12.8 
Packing room .......... 7.64 min. 10.26 min. 34.3 
Shipping room ......... 3.04 min. 3.25 min. 6.9 
Total, excluding office. . 31.60 min. 37.15 min. 17.5 





orders or the number of items. 
It is our problem to determine 
how the expense of these depart- 
ments would be effected through 
an increase in the line value of 
orders. 

In order to make this study, 
we requested our sales manager 
to prepare for us an average or- 
der consisting of merchandise 
which is sold by practically all 
hardware wholesalers. This or- 
der is shown on Exhibit A. We 
then took this same order and 
doubled the quantities, which is 
shown on Exhibit B. You will 
note that Exhibit B order has 
an average line value of $5.76, or 
double the line value of the first 
order. Our next step was to de- 
termine the additional time 
necessary to fill the order as 
shown on Exhibit B over that of 
Exhibit A. 
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Number of Items - 13 
Average Line Value - $5.76 
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These orders were actually put 
through our plant, the merchan- 
dise being pulled from stock, sent 
to the packing room, packed and 
made ready for shipment, and 
complete time studies made of all 
operations. There were several 
time studies taken on each or- 
der, using different order clerks, 
to eliminate as far as possible 
the human element, that is, such 
factors as knowledge of stock, 
slowness of individual employees, 
etc. The results of these time 
studies are indicated on Exhibit 
C. 


Packing Room 


You will note that the largest 
increase of labor was experienced 
in the packing room, showing an 
increase of 34.3 per cent, where- 
as the order filler’s time was only 
increased by 12.8 per cent, with 
the total, excluding office, being 
increased only 17.5 per cent. We 
have at this point handled exact- 
ly twice the merchandise and 
twice the dollar volume of sales 
with an increase in the direct la- 
bor cost of floor labor, packing 
room and shipping room, of only 
17.5 per cent. 

Now as to the office depart- 
ments, that is, order entry, pric- 
ing, billing, statistical and book- 
keeping. I think it is quite evi- 
dent that an increase in line val- 
ue of the order will not increase 
our office cost at all and that any 
additional sales volume, achieved 
through increase in line value, 
will be handled at no additional 
cost in the office departments. It 
should be perfectly clear that the 
office work on the order, as 
showr. on Exhibit A, and the or- 
der, as shown on Exhibit B, is 
essentially the same and that no 
additional cost will be realized. 
From the above, I believe that 
we can safely say that any 
additional dollar sales volume 
achieved through increase in line 
value can be handled at a very 
low cost and, therefore, will be 
very productive from a net profit 
standpoint, and anything which 
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Left to right: 1--John M. Olin, Western Cartridge Co.; R. S. Rauch, North Bros. Mfg. Co. 
and W. T. Birney, Winchester Repeating Arms Co., Inc. 2—Mrs. Dierker, R. W. Dierker, 


Gary Screw & Bolt Co.; W. 


L. Garvin, Cutler Hdwe. Co. and Mrs. Garvin. 3—Geo. Von 


Hoffman and George J. Boesch, Von Hoffman Press and Henry Hoeynck, Simmons Hdwe. Co 


4+—Ed. F. Pritzlaff, John Pritzlaff Hdwe. Co. ; 


N.RLWLA 


can be done to increase this line 
value will be very beneficial to 
our operating results. 

In all fairness, we must admit 
that these results will not be the 
same on all types of merchandise. 
Obviously, the labor cost han- 
dling of sheets, nails, rope, etc., 
will increase with the quantity 
handled. However, certain types 
of merchandise, such as cutlery 
and other small items, will in- 
crease practically not at all as 
the quantity increases. The only 
thing we have attempted to do so 
far is to establish a theory which 
is based on averages. 

I hope so far you all agree 
with me that increased sales vol- 
ume obtained through increased 
line value is very profitable. We 
can now turn to the things which 
can be done to improve this line 
value. Our suggestions are: 

1—Eliminating Low Line Val- 
ue Transactions: If you were to 
make an analysis of your orders 
you would find that there are 
many items having an extended 
value of less than $1.00. These 
are the line values which keep 
our average line values down to 
such a low figure. 

The 1938 operating costs of 
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Mrs. Megran; Horace P. Aikman, president, 
Mrs. Pritzlaff, Herb Megran and Wilbur Higgins, Starline, Inc. 


our departments, which have to 
do with the handling of orders 
are as shown in Exhibit D. 





EXHIBIT D 
Cost 
Cost per Item 


Order entry $24,078.10 .006 
Order filling 366,521.24  .093 
Packing ... 128,313.96 .033 
. Shipping 63,258.43 .016 
Pricing .... 34,103.10 .009 
Billing .... 37,575.49 .010 
. Statistical 21,407.19 .005 
. Bookkeeping 30,086.15 .008 


COIR ONE COD 


Total $705,343.66 .180 


These costs include the labor 
costs, supplies, depreciation on 
equipment used and a reasonable 
charge for rent for the space oc- 
cupied. They do include admin- 
istrative salaries, buying and 
general overhead expenses. 

Exhibit D reflects that there 
was a direct expense of 18 cents 
connected with every item which 
we handled during 1938. Now 
what does this mean? Any item 
which did not show a gross profit 
of 18 cents after a salesman’s 
commission was deducted was 
handled at a loss. Is it not evi- 
dent then that in order to handle 
an item with an extended value 
of $1.00, we cannot afford to pay 
a commission to our salesmen, in- 
asmuch as the gross margin real- 
ized on the item is not sufficient 
to cover our direct costs and 
commissions? Through the non- 
payment of commission on these 
items, the discouragement is 
somewhat automatic and _ the 
salesmen will make a serious at- 
tempt to raise the line value to 
more than $1.00 in order to re- 
ceive compensation on this item. 

An educational campaign te 
get this idea over to your sales- 
men should be very profitable. Of 
course, the immediate answer 
which you will receive is that the 
competition will sell these small 
items and that a great deal of 
business will be lost. We cannot 
pass this off with just a wave of 
the hand, and there is no doubt 
some truth back of this state 
ment. 

2—Packaging in Quantities 
Which Will Permit Handling At 
A Profit: There are many items 
which we carry with a low retail 
value, which if sold in small 
quantities will have a low line 
value and cannot be handled at a 

(Continued on page 194) 





The Hardware Age Special 


On the opposite page are some 
of the folks who came to Atiantic 
City Convention, via the Hard-: 
ware Age Speciai, a_ special 
through train of the Pennsyl- 
vania Railroad. The photo at 
the bottom and the four smaller 
photos at the top were taken at 
Chicago, Ill. The other pictures 
were taken at Cleveland, Ohio. 
Each year this special train, 
sponsored by this publication, 
becomes more popular. The 
N.W.H.A. expressed its appreci- 


ation in a special resolution given 
herewith: 

“RESOLVED, That we ex- 
press our appreciation for the 
publicity the trade papers have 
given our convention and to 
HARDWARE AGE for sponsor- 
ing the special train from Chi- 
cago to Atlantic City, which 
added so much to the pleasure 
of those attending from the 
West.” 

—National Wholesale Hardware As- 
sociation, Atlantic City. N. J., Oct. 

20, 1938. 
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Washington and the World Today 


JAMES T. WILLIAMS, JR. 


HAT do we mean by an 

American point of view? 

We mean, I take it, a 
point of view in regard to Amer- 
ica’s relations with the outside 
world, which is neither sectional 
nor partisan, neither sectarian 
nor racial, and is not even occu- 
pational. 

Let us not deceive ourselves: 
it is no easy task, amid the vicis- 
situdes of present day life, for 
each of us “to see the Union 
whole” in making up each one’s 
mind upon matters of vital pub- 
lic interest to the household of 
the Nation. One of the heaviest 
handicaps under which too many 
of those whom we send to Wash- 
ington to represent us, or to the 
capitals of the several States to 
represent us, is the handicap 


By James T. Williams, Jr., L.L.D., D.C.L. 





Writer and lecturer on National Affairs tells 
Manufacturers’ Wednesday morning session of 
need for considering questions of foreign policy 
from a truly American point of view in the light 
of their effect upon the nation as a whole. Says 
paramount problem is national defense. Predicts 
repeal of present embargo and passage of limited 
embargo on both raw and finished products. 





which comes from being unable 
to see the forest for the trees. 
Too many public officials appear 
at times to be blinded by the 
shadow cast by the trees of spe- 
cial interest, whether sectional, 
partisan, sectarian, racial or oc- 
cupational the tree. And the 
state or the nation afflicted by 
such misrepresentation suffers in 
consequence. 

A senator or a representative 
in Congress who will not, or can 
not, consider questions of foreign 
policy from a truly American 
point of view, in the light of 
their effect upon the nation as 
a whole, is a hindrance rather 
than a help to the people of his 
own state or district as well as 
to the people of the United 
States. 


The framers of the Constitu- 
tion were endowed with the 
power “to see the Union whole.” 
Therefore, they intrusted the 
conduct of foreign relations ex- 
clusively to the President, made 
him the sole spokesman for the 
American people in their deal- 
ings with foreign governments. 
The framers of the Constitution 
also gave the President, exclu- 
sively, the power of initiative in 
the negotiation of treaties. They 
made him the _ constitutional 
partner of the Senate, in the 
making of treaties—that is to 
say, in the final control of for- 
eign policy. 

When your invitation was ac- 
cepted last summer there was a 
widespread hope, throughout this 
country at least, that war across 





AT THE OLD GUARD LUNCH IN 


ATLANTIC CITY, OCT. 17 


The Old Guard held an informal luncheon party at 
the Marlborough-Blenheim Hotel, Oct. 17, in con- 
nection with the Atlantic City Convention. Fred 
M. Huggins, founder of the organization and its 
first president, was the special guest of honor. He 
spoke briefly and is shown in this picture standing 
between Ed. J. Newey, Newey Sales Co., Old Guard 
president, and A. C. Rankin, Teague Hardware Co., 
Montgomery, Ala., president of Southern Hardware 
Jobbers’ Association. Mr. Huggins spoke briefly 
of the organization’s progress and of the good 
fellowship that existed among its members. Presi- 
dent Newey announced that the next luncheon of 
the Old Guard would be held during the Southern 
Convention at Palm Beach, Fla., in April, 1940. 
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the Atlantic, even at the eleventh 
hour, might be averted. Had our 
own and the world’s hope in that 
regard been realized, your con- 
sideration would have been asked 
for a set of problems somewhat 
different from those which will 
be taken up under our general 
subject of “Washington and the 
World Today.” Had the war in 
Europe been averted, Congress 
would not now be assembled in 
extraordinary session. Our own 
country would be giving much 
more attention to legislative 
prospects in the next regular 
session of the Congress which 
convenes next January. We 
would have spent considerable 
time examining one of the con- 
structive efforts our government 
has been making in recent years 
to foster international commerce 
and promote peace the world 
around. I refer, of course, to the 
trade agreements program in- 
dissolubly linked with the name 
of the Hon. Cordell Hull, secre- 
tary of state, to whom, more 
than any other one man, is due 
the progress which this country 
had made before the war in Eu- 
rope broke, toward lowering 
trade barriers and smoothing 
the way for the flow of a larger 
volume of world trade. Secre- 
tary Hull, acting upon the au- 
thority given the Executive in 
1934 and again in 1937 to nego- 
tiate reciprocal trade agreements 
with other nations, had com- 
pleted such agreements with 18 
different countries—10 of them 
in the western world. The lar- 
ger of these trade agreements 
was beginning to be realized. 
The records of the executive 
departments at Washington re- 
veal that in recent years there 
(Continued on page 186) 
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Left to right: 1—R. F. Townley, Town 
ley Metal & Hdwe. Co.; R. R. Meeks, and 
tay Mendenhall, Miller Bros. Hdwe. Co., and 
H. F. Seymour, Columbian Vise & Mfg. Co. 
2—Phil Rogers, Millers Falls Co. 3—Mrs. 
H. H. Kimball, H. J. Underwood and Mrs. 
Underwood; Mrs. Babcock and B. M. Bab- 
cock, Babcock, Hinds & Underwood, Inc. 4— 
Samuel B. Smith, Steinman Hdwe. Co. and 
Mrs. Smith; Mrs. Moore and A. Z. Moore, 
Steinman Hdwe. Co. 5—J. V. Honeycutt, 
Bethlehem Steel Co.; W. De Bach, Chisholm- 
Ryder Co.; George E. Dresser and Ben 
Leve, The Carborundum Co. 6—Mrs. Ralph 
and C. G. Ralph, Burhans & Black, Inc. ; 
E. 8. Roe, J. M. Warren & Co. and Mrs. 
Roe. 7-—L. M. Stratton, Jr., Stratton-War- 
ren Hdwe. Co. and Mrs. Stratton, Jr.; 
Fayette R. Plumb, Fayette R. Plumb, Inc., 
and Mrs. L. M. Stratton, Sr. 8—H. E 
Chaffee, J. Russell & Co., Inc. and E. J. 
Foley, Master Lock Co. 9—Mrs. J. F. Don- 
ahue; I. L. Jennings, The Lamson & Ses- 
sions Co.; Mrs. Robert G. Patterson and 
Mrs. I. L. Jennings. 10—Phil Embury, Embury 
Mfg. Co. and Mrs. Embury; Mrs. Stras- 
burger; H. L. Strasburger; Mrs. Gage and 
P. W. Gage, Embury Mfg. Co. 
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ational Hardware Open House 


or 1940 





HORACE P. AIKMAN 


HEN National Hardware 
Week was scheduled for 
May 9 to 14, 1938, it rep- 
resented the first nation-wide 
attempt that had ever been 
made to get the retail hardware 
trade to combine its efforts on 
a sales promotion plan for a 
given period. The results of 
that venture proved highly sat- 
isfactory to association offi- 
cials, despite the fact that 
mistakes were made and that 
the majority of manufacturers 
and wholesalers seemed inclined 
to withhold active participation 
to see whether or not retailers 
really would accept the idea. 
This year, with the active 
support of a very much larger 
number of manufacturers and 
wholesalers, and profiting from 
our first experience, better re- 
sults were obtained. A larger 
number of retailers partici- 
pated; they had learned from 
the previous year how to do 
the job better, and their efforts 
were rewarded by increased 
customer traffic and larger sales. 
Out of these two experiences 
the staff of the National Retail 
Hardware Association, with the 
assistance of the secretaries of 
its affiliated state and sectional 
associations, has made its plans 
for 1940 and I am grateful for 
the privilege of telling you 
about them. 
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By Horace P. Aikman 





Cazenovia, N. Y., hardware merchant and Presi- 
dent of the National Retail Hardware Association, 
tells Wednesday morning joint session that Na- 
tional Hardware Open House will be held April 
25 to May 4, 1940, to promote better grades of 
merchandise and invite customers to explore the 
wonders of the hardware store. Manufacturers 
and wholesalers urged to cooperate both in own 


interests and that of the entire industry. 





First of all, we recognize that 
this promotion has reached the 
point where professional as- 
sistance is advisable. Conse- 
quently, the association -has 
employed a nationally known 
advertising agency, Keeling and 
Company, of Indianapolis, to 
assist in formulating the plans 
and to prepare the promotional 
material which will be used. 


The Name Changed 


Second, and we believe most 
important of all, the name of 
the plan has been changed 
from National Hardware Week 
to National Hardware Open 
House. 

One reason for this is that 
the promotion extends beyond a 
week and that there are already 
innumerable “weeks.” Another 


is that we want to get com- 
pletely away from the idea that 
the event is a kind of annual 
sale in which a lot of low-priced 


-specials are featured to the ex- 


clusion of the standard, better 
grades of merchandise the typi- 
cal hardware store has a well 
deserved, favorable reputation 
for distributing. 

The “Open House” idea con- 
notes the thought of a kind of 
reception—a period when con- 
sumers are specially invited to 
visit the hardware stores of 
their communities just to see 
what they do have to offer— 
even though the consumer may 
have no particular purchase in 
mind at the time of the visit. It 
is more of an institutional than 
a sales promotion. 

In keeping with this idea, the 

(Continued on page 184) 
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Left to right: 1—O. H. Mann, Higginbotham- Pearlstone Hdwe. Co. and R. A. Slack, Hines 
» 8. 


& Philp Hdwe. Co. 2—W. T. Crockett and W 


Love, Gray & Dudley Co. 3—J. 


ston, Jr. and George E. Hopf, Henry Disston & Sons, Inc. 4—Arch Hager, Hager Spring 
Hinge Co. and H. H. Tucker, Fones Bros. Hdwe. Co. 5—H. N. Campbell, Jr., McKinney Mfg. 
Co. and Mrs. Campbell. _6—C. F. Sharrocks, Baker, Hamilton & Pacific Co. and D. D. Davis. 


Continental Screw Co. —M. C. Litteer and H. 


H. Kimball, Barker. Rose & Kimball, Inc 


Duffy, Hall Hawe. Co. 9—Ray Isham and William Anderson. Sheffield Steel Corp. 


hae Mk N. Groff, Wm. H. Cole & Son. 


1i—Howard E. Holland, Holland Tack Co. and 


Herbert 8S. Holland, Shelton Tack Co. 12--D. Boals and J. 8. Wainright, ‘The Mansfield Tire 
& Rubber Co. 13—W. H. Hoster and James H. Oliver, Oliver Bros., Inc. 14—J. T. Braswell, 
King Hdwe. Co. and J. T. Cobb, H. B. Sherman Mfg. Co. 15—R. H. Russell, J. Russell & Co. 
and John S. Davey. Russell, Burdsall & Ward Bolt & Nut Co. 16-—-H. C. Glover and W. A 


Crawford, Griffin Mfg. Co. 17—A. 
Rauch, North Bros. Mfg. Co. and Wallace L. 
The Barrett Co. and A. W. Howe, The J. M. 


Association of Sheet Metal Distributors. 20—L. 


H. Nichols and W. A. Reglien, Buhl Sons Co. 18—R. S. 
oe Nicholson File Co. 19—Charles Stolp, Jr., 


A. Osborn Co. and president, The National 
“s. Soule, Surpless, Dunn & Co., Inc., and 


E. P. King, Sands Level & Tool Co. 21—Sherrill Sherman and Earl Grenier, Roberts Hdwe. 
Co. 22—Joseph De Jure, manufacturers’ representative and Barney Meade, The Charles Parker 


Co. 23—S. L. McHott E. M. Joesam Co. and W. 
H. L. Downs, Downs-Smith Brass & Copper Co., 


M. Floto, American Steel & Wire Co. 24— 
Inc., and R. E. Doti, Igoe Bros., Inc. 25— 


Millard F. Heal and Leo A. Heal, manufacturers’ representatives. 26—-Miss M. B. Francis 


and Miss G. G. Busch at the registration desk 
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National Hardware Open House 
From she Standpoint 
of Lhe Wholesaler. 


By Paul M. Mulliken 





PAUL M. MULLIKEN 


might more correctly reflect 

the opinion of the wholesaling 
industry on the subject of Na- 
tional Hardware Week, recently 
rechristened National Hardware 
Open House, I wrote 25 whole- 
salers’ executives all the way 
from New York to Los Angeles 
and from Birmingham to Duluth, 
asking them to give me the bene- 
fit of their opinions. The fact 
that each one responded would 
seem to indicate that jobbers 
generally are vitally interested in 
this nation-wide, industry-wide 
promotion. 

On the assurance that their 
comments would be kept confi- 
dential and no identities dis- 
closed, many very frank and in- 
teresting opinions form the basis 
of this brief presentation. 

In addition to these letters, the 
editors of HARDWARE AGE made 
available a summary of the re- 
plies received by them from 75 
wholesalers who responded to a 
questionnaire sent out by that 
publication soon after the 1939 
event. 

In the letters which I received 
from wholesalers by far the ma- 
jority approved the continuation 
of “Open House” and of even 


i order that my remarks 





Vice-President, Simmons Hardware Co., St. Louis, 
Mo., tells the Wednesday morning joint session 
that the majority of wholesalers approve the con- 
tinuation of National Hardware Open House and 
favor increasing the number of these events. Urges 
wholesalers and manufacturers to join in the delib- 
erations and that they be consulted in the formu- 
lating of future programs. Quotes HARDWARE 
AGE Survey of 1939 Hardware Week. 





increasing the number of these 
events. A few were critical be- 
cause some weaknesses had been 
apparent in the past. It is uni- 
versally claimed that entirely too 
few dealers have actually and ac- 
tively supported the movement. 
This is undeniably true but the 
same might also be said about 
jobbers and the manufacturers. 

Some wholesalers feel that the 
public is all fed up on “weeks” 
and of similar promotions, al- 
though admitting that if the con- 
suming public did not show their 
approval through definitely sup- 
porting them in a tangible way 
they would soon die out. Three 
jobbers said that too much em- 
phasis had been placed on low 
priced or cheap merchandise but 
conceded that this was an effec- 
tive way to stimulate consumer 
interest. 


Price Appeal Plans 


Others were apprehensive 
about the additional competition 
that is created between whole- 
salers. Realizing that retailers 
have the habit of shopping for 


“bargains” the tendency in the 
past has too often been for 
wholesalers to develop a “sales 
plan” with the price appeal pre- 
dominant. Commendable as this 
may be, it has compelled the sell- 
ing of a considerable volume at 
a reduced margin. Under pres- 
ent conditions with increasing 
merchandise and operating costs, 
many wholesalers find it difficult 
to become enthusiastic about any 
plan such as National Hardware 
Open House. 

The above constitutes all the 
objections that were raised by 
the wholesalers voicing their 
opinions in either letters to me 
or in the trade papers. They are 
presented here only for the pur- 
pose and with the hope that sub- 
sequent planning may devise a 
way of overcoming them. The 
change in name to National 
Hardware Open House may pro- 
vide one means. 

On the other hand there is so 
much that can be said in favor 
of this unified promotion plan 
and the need for it is so great 
that our chief concern should be 
how can each participant contrib- 
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ute more for a greater success in 
1940 and the years that are to 
follow. First of all must come 
the realization by manufacturers 
and wholesalers that no sale is 
consummated until the goods 
have passed into the hands of the 
ultimate consumer. 

May I digress for a moment to 
recite some of the experiences 
our company has had. For sev- 
eral years we, like a few other 
jobbers, have made available to 
our dealers a consumer advertis- 
ing service. Circulars or hand- 
bills were supplied at regular in- 
tervals. When the first Open 
House (then known as National 
Hardware Week) was announced 
two years ago, we adjusted our 
schedule so that our major 
spring sales plan would appear 
on the dates specified. We fol- 
lowed as closely as possible the 
suggested list of merchandise 
supplied by the sponsors but we 


did not discard everything that 
we had originally planned. Nei- 
ther did we adopt their program 
in its entirety. We didn’t use 
their slogan ‘“‘Check the Hard- 
ware Store for Value and Vari- 
ety.” In other words, we were 
not going to gamble too much on 
an untried idea. 


A Promotion Plan 


But when our retail customers 
placed orders for more than 
twice as many circulars as we 
had ever distributed previously 
and when our sales volume to- 
taled well into six figures, we 
knew that we had something, 
thanks to somebody else. Conse- 
quently we put every effort we 
could muster this year into the 
building of a promotion plan that 
would tie in 100 per cent with 
the national campaign. The re- 
sults were a 22 per cent increase 


in the number of participating 
dealers with a 28 per cent jump 
in the number of circulars 
printed. 

The origination of National 
Hardware Open House by and 
among retailers was most logical. 
Operating as wholly separate en- 
tities, the three branches of our 
industry could hardly have got- 
ten together to develop the idea. 
The National Retail Hardware 
Association deserves our thanks 
for having initiated the move- 
ment because manufacturers and 
wholesalers stand to _ benefit 
equally with retailers. 

But in the organizing and ex- 
ecuting of the plan all three 
branches of the industry are 
vitally concerned and wholesalers 
and manufacturers should join 
in the deliberations and be con- 
sulted in the formulating of the 
program. Manufacturers and 

(Continued on page 161) 





Left to right: 1—George A. Fish and Thomas McNeil, Clover Mfg. Co. 
Hdwe. Co. and Mark Riley, The Irwin Auger Bit Co. 4—D. D. Peden, 
y. Patterson and E, E. Louis, American Steel & Wire Co. 
ith Co. 8—Edward Durell, The Union Fork & Hoe 
Marshall-Wells Co. 10—A. Silberman, Sickels-Loder, 
A. Parker, Beck & Gregg Hdwe. Co. 13—John Gunn and Ike Alkorn, Gunn-Alkorn, 


Rudolph Tenk, Tenk 
Stratton & Terstegge Co. 5—J. W 


Bottle Co. 7—H. De Walt, The L. H. Smit 


Stanley Works and George 8S. McQuade, 
Wood, Wood Shovel & Tool Co. 12—Mrs. 


Parker and 


6—Fred Slyder and I. 
Co. and Mrs. Durell. 9—E. R. Swift, The 


2—A. J. Eggleston and W. H. Fitch, Richards-Wilcox Mfg. Co. 3— 
Peden Iron & Steel Co. and W. 


H,. Terstegge, 
K. Fearn, American Thermos 


Inc., and Mrs. Silberman. 11—Britton B. 


Ine.; J. G. Geddes, H. K. Porter, Inc.; E. A. Thesieres and Frank C. Hartzell, Buchan Loose Leaf Records Co. 14—Richard Hesse, Ace Hdwe. Co. 


and Mrs. Hesse. 
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S. HORACE DISSTON 


S far as our company’s busi- 
ness is concerned, the sec- 
ond National Hardware 

Week was a success. We offered 

an excellent value and it went 

over with flying colors. 

Some of my friends in the 
manufacturing end of the hard- 
ware industry may have had a 
similar experience; others may 
have had experiences that do not 
coincide. 

With this in mind, shortly 
after returning from my trip to 
the coast and upon learning that 
I had been given the assignment 
to make this talk—I asked sever- 
al of my manufacturing acquain- 
tances to give me their views re- 
garding the success which at- 
tended each one’s efforts in con- 
nection with Hardware Week. 
Some excerpts from their re- 
plies : 

“The proposition was a great 
success from a sales stand- 
point and we could have sold 
many more units. Our com- 
pany’s experience has_ been 
that National Hardware Week 
develops increased business 
not only for that event but on 
standard items as well. Up 


By S. Horace Disston 






National Hardware Open House 
From “te Standpoint 
of the Manufacturer 





President, Henry Disston & Sons, Inc., Philadel- 


phia, Pa., states at the Wednesday morning joint 
session that despite the success of previous cele- 
brations more retailers must be sold this idea by 
wholesalers’ and manufacturers’ salesmen, and 
that some practical form of consumer advertising 
must be developed and careful consideration given 


to the time the week is held in the future. 











to date we have not partici- 
pated in this. We have been 
right on the ragged edge both 
times, so that based on our ex- 
perience we can give you no 
information.” 

“With the publicity that has 
been given National Hardware 
Week, particularly this last 
year, I think it has made many 
people consciows that there are 
other things sold in hardware 
stores than nails, bolts, etc.” 

“All I could find indicated 
that they wanted a lot of mer- 
chandise to sell at low prices. 
My opinion is that as long as 
they continue this they are not 
doing any good whatsoever to 
the hardware field.” 

“My idea as to how best to 
help the retail merchant dur- 
ing this ‘Open House Week’ 
would be to assist them with 
real promotion and advertising 
materials to help them sell the 
customer what they have in 
their store, and with this ad- 
vertising and promotion mate- 
rial, assist the dealer in get- 
ting the business into their 
store.” 

“Our company has enjoyed 










substantial business on Hard- 

ware Week items in both 1938 
and 1939. The new name of 
‘National Hardware Open 
House for 1940’ suggests that 
customers will be invited to in- 
spect a wide price range of 
goods and we will again co- 
operate to induce more store 
traffic for independent retail- 
ers.” 

Now after these expressions, 
far be it from me to sound a 
critical note, but to my mind 
there are a number of things 
that can yet be done to make Na- 
tional Hardware Week a bigger 
and better event for the con- 
sumer, the retailer, the whole- 
saler and the manufacturer. 

Let me cite some things we 
learned in June immediately fol- 
lowing the event this year. From 
some reports written by our 
salesmen, expressing opinions of 
the hardware trade, I find cer- 
tain suggestions outstanding and 
worthy of consideration when 
making plans for future National 
Hardware Week promotions. 

Let me quote a few thoughts 
which are significant in this di- 
rection: 






HARDWARE AGE 




















CV 


“. .. I1 find that National 
-Hardware Week in my terri- 
tory was not a success. There 
are several reasons for this: 

(1) A large part of the hard- 
ware in my territory goes to 
the consumer through stores 
in small country towns and 
they do not support move- 
ments of this kind; 

(2) Stores in larger towns 
did not get back of the move- 
ment the way they should; 
very few trimmed their win- 
dows, made displays or gave 
the Week any publicity; and 

(3) Almost every item de- 
veloped for the Week was on 
sale in retail stores long before 
May 6. Our hand saw was sold 
as ‘a spring special’ and in 
many stores was not connected 
with Hardware Week. The re- 
tail stores put the saws on dis- 
play as soon as they received 
their shipments.” 


Another of our salesmen had 
this to say: 

“National Hardware Week 
according to my buyers was 
not as successful as antici- 
pated. Most were of the opin- 
ion it should be held earlier in 
the year, preferably in March. 

“Some blame manufacturers 
because of duplication of vari- 
ous tools which dealers already 
had in stock. 

“Another reason for partial 
failure was result of salesmen 
overselling «the dealer with 
various lines of specials. Upon 
the arrival of goods, dealer be- 
came frightened and placed 
these on sale immediately in- 
stead of waiting for National 
Hardware Week.” 


Effort Needed 


Another of our salesmen re- 
porting a discussion with a 
wholesaler says: 

“There should be more ef- 
fort on the part of the dealers 
and manufacturers to make 
the consumer National Hard- 
ware Week conscious. 

“It is a very common com- 
plaint that retailers instead of 
featuring all the specials dur- 


ing Hardware Week only, sold 
them long before the week 
started. When National Hard- 
ware Week came along there 
was no united action on the 
part of dealers to do a job. 

“National Hardware Week 
came during the wrong part of 
the year — May might be ac- 
ceptable to the West and Mid- 
dle West, but dealers in my 
territory are too busy with 
seasonable goods. A change in 
date would help a great deal.” 
Another member of our sales 

staff has this to report on the 
question of date Week is held. He 
reports a large wholesaler as 
stating: 

“This Week should come the 
last part of August or first of 
September. It is a good idea 
and, if continued, can be made 
a week the consumer will look 
forward to just as so many 
women look forward to Canned 
Goods Week, Cotton Goods 
Week, etc., etc.” 


An Analysis 


Analyzing all the reports from 
our salesmen, I find dealers lo- 
cated in small towns have not yet 
been sufficiently educated up to 
the value of Hardware Week to 
take an active interest. Also that 
larger retailers, by and large, 
have cooperated and many have 
had success with fhe Week’s pro- 
motion. 

I feel that more intensive work 
on the part of wholesalers and 
their salesmen and manufac- 
turers and their salesmen will, in 
time, overcome the lack of inter- 
est so far evident on the part of 
the small town dealer. It should 
also spur on to activity those 
larger town merchants who so 
far have not cooperated. 

The second important thought 
I gathered from our salesmen’s 
reports is that from three differ- 
ent sections of the country come 
suggestions that the week is not 
held at the right time. 

One section feels the month of 
May is not the right time. 

In another territory it was 

(Continued on page 182) 
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_ Left to right: 1—J. A. Fitschen, Wisco Hdwe. Co.; W. M. Stout, American Hdwe. Supply 
Co. and H. F. Izenour, Southwest Hdwe. Co. 2—C. D. McEngland, Logan Hdwe. & Supply 
Co.; Edward E. Yoder, Barker-Jennings Hdwe. Corp. and Preston M. Gardner, Henry Keidel 
& Co. 3—Mrs. A. E. Alverson; E. L. Mendoweselt, Slaymaker Lock Co. and Mrs. Meadow- 
croft. 4—C. P. Ballinger, E. J. Van Buskirk, and B. C. Neece, Landers, Frary & Clark. 


5—-George C. McBeth, The Lufkin Rule Co.; Sidney Weinrich, Lewis & Cooke, Ltd., Honolulu, 
Hawail, and E. H. Melbeyer, The Lufkin Rule Co. 6—Mark Lyons, MeGowin-Lyons Hdwe. & 
Supply Co., president, N.W.H.A., J. C. MeCoy, Ferry-Hanly Co. and W. J. Herwood, Man 
ning Bowman & Co. 7—H. L. Usher, J. W. Braffett and Joseph N. Orbin, Oliver Iron & 
teel Corp. 8—Arthur H. Bommer, W. A. Lewis, and John F. Voelkel, Bommer Spring Hinge Co 
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WHOLESALERS Discuss} ( 








Members of the National Wholesale Hardware Association 
answered prepared questions at Tuesday, Wednesday and 
Thursday sessions. The questions and answers follow: 





To What Extent Should the Wholesaler Assist 
the Retailer in Store Arrangement and Adver- 


tising? 
Answer 


By W. A. PARKER 


Beck & Gregg Hardware Co. 
Atlanta, Ga. 


at Wholesalers’ Tuesday 
morning session 


rWYHERE isn’t a wholesaler in 
this room who would not 
like to see all his retailer cus- 
tomers maintaining more attrac- 
tive stores and pursuing more 
aggressive policies of advertising 
and sales promotion, as_ this 
should materially bring his cus- 
tomers a larger share of the 
available consumer dollars in 
their respective communities. 

If this statement is correct, 
then the answer to the question 
is, “The wholesaler should do 
everything he can, with due con- 
sideration of cost, to assist his 
dealers to maintain more attrac- 
tive stores and more aggressive 
sales promotion methods. 

The word “cost” is the fly in 
the ointment. There seems to be 
a pretty definite and widespread 
opinion that the average whole- 
saler is not in position to absorb 
any appreciable cost of render- 
ing services of this kind, and 
that it would be unwise and dif- 
ficult to attempt to pass on the 
cost through any increase in the 
wholesaler’s margins. The opin- 
ion seems to be that such ser- 
vices should stand on their own 
feet and pretty well carry them- 
selves through such _ business- 
stimulating value as they may 
have for the retailers, and thus, 
indirectly, for the wholesaler. 

If this assumption is correct, 
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W. A. PARKER 


the extent to which a wholesaler 
may try to assist his dealers will 
depend largely on the size of 
the wholesaler’s business and the 
circumstances surrounding his 
set-up and type of operations. 
Obviously, it would be imprac- 
tical for a very small wholesaler 
to attempt to set up a complete 
department to render a store 
modernization and sales promo- 
tion service for his dealers. For 
in such case it would not seem 
that the services could be made 
to maintain themselves and, in 
fact, could not be carried on ex- 
cept at prohibitive expense. Also, 
the type of customers served and 
the type of merchandise handled 
enter into the picture. In other 
words, it would seem to be large- 
ly an individual problem. 
While it seems that the prob- 


lem must be worked out individ- 
ually, depending on the size and 
type of the wholesaler’s opera- 
tions, there, of course, is the 
possibility of a cooperative pro- 
gram being carried on by a group 
of non-competing wholesalers. 

Now as to the kind of assis- 
tance which the wholesaler might 
attempt to render to his retailer 
customers. This question auto- 
matically breaks down into two 
parts—(1) store arrangement 
and (2) sales promotion. For 
the sake of clarity let’s separate 
the two divisions and talk first 
about store arrangement. 

Excellent store planning ser- 
vices are available from the re- 
tail associations. The trade 
papers are full of proven ideas 
and suggestions. A retailer who 
really wants to modernize his 
store does not have to wait for 
some wholesaler to come along 
and tell him how to do it. The 
information needed is already at 
hand, and for the most part it 
seems to be a question of the 
retailer overcoming existing in- 
ertia rather than of the whole- 
salers setting up additional 
services. 

I think the wholesaler’s part 
is largely one of encouragement 
and suggestion. I do not think 
the average wholesaler has done 
all he could in supplying this en- 
couragement and these sugges- 
tions. And I might add it seems 
to me that the wholesaler’s sales- 
men must play an important part 
in this work. 

Now as to advertising or sales 
promotion, the dealer is more in 
need of this assistance; and the 
wholesaler is in better position 
to render this assistance. Here, 
again, of course, the retailer him- 
self must be interested in pro- 
moting sales, for the most effec- 
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tive plan of retail hardwars sales 
promotion that any one could 
devise would be of little value 
unless the retailer desired it and 
followed through on it. 

The retailer should be able to 
do a good deal of his own adver- 
tising and sales promotion as 
effectively as anybody else could 
do it for him. But when it comes 
to seasonal broadsides and cata- 


logs, and the promotion of mer- 
chandise which is_ specifically 
tied in with store and window 
trims, etc., the cost to the dealer 
on an individual basis is prohibi- 
tive. The best promotions tie-in 
specific merchandise and prices, 
and the only person who is in 
position to supply both to the 
retailer on a cost basis that is 
not prohibitive, is the wholesaler. 


Is It Advisable to Analyze Customers’ 
Accounts from the Standpoint of V olume 


and Profit? 





W. M. BONHAM 


Answer 


By W. M. BONHAM 


C. M. McClung & Co. 
Knoxville, Tenn. 


at Wholesalers’ Tuesday 
morning session 


HERE seems to be really no 
end to the analyses that must 
be made of various phases of the 
hardware business; in fact the 


principal thing we have to watch 
is to see that the cost of analyses 
is not more than any loss we 
might suffer because of a lack 
of such information as the anal- 
yses produce. We think that with 
the enormous amount of detail 
connected with our business, it 
is easy for us to overdo this 
feature of it if we are not very 
careful. 

However, an analysis of cus- 
tomers’ accounts from the stand- 
point of volume and profit is very 
important. We do not extend 
our analysis to all accounts, but 
to those from which we get our 
greatest volume. 

Most of our analyses are used 
as a spur and check on our trav- 
eling salesmen—to see whether 
they are covering the territory 
as thoroughly as they should; 
whether they are selling our 
various accounts and lines as 
much as they should. We are 
continually making comparative 
analyses of each salesman by ter- 
ritory, years, months and other 
periods; trying to find out why 
he does not sell some accounts 
more than he does. 

Another help from an analysis 
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Left to right: 1—Don 8. Brisbin, Columbus McKinnon Chain Corp.; F. F. Thomson_and 


Roy Bray, The Thomson-Diggs Co. 2—R. 


W. Chamberlain, The Stanley Works; Leo C. May, 


May Hdwe. Oo., and E. E. Baldwin, The Corbin Screw Corp. 3—J. Scott Jensen, Jensen- 


Byrd Co., Mrs. Jensen, and J. C. Richards, 
facturers’ agent; W. W. Bronson, 2nd, and 


Hunt & Mottet Co. 4—H. M. Demarest, manu- 
Lewis H. Bronson, The Bronson & Townsend Co. 


5—Leslie D. Davis, 8S. Hofnung & Oo., Ltd., Sydney, Australia; Mrs. Davis and C. J._ Whipple, 
Hibbard, Spencer, Bartlett & Co. 6——Tillman Cavert; M. G. Lipscomb, Cavert & Lipscomb, 


and L. B. ackson, Wickwire Bros. Oo. 7—R. G. 


Thompson, The Lufkin Rule Co.; S. Horace 


Disston, Henry Disston & Sons, Inc., and George W. Eckhardt, John H. Graham & Co., Ine. 
8—W. G. Fisher, Mathews & Boucher, Mrs. Fisher and John 8. Tomajan, The Washburn Co. 


9—R. P. Boyd, secretary, The Old Guard; 
Mfg. Co. 
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Miss Pattie Boyd aud Ernest Estwing, Estwing 































































of accounts is to check up on the 
customer who gives us a great 
deal of trouble, makes unjust 
claims, but buys a considerable 
amount from us. We go over his 
account and see just how much 
profit we are making on him, and 
whether he is worth all the 
trouble he costs us and credit for 
the unjust claims he makes. 
Sometimes we find that we can 
afford to keep him in a good 




















Answer 
By O. H. MANN 


Higginbotham-Pearlstone 
Hardware Co. 
Dallas, Tex. 






at Wholesalers’ Tuesday 
morning session 


E have given considerable 
thought to paying sales- 
men. They have a hard job, as 
you all know; it is, in fact, the 
hardest job in the hardware busi- 
ness, in my opinion. We have 
tried paying on commission. But 
you cannot put them all on the 
same commission basis, and we 
soon found that did not go so 
very well. We have now worked 
out a_ percentage-of-the-profits 
system. The salesmen do not all 
work on the same percentage 
basis, however. We check the 
territory from start to finish to 
see how far a salesman drives in 
his particular territory in visit- 
ing his customers and then fig- 
ure out for him a basis on which 
to work. In that way you get a 
better set-up, and the system 
gives each man a better chance 
to raise his own salary. For in- 
stance, in the case of a man driv- 
ing let us say, seven hundred 
miles. He gets a better percent- 
age than does a man driving say 
only 300 miles. 
Another thing, we do not give 
our salesmen the cost of the mer- 
chandise, but do issue them bul- 


































Do Methods of Compensating Salesmen Affect 
Their Efforts in Selling Various Lines? 














humor, but at other times we 
find we can best afford to take 
a stiffer attitude with him. This 
also goes for the customer who 
feels he is never getting his 
goods as cheap as he should, con- 
tinually insisting on lower prices 
than we can make others, etc. 
The analysis of an account like 
this usually shows that regard- 
less of his volume, his business 
is not profitable. 




















O. H. MANN 


letins, advising the items that 
carry the most profit. Making 
them familiar with these items 
provides an incentive for them to 
push this more profitable goods. 

Then we give them a drawing 
account and. at the end of the 
year, each man who has worked 
hard throughout the year has a 
bonus. He finds in many cases 
there is enough coming to him to 
buy a new automobile or some 
furniture. When the men are 
working on a profit sharing basis 
and have a nice bonus check com- 
ing to them, it suits them a lot 
better than if they had drawn 
the money monthly and spent it 
as they drew it. 
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%—Mrs. Deniston and A. J. 
Rurdsall & Ward Bolt & Nut Co. ; 





Mrs. 

















Deniston, Jr.. The Deniston Co. 
Atkins and K. W. 










Left to right: 1—C. D. Junge, Witte Hdwe. Co. and Mrs. Junge. 2—H. K. Zust, Mrs 
Fuller and C. T. Fuller, Jr.. Camillus Cutlery Co. 3—E. W. Clark, E. ©. Atkins & Co.; 
W. B. Sawyer, Columbia Steel Co., and H. A. Squibbs, American Steel & Wire Co. 4—Mrs. 
Smith and Charles J. Smith, Chas. J. Smith & Co. 5—Robert H. Baker, Fones Bros. Hdwe 
Co., Chief ‘*X"’. 6—George T. Kimball, American Hdw. Corp. 7—Mrs. Ellis and George W. 
Ellis, manufacturers’ agent. S—-Mrs. Schreiner and Louis Schreiner, Mutual Hdwe. Corp 


10—Hanson Thomas, Russell, 


Atkins, E. €. Atkins & Co. 
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How Used? 


Answer 


By JNO. T. BRASWELL 
King Hardware Co. 
Atlanta, Ga. 


at Wholesalers’ Tuesday 
morning session 





JNO. T. BRASWELL 


E keep the following sales 
records: 

Record showing the number of 
days in the month worked by 
each salesman. If orders are re- 
ceived that day is counted. If 
the salesman does not sell any 
orders, for the purpose of this 


What Sales Records Are Essential? 


record, we figure he did not work. 

A record showing the month 
and the day on which business 
is secured from each town in 
each territory. 

The cost and the profit on each 
order. 

Daily sheet showing sales, 
profit, percentage of profit for 
each salesman. Total sales for 
the day compared with the same 
day last year, with percentage of 
increase and decrease and ac- 
cumulative sales for the period 
and for same period a year ago. 

Monthly record showing sales, 
returned goods, percentage of 
returned goods, profit, percen- 
tage of profit. 

Monthly and quarterly record 
showing increases and decreases 
in sales and profit for each sales- 
man compared with same period 
last year. 

Record kept showing bookings 
of each salesman on all major 
items sold for future shipment, 
with comparison of the record 
for the same period a year ago. 

Monthly record showing recla- 
mations. 

Monthly record showing how 
much commission each salesman 
earned and how much money 
was advanced to each salesman, 
the record to show the difference 
and whether profit or loss. 


Can Catalogs Be Used to Increase Sales? 


Answer 


By Mark LYONS, JR. 
McGowin-Lyons Hardware 
& Supply Co. 
Mobile, Ala. 


at Wholesalers’ Tuesday 
morning session 


ODAY the hardware distrib- 

utor considers his catalog 
just as much a necessity to his 
business as his sales representa- 
tives, and I am sure we will all 
agree that a general catalog is 
unquestionably a necessary sup- 





MARK LYONS, JR. 


> 





Left to right: 1—A. W. Curtis, Cleveland Quarries Co.: Mrs. P. W. Stratton, and P. W 


Stratton, A. Baldwin & Co. 2—O 
Mrs. Hendryx. 3—H. 


H. Huebner, C. J. Hendryx, E C. Atkins & Co. and 
i. J. Strugnell, Remington Arms Co., Inc. and Walter Coulson, California 


Hdwe. Co. 4—E. E. Gibbs, Wimberly & Thomas Hdwe. Co.;: Mrs. Gibbs, and W. D. Kirk 


patrick, American Chain & Cable Co. 5—Mrs. M. 


Fork & Hoe Co. 7—C. A. Merriman, Cyclone Fence. Co., Will J. Feddery, HARDWARE AGE, 


J. Lacey. 6—L. P. Finley, The Union 


Cleveland, and L. B. Rhodes, Lyon Metal Products, Inc. 8—F. A. Tobitt, Charles R. Hook 


and G. F. Ablbrandt, American Rolling Mill Co. 


Steel Co. 
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9—A. T. Hunt and C. M. Ballard. Rethlehem 











































































~ er (ee corr) 

















plement to the direct sales effort 
made through sales representa- 
tives. 

However, there are a good 
many lines, such as toys, sport- 
ing goods, radio, refrigeration, 
automobile accessories,  etc., 
which are either seasonal or 
otherwise changeable in design, 
size, or model each year, and it 
is not practical to attempt a full 
showing of such lines in the gen- 
eral catalog unless, of course, the 
wholesaler has proper printing 
facilities of his own to keep his 
catalogs right up to the minute. 

In addition to that, the whole- 
saler whose stock includes such 
specialized lines as plumbing 
and electrical supplies will find 
that the requirements of the 
plumbing and electrical dealers 
are so limited in their respective 
lines as to make the use of a 
large book covering the whole- 
saler’s entire line burdensome. 

This has been our experience, 
and we have found it decidedly 
helpful to issue, in addition to 
our general catalog, two separate 
supplementary catalogs covering 
electrical supplies and plumbing 
supplies. Since issuing these, we 
have found that our business in 
both these lines has increased. 
The dealer uses our catalog to 
sell his customers, and subse- 
quently purchases the article 
sold from us. 

Special catalogs covering toys 
and Christmas gift suggestions, 
spring and summer goods, and 
fall and winter goods, are also 
issued. Our toy and Christmas 
gift catalog shows our complete 
line of bicycles and accessories, 
wheel toys, mechanical toys, 
dolls, doll furniture, juvenile fur- 
niture, novelties, books and 
games, as well as many items of 
sporting goods, electrical appli- 
ances, and housewares that offer 
suitable Christmas gift possibili- 


ties. 


All items in our toy and gift 


‘catalog are priced at suggested 
‘retail prices. Legitimate deal- 


ers are furnished a mimeo- 


‘vraphed price list showing their 


costs on each item and can use 
our catalog very effectively in 
selling toys and gifts to con- 
sumers. 

Our toy catalog has helped 
considerably in making our deal- 
ers toy-minded and has been 
largely responsible for a nice in- 
crease in our toy and Christmas 
gift volume. 

The process of catalog build- 
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ing has been simplified in recent 
years to the extent that small 
supplementary catalogs can be 
issued at a minimum expense, 





and we have found that they are 
a decided help to our dealers and 
result in increased business for 
us. 





What Methods Are Effective in Avoiding 


Bad Debt Losses? 


Answer 


By CHARLES L. WHEELER 


The Salt Lake Hardware Co., 
Salt Lake City, Utah 


at Wholesalers’ Wednesday 
morning session 





CHARLES L. WHEELER 


N the surface this appears 

to be a very dry subject, 
but it is one which so directly 
affects our net earnings that it 
becomes a very vital and a very 
interesting topic. I believe the 
results of our efforts and a re- 
view of how we handle sales 
and collections will be helpful 
in explaining the method we 


are now using to avoid exces- 
sive bad debt losses: 

The starting point, as we see 
it, is to have a definite, well de- 
fined, understandable, practical 
and workable policy. Then put 
that policy in writing and, once 
having adopted it, follow it con- 
sistently. For the convenience 
of our representatives we cover 
all company policies in special 
policy bulletins and retain all 
policy bulletins on all subjects 
in a ring-binder which we are 
pleased to term the “blue book.” 

The salesman’s order is the 
first evidence of a sale and the 
point where bad debt losses 
start. “Terms of sale” clearly 
shown eliminates controversy 
and makes prompt collection 
much easier for the credit de- 
partment. 

We have developed a plan 
which is of inestimable value 
in controlling credits — “The 
Credit Authorization.” Spaces 
are provided for all vital infor- 
mation about any account and 
after investigating through the 
usual channels, the credit man- 
ager recommends a credit limit 
for each account, but must de- 
fend his recommendation with 
facts sufficiently sound so that 
two officials of the company will 
approve it. Then when a limit 
has been established no one can 
raise that limit or allow the 
account to increase above that 
limit until it is again reviewed 

(Continued on page 162) 
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Left to right: 1—B. Lewis, Pennsylvania Woven Wire Co. and A. Altman, Norwood Hdwe. 
& Supply Co. 2—Rev. Canon J. N. Codere and his father, L. J. Codere, Codere, Ltd., Sher- 


brooke, P. Q., Canada. 3—O. A. Lauchantin, J. 
Bethlehem Steel Co. 4—W. M. Parker and E. R 


K. Larkin & Co., Inc. and Russell Massey, 


Metcalf, Columbian Rope Co. 5—W. A. Jack, 


Isaac Walker Hdwe. Co. and George O. Clifford, Fayette R. Plumb, Inc. 6—L. G. Pratt and 
w. G 


Woodworth, Samson Cordage Works. 


D. J. Crimmins and ©. D. Shropshire, The 


Edwin H. Fitler Co. 8—Frank M. Hobbs, Charles Leonard Hardware Co. and W. F. Barnes, 


New York Wire Cloth Co. 9—F 


Earnshaw, United States Stamping Co. 10—C. D. Rey- 


nolds, Watkins-Cottrell Co. 11—S. M. Jones, Hanover Wire Cloth Co. and William Steytler, 
Jones & Laughlin Steel Corp. 12—H. A. Vaughan, Vaughan & Bushnell Mfg. Co. and L. 
13 ; 


Rowlands, HARDWARE AGB. 


Mull and Thorn Pendleton, Warren Tool Corp. ee 


—H. C. 
Charles K. Greening and T. D. Haubner, R. K. Carter & Co. 15—John Conner and George L. 
Stephens, Mansfield Tire & Rubber Co. 16—A. A. Molfenter and B. W. Jones, Puritan wr gr 


Mills Co. 17—W. 


Drayton and A, L. Fleck, American Screw Co, 
Ott-Heiskell Co. 20—E. H. McLaughlin and E. 
J. Tredwell, H. L. Brown Fence Co. and John 
The Geo. Worthington Co. and Mrs. L. I. Webe 
Co. and George L. Earle, North Wayne Tool Co. 


O. Seifert and Elmer J Murray, The Peck, Stow & Wilcox Co. 18—C. 


19—W F. Kennedy and Mark H. Kennedy, 


H. McGinnis, Union Hardware & Metal Co. 21— 
©. Finch, Tower Mfg. Co. 22—L. H. Weber, 
r. 23—J. 


M. Williamson, Nelson Hardware 
24—O. B. Bergenson, Harpware Ace and 


H. H. Parks, Chicago Spring Hinge Co. 25—George L. Lee, Landon P. Smith, Inc. and Arthur 
Lee, beodianen Any 26—Mrs. D. Kirkpatrick and W. C. Perkins, American Chain & 
Cable Co., Inc. 27—G. ©. Barton and H. 8S. Bywater, Ames Baldwin Wyoming Co. 28—R. C. 
Neely, Jr., and E. W. Hardin, Amarillo Hardware Co. 29—Mrs. Hulburd and H. E. Hulburd, 


The George Worthington Co. 
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Professtonal Recognition Sought 
Builders’ Hardware | 


l1—I. S. Eshleman, Ostrander & 
Eshleman, New York City, making 
his address as N.C.H.A. President 
2—R. W. Chamberlain (better known 
as “Three Butts to a Door Rod”), 
Stanley Works, as master of cere- 
monies at the banquet Thursday 
night. 3—Executive Secretary, J 
Harold Dumbell, making his annual 
report. 4—Architect Hobart B. Upjohn 
who gave some highlights on the 
architects’ views about specifying 
hardware and other materials. 5— 
Saunders Norvell, contributing edi- 
tor, HARDWARE AGE, who spoke 
briefly at the Wednesday morning 
open session on his experiences 
selling builders’ hardware 6-— 
Howard MacCarthy, Baltimore, Md., 
who led the Thursday morning dis- 
cussion that inspired the N.C.H.A. to 
decide to pursue further the idea of 
obtaining professional status for 
competent “Builders’ Hardware En- 
gineers” 
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Sixth annual convention of National Contract Hard- 
ware Association in New York City, Oct. 2 to 5, 
favors program which would give competent build- 
ers’ hardware men professional status as “engi- 
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neers.” Varied and helpful program includes costs 
methods, price trends, architects’ requirements and 
broad responsibilities of members as citizens and 
business men. Jos. Raymer of St. Paul, succeeds 
I. S. Eshleman of New York City as president. Next 
convention (1940) in Chicago. 


hardware specialists may 
soon enjoy professional 
recognition as “builders’ hard- 
ware engineers” under a plan 
proposed by the National Con- 
tract Hardware Association. At 
the sixth annual convention of 
this body, held at the Hotel New 
Yorker, New York City, Oct. 2 
to 5, 1939, the entire closing ses- 
sion was devoted to a discussion 
of program and details toward 
this worthy objective. The asso- 
ciation would sponsor the crea- 
tion of the Society of American 
Builders’ Hardware Engineers, 
but would recognize competent 
applicants without regard to 
their affiliation with the 
N.C.H.A. Further details of this 
program will be developed and 
announced later. Howard Mac- 
Carthy, Baltimore, Md., present- 
ed, as chairman, a committee re- 
port on this subject and led the 
discussion which dominated the 
Thursday morning discussions. 
The entire program was well 
arranged and highly informa- 
tive. Costs, price trends, broad 
aspects of the duties of an Amer- 
ican citizen and business man 
and the viewpoints of architects 
were covered during the conven- 
tion. 
President I. S. Eshleman 
opened the convention and re- 
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viewed the development of the 
organization in its five years of 
progress. He stressed the con- 
tinued need of persuading more 
manufacturers to recognize the 
economic value of competent dis- 
tributors; the fact that competi- 
tive conditions would improve, 
and that the sale and application 
of builders’ hardware would be- 
come more profitable to all con- 
cerned. Typical of his presiden- 
tial address covering this and 
other closely related points are 
the paragraphs quoted herewith: 


“For here (in New York 
City), we are in occupied ter- 
ritory. The mighty reign su- 
preme, now as for 50 years or 
since the furnishing of build- 
ers’ hardware from plans and 
specifications, has been car- 
ried on. The manufacturers of 
builders’ hardware dominate 
the New «York market; they 
control the channels of dis- 
tribution by the maintenance 
of their own contract selling 
organizations, and they set the 
standards of value and price 
by their senseless competition 
between themselves... . 

“|... If there is one charac- 
teristic of this association that 
stands out above all others, it 
is its seriousness. The future 
of contract builders’ hardware 
through its regular channels 
of distribution was seriously 
threatened when those men 
who founded this association 
met in Chicago five years ago. 
They were of one mind and 
determined that if builders’ 
hardware was to be saved to 
us distributors, there would 
have to be a radical change in 
the basis upon which it was 
too often being sold direct by 
the manufacturers and too sel- 
dom being handled by legiti- 
mate distributors. Further- 
more, those men were not only 
faced with the problem of do- 
ing something about it but 
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1—N.C.H.A. Directors, R. E. Foskett, Albany gy cong & Iron Co., Albany, 
N. Y.; Ralph Barber, Chandler & Barber Co., Boston, Mass.; C. E. Figgins, 
Hendrie & Boltorf Hardware Co., Denver, Colo; Carl Prinzler, Vonnegut 
Hardware Co., Indianapolis, Ind., and A. E. Eissrig, Jos. Woodwell Co., Pitts- 
burgh, Pa. 2—Fred Magee, Bunting Hardware Co., Kansas City, Mo. 3— 
Director J. Worner, Sr., Jno. Worner & Son, New Orleans, La. 4—Director 
W. E. Huffaker, Huffaker Hardware Co, San Antonio, Texas, 5—The N.C.H.A 
Officers—Treasurer, Wm. Haase, Richards & Conover Hardware Co., Kansas 
City, Mo.; Secretary, Jos. Hunt, Hardware & Supply Co., Akron, Ohio; 
President, Jos. Raymer, Raymer Hardware Co., St. Paul, Minn, and 
Vice-Presidents, Robert A. Culp, Stambaugh-Thompson Co., Youngstown 
Ohio, and Paul Easby-Smith, Builders’ Hardware Corp., Washington, D i 


they were conscious that the 
one thing necessary to do had 
never been attempted before 
and they seriously set about to 
do it. Because it was realized 
that no real or permanent re- 
lief could be expected within 
the framework of the existing 
national hardware associa- 
tions, they decided to form an 
entirely new organization con- 


fined only to qualified builders’ 
hardware engineers, to fully 
represent us and strive for 
some new and mutually coop- 
erative methods by which the 
evils and problems besetting 
us could be cleared away. | 
think that was a serious deci- 
sion to make and a serious job 
to put it across, and there was 
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Some of Our Broader Problems 


By W. Gibson Carey, Jr.* 





President, Yale & Towne Mfg. Co., New York 
City, tells National Contract Hardware Associa- 
tion that it is every citizen’s job to make capital- 
ism work for the general benefit of all living and 
future Americans, holding open the doors of op- 
portunity that this country has always provided 
the individual. Scores the high costs of govern- 
ment and the unfairness of government competi- 


tion with private business. 





ET us review briefly some of 
the things facing us as a 
country today. It may be 

possible through a more wide- 
spread understanding to get 
more of you to take a greater 
part in the affairs of our coun- 
try. 

In the first place, you must 
have in mind the protection of 
your general market. If you do 
not take an interest in the affairs 
of your municipality, county, 
state and nation, you will find 
yourselves inevitably deprived 
of the opportunity to operate as 
you do today. In my opinion 
you will have a much poorer 
chance for success in your pres- 
ent field or in any other. Your 
job as a citizen is to make cap- 
italism work. This is not en- 
tirely selfish because this state- 
ment applies to the welfare of 
your children and of your neigh- 
bor. I say this because we have 
in both the domestic and foreign 
fields problems of intensity and 
complexity. Let us view some 
of our domestic problems first. 

We have had about 10 years 
of depression. We have had at 
various times in this period be- 
tween 8,000,000 and 13,500,000 





Editor’s Note: — Mr. Carey is 
also president of the U. S. Cham- 
ber of Commerce, but emphasized 
that this talk was made, not as an 
officer of that body, but as a private 
citizen and American business 
executive. 
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people unemployed. Of course 
there are always some unem- 
ployed but unemployment during 
normal periods should not run 
more than 2,000,00C€ to 3,000,000 
persons. We are subjected to 
heavy taxes, in fact to the heav- 
iest this country has ever borne. 
In spite of these taxes, we have 
had deficits year after year of 
around $3,500,000,000. This is 
an amount so large that our 
minds can scarcely grasp even 
the meaning of the figure or the 
implications involved. 


Large Subsidies 


We have had in the United 
States large subsidies to various 
groups of our population. Have 
you ever given careful thought 
to the effect of these subsidies 
on our voting? If you haven’t, 
I suggest that you should. We 
talk blithely about how free we 
are, how we elect our represen- 
tatives and the benefits of repre- 
sentative government. All of 
these we should recognize, but in 
subsidies we have a malady that 
distorts the true views of our 
electorate. Think about that 
gentlemen. 

What about the effeets of these 
subsidies on character? I need 
not discourse at length to tell 
you how necessary character is 
in the United States. Neither 
do I need go into details to tell 
you what influence many of these 
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subsidies have had on the char- 
acters of millions of our citizens. 
The result has been painfully 
evident. 

Think for a moment of the 
effect of these subsidies on cen- 
tralization of government and 
then let your mind go another 
step. What is the effect on you 
and every other citizen of this 
ominous trend toward central- 
ization of government? 

We have three arms of our 
Federal Government—the judi- 
cial, legislative and administra- 
tive. For years we have been 
following a procedure whereby 
the legislative group has given 
more and more authority to the 
administrative branch. We have 
formed many commissions and 
we have given more and more 
authority to them, until we have 
gotten such abortions as the Na- 
tional Labor Relations Board. 
This is, however, only one of 
the boards which is changing 
basically the form of our gov- 
ernment. 

Government competition is an- 
other evil which should not be 
overlooked. Various manufac- 
turers used to produce the pad- 
locks employed by the Post Of- 
fice. The Federal Government 
makes them now. That is only 
a detail, but the great trend in 
the direction of government in 
business is devastating. If you 
think, for instance, that you, as 
citizens, get cheaper power by 
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having the Federal Government, 
under its right to control flood 
conditions, go into the power 
business and service you direct- 
ly rather than having some in- 
dependent company in which you 
are a stockholder do so, then I 
suggest, gentlemen, that you as 
good, constructive, human citi- 
zens look into this problem and 
into all related ones. 

We, in the United States, are 
in an era of opportunism. We 
have grabbed at straws for years 
in order to solve our immediate 
problems. We have many fine 
men in government and among 
our citizens generally, but these 
men have been submerged tem- 
porarily. It is high time that 
our farthest sighted and most 
public spirited citizens exert 
themselves so that their thoughts 
may prevail in America. 

Back of all this, as I need not 
tell you, is the specter of infla- 
tion. There is nothing that would 
bring about such crucifixion of 
the American people as a run- 
away inflation in this country. 


We are not now in immediate 
danger, I believe, but we are 
constantly increasing the reason 
for fear by the tremendous defi- 
cits which are continuing. In- 
flation is a word of great scope. 
A little bit of it that raises prices 
moderately and increases our 
turn-over is desirable. However, 
we have laid in the United States, 
through the whole development 
of our fiscal situation, a bed 
which if once set on fire would 
consume us all. I say it is time 
to start, as citizens, to think 
what the results would be if in- 
flation did occur and to plan 
what we can do to change the 
trend toward such a contingency. 


The Foreign Field 


Now I should like to talk of 
the foreign field. We have all 
of us been shocked by war 
abroad. Many of you gentlemen, 
as I, participated in the last one. 
We know something of the hor- 
ror, destruction and futility of 
war. We do not want it or its 
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consequences for the United 
States. This nation is not a 
nation of cowards. We should 
be, and I think are, a nation of 
thoughtful men, weighing care- 
fully in the balance the pros and 
cons of every consideration. We 
should not overlook the inevita- 
ble disastrous effects of war. 
For instance, we might well end, 
if we participate actively in a 
foreign war, with a dictatorship 
no less controlling and submerg- 
ing than the dictatorships which 
we would be fighting. 

There are repercussions here 
of this war which I should like 
to mention briefly. We have had 
already and will probably have 
more actual orders. That, how- 
ever, is not the thing I wish to 
stress. There has been, as a 
result of this war, a great im- 
petus psychologically. People 
are looking ahead. They are 
thinking in terms of more or- 
ders. They are afraid of stop- 
pages of certain products and 
they are trying to anticipate 
higher prices. The result is that 
we have had a business impetus, 
due to the outbreak of this war, 
but which has come at a time 
when we were already on the 
upgrade. For some months we 
have had improving business 
based on a better attitude of 
government. As witness of this, 
consider, for instance, what Con- 
gress did in the last session with 
reference to taxes. Perhaps the 
tax revisions were not perfect 
but they indicated a tremendous 
trend toward cooperation with 
the business viewpoint. 

Next I wish to touch on the 
subject of exports. As a result 
of the war we shall lose a cer- 
tain amount of business we have 
regularly done with various 
countries in Europe. We shall 
gain from some of them orders, 
but of a somewhat different 
character. We shall also have 
an improved opportunity of do- 
ing business with that portion 
of the world which is not in the 
war. Our success in this is go- 
ing to depend on our selling our 
goods at reasonable prices and 
getting our orders properly 
financed. In that process, we 
citizens must keep our bearings, 
in that we must proceed as sound 
businessmen. We must not be 
arbitrary but we must treat our 
foreign accounts as businessmen 
with whom we hope to have rela- 
tions for years. 

Now out of all of this welter 
there are some dangers I wish 
to highlight. The one that is 
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most important to my mind is 
that in this situation we face, 
we may develop an unbalanced, 
rapid increase of wages, salaries 
and prices. I know that most 
of you here would welcome an 
increase in your income, but, 
gentlemen, we must learn in the 
United States to think of income 


in terms of what it will buy- 


rather than in terms of the num 
ber of dollars we receive. We 
have a chance now, if we pro- 
ceed with intelligence and self- 
discipline, to absorb our un- 
employed, to get a better balance 
between the capital goods and 
the consumer goods industries, 
to get back more of the power, 
chiefly through the solution of 
our unemployment problem, into 
the hands of our citizens. This 
is going to be very difficult to do 
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W. I. PEAK 


who entered the hardware business 
in 1877 and is 82 years of age. En- 
joying excellent health, he is at 
his job selling builders’ hardware 
and related specialties every day 
and is well known and universally 
respected throughout the industry. 
He has for some time represented 
Norton Door Closer Co., Vonnegut 
Hardware Co., Glynn-Johnson Co.., 
Soss Mfg. Co., and Rochester Sash 
Balance Co. His showroom is at 
603 D St., N. W., Washington, D. C., 
and he lives at 2755 Macomb S&t., 
N. W., in the same city. In the 
past, Mr. Peak has also represent- 
ed the Hall Safe & Lock Co. and 
the National Cash Register Co. 
During the National Contract 


Hardware Association Convention, 
Mr. Peak became a member of 
the Hardware Age Fifty Year 
Club and was presented with a 
framed certificate of membership. 
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unless we understand the impli- 
cations of the other road, that 
is further authority vested in 
government. 


Business Pick-Up 


We have a pick-up in our busi- 


ness which has been going on for 


some months; we have a back- 
ground which is inflationary, and 
now we have this war repercus- 
sion. If we can get back to an 
understanding of productivity 
and real wages we may be able 
to settle many domestic difficul- 
ties, including unemployment 
and deficits. If we do not, our 
dangers will increase. However, 
for every poison there is an anti- 
dote ; for every danger a protec- 
tion. 

In closing I wish to speak very 
briefly on this subject of protec- 
tion. In this field there are cer- 
tain things I think are very im- 
portant for us to understand as 
citizens. The first thing is that 
the origin of wealth is produc- 
tivity. This thing we call wealth 
can never offer any extended 
satisfaction to our populace if 
our attitude is to take from 
some in order to give to others. 


Professional Recognition Sought for 





Every citizen who works must, 
I agree, profit, but this can be 
done by a high rate of produc- 
tion, the results of which are 
widely distributed. It will not 
be accomplished by special priv- 
ilege, even though government 
may be the dispenser thereof. 
The next protection against 
danger is self-discipline. I want 
to say to you that self-discipline 
is the origin of character. If 
men of your type and my type 
cannot discipline our own wants 
so that we are good citizens, 
thinking of the general weal, 
then we have failed miserably. 


Individual Opportunity 


The last protection is this— 
opportunity for the individual. 
Opportunity is the origin of in- 
spiration and the origin of hope. 
If we do not hold open the doors 
of opportunity for the millions 
of our citizens who are seeking 
it, so that they may be able to 
rise to the maximum level to 
which their character and ability 
entitle them, then we will have 
written the blackest page in 
American history. Such a trage- 
dy we shall and must avoid. 






“Builders’ Hardware Engineers” 


no inclination to think that it 
would be an easy one.... 

“.. . When we examine our 
relations with the manufactur- 
ers today we have a right to 
believe that we have made 
notable progress along several 
lines. There are more manu- 
facturers cooperating with us 
now than we have ever had be- 
fore. Their interest is being 
shown by outstandingly en- 
dorsing this association upon 
every occasion—by the efforts 
of their officials and sales 
forces to promote the spread 
of our influence, to encourage 
their salesmen to become asso- 
ciate members, to advertise 
their products in Profit Bound, 
and to feature these yearly 
conventions by their beautiful 
exhibits of the finest and lat- 
est examples of rough and 
finishing builders’ hardware. 
Let us note with satisfaction 
the imposing list of exhibitors 


(Continued from page 103) 


who occupy practically the en- 
tire fifth floor of this hotel, 
and of those who registered at 
this convention, and thereby 
show their interest in our 
work and heartily back up our 
aims and purposes. And if 
there be some who remain 
aloof, it can be fairly stated 
that, today, they are conspieu- 
ous by their absence. We are 
disappointed that they with- 
hold from us encouragement 
and active support, but we 
firmly believe that this error 
in judgment will be rectified 
in time and that with their en- 
dorsement and genuine inter- 
est, which we shall continue to 
strive for, we will be able to 
more rapidly and more effec- 
tively accomplish our objects. 

“Nevertheless, with so many 
working actively in harmony 
with us, we are confident of 
our increasing strength and 


(Continued on page 197) 
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The Market Before and After a2 War 


By Wm. Hoster 





Chicago manager, Oliver Bros., Inc., outlines price 
fluctuations of builders’ hardware. Informs Na- 
tional Contract Hardware Association that, using 
1926 prices as normal, prices were at 60 per cent in 
1913; 54 per cent in 1914; at a war-time high of 138 
per cent in 1917 before U. S. entered the War, and 
at the close of the War in 1918 were at 136 per cent 
of normal. Traces percentages of advances and 
declines as compared to all commodities and to 


materials used. 





E are here _ interested 

primarily in the price 

fluctuations of builders’ 
hardware, and in my attempt to 
ascertain just what does happen 
to prices of such hardware pre- 
ceding and succeeding a war, | 
have composed a historical sta- 
tistical price series which is a 
composite price representing 
some of the more significant 
items handled by a_ builders’ 
hardware department. Price in- 
formation is available regarding 
the market valuations of such 
individual builders’ hardware 
lines as butts and hinges, door 
knobs and door sets, locks of 
all kinds, cabinet hardware, etc., 
but in order to secure, and more 
important, to retain a coherent 
idea anent price fluctuations of 
the merchandise handled by a 
builders’ hardware department 
as a whole, it is necessary to con- 
struct a composite index as de- 
scribed. When I henceforth re- 
fer to the price fluctuation of 
builders’ hardware, then, I shall 
be referring to variations in this 
composite price, representing 
prices of all lines handled by this 
important braneh of the hard- 
ware business. 

Professional statisticians and 
economists, dealing with whole- 
sale commodity prices, regard 
the year 1926 as a period of nor- 
mal prices, and for the sake of 
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convenience we shall accept their 
dogma to this extent. In 1913, 
the year before the first World 
War, builders’ hardware prices 
averaged about 60 per cent of 
normal. In 1914 this average 
was lowered to about 54 per cent 
of normal, in fact from Jan- 
uary, 1913, to just before the 
last war started in August, 1914, 
prices of builders’ hardware de- 
clined 15 per cent. At the out- 
break of the war this downward 
price trend was reversed, al- 
though prices in December, 1914, 
five months after the war start- 
ed, had advanced only 2 per cent. 
From August, 1914, to Decem 
ber, 1915, however these hard- 
ware prices advanced 14 per 
cent. 


Pre-War Prices 


Pre-war composite prices of 
other iron and steel commodities 
were acting pretty much the same 
way since wholesale prices of 
these products fell 20 per cent 
from January, 1913, to August, 
1914. From August, 1914, to De- 
cember, 1915, other iron and steel 
prices rose 28 per cent, although 
wholesale prices of all U. S. com- 
modities rose only 6 per cent in 
this 16-month period. At the 
end of the first 16 months of the 
last war, then, we find that 
prices of builders’ hardware had 
risen only half as much as 





wholesale prices of other iron 
and steel, although more than 
twice as much as the prices of 
all U. S. commodities. 
Beginning in 1916 the “no 
ceiling” era of wholesale prices 
began. In the 60 days between 
December 1, 1915, and January 
31, 1916, for example, prices of 
builders’ hardware leaped 28 per 
cent, just twice as much as the 
entire advance for the preceding 
16 months. From the closing 
days of 1915 to late in December 
of 1916, builders’ hardware quo 
tations,soared 67 per cent, while 
prices of all U. S. commodities 
rose 34 per cent, and iron and 
steel prices in this 12-month 
period jumped 78 per cent. Price 
advances from here raged on un- 
checked to the close of the war. 
It probably would be proper 
at this juncture, to determine 
just how much difference there 
was between high and low prices 
during the first war period, and 
when the bulk of such fluctuation 
occurred. From the outbreak of 
hostilities in 1914 wholesale 
prices of builders’ hardware 
rose from a level of 54 per cent 
of normal, which, I remind you, 
is the 1926 average, to a war- 
time high of 138 per cent of nor- 
mal in the summer of 1917, an 
advance of 156 per cent. This 
means that a bill of goods that 
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cost $100 at the opening of the 
war would cost $256 exactly 
three years afterward. Four- 
fifths of this price advance hap- 
pened prior to our entry into 
the war in April, 1917, the bulk 
of it occurring in 1916, as we 
have seen. Prices of other iron 
and steel products advanced 275 
per cent from the opening of the 
war to July, 1917, the peak, and 
wholesale prices of all U. S. com- 
modities advanced 98 per cent 
between August, 1914, and Sep- 
tember, 1918, their peak. Two- 
thirds of the fluctuation between 
the opening price level and the 
highest war-time price level on 
iron and steel products and also 
on all commodities, occurred be- 
fore this country entered the 
war in 1917. 


Alter the War 


In November, 1918, the month 
of the Armistice, prices of build- 
ers’ hardware averaged about 
186 per cent of normal, as com- 
pared with 54 per cent of normal 
at the war’s commencement; 
other iron and steel prices aver- 
aged 150 per cent of normal as 
compared with 61 per cent in 
August, 1914; and all wholesale 
commodity prices averaged 136 
per cent of normal as compared 
with 70 per cent when the fight- 
ing started. From the war’s 
close until June, 1919, your mer- 
chandise costs declined about 15 
per cent, not a very drastic price 
movement compared with what 
had gone before. From the sum- 
mer of 1919 until the summer 
of 1920, when the inflation fever 
again took hold briefly, prices 
once more bounded skyward, ad- 
vancing 40 per cent to reach the 
highest price level before or 
since, an average price in Au- 
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gust, 1920, of 167 per cent of 
normal. This all-time high price 
level was more than three times 
as high as prices at the open- 
ing of the war, and about twice 
as high as builders’ hardware 
wholesale costs prevailing today. 
In other words, the theoretical 
contract hardware man who paid 
$1,000 for his builders’ hard- 
ware at the opening of the last 
war, would have had an inven- 
tory valued at $3,000 if he had 
kept his purchase intact for six 
years, which, of course, no one 
did. 

The story of the tobogganing 
price structure from the sum- 
mer of 1920 onward is a dismal 
one. By February, 1922, whole- 
sale builders’ hardware costs 
had slid to a level slightly more 
than one-half as high as peak 
prices—what had taken six and 
one-half years to build up was 
cut in half in 16 months. From 
1922 through 1924 prices ad- 
vanced from the low point to a 
level about one and one-quarter 
times the normal average, and 
after 1924 the general trend was 
downward, with minor upswings, 
such as occurred in 1929. 


Eight Price Movements 


To summarize, the wholesale 
price fluctuation of builders’ 
hardware before, during and 
after the last World War, there 
were in general, eight distinct 
price movements. We found a 
severely declining market im- 
mediately preceding the war; a 
mildly rising market from Au- 
gust, 1914, to December, 1915; 
a skyrocketing stratospheric 
price level from 1916 to the close 
of the war; a slightly declining 
market from November, 1918, 
to the summer of 1920 in which 








the all-time high prices were 
reached; a disastrously sliding 
market from the summer of 1920 
to early in 1922 when peak price 
levels were halved; a substan- 
tially advancing market from 
February, 1922, through 1924, 
when costs reacted to within 26 
per cent of peak prices; and 
finally a steadily declining price 
structure from 1925 onward. So 
much for price fluctuations at- 
tending the last war. 


The 1939 Trend 


Preceding our second World 
War, if such it turns out to be, 
we find that builders’ hardware 
prices were declining somewhat, 
as was the case before the first 
war, although the latter decline 
took place on a_ substantially 
higher price level. In January, 
1938, prices averaged 94 per 
cent of normal, and by March 
of 1939 had declined 12 per cent. 
A reaction already had occurred 
before the outbreak of hostilities 
in September, by which time 
prices had advanced 4 per cent 
from the March low. Other iron 
and steel prices had declined 
about 5 per cent from January, 
1938, to August, 1939, and all 
commodity prices had declined 
about 10 per cent in a similar 
period. About the middle of Au- 
gust, however, a pronounced ten- 
dency was noted toward firmer 
prices, and this firming up of 
market quotations continued on 
through September, receiving 
added impetus, of course, from 
the declarations of war. 

The price pattern of the first 
war, aS you can guess, will not 
be duplicated in this. In gen- 
eral, however, we expect and 
will have price inflation in one 








“Overhead and Profit” 


An outstanding message under this title delivered 


to the N.C.H.A. convention by J. K. Lasser, C.P.A., 
J. K. Lasser & Co., New York City, well known 
auditors, included suggestions that you can follow 
in your own accounting procedures. The fuli text 
of this message will be published in the issue 


of HARDWARE AGE, dated November 16, 1939. 
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form or another. It is impor- 
tant, then, that we here con- 
sider some of the factors which 
will have a limiting effect, and 
some of the factors which will 
have a stimulating effect on our 
domestic price structure from 
now until the close of the present 
war. 

The first stimulating effect on 
prices in September, 1939, has 
resulted, first from the attempt 
to build sub-normal hardware 
inventories to an above normal 
average, and second from a buy- 
ing spree based on a recollection 
of the high prices of the last war 
and the desire to profiteer in 
this. In this connection we 
should like to point out that 
whereas the first World War 
came as an astounding surprise 
to an entirely unprepared world, 
this war has been anticipated 
for years; it has been planned, 
even expected, in a political and 
economic as well as a military 
sense. During the more hectic 
days of the last war, in the mad 
attempt to get commodities from 
the source of supply to the user, 
many fantastic incidents were 
recorded. Oliver Brothers itself 
purchased carloads of scrap iron 
from middle-western sources and 
had such carloads shipped by ex- 
press at express rates, to insure 
speedy delivery to New York. 
Imagine! A car of scrap iron 
shipped by express! In order 
to get one 750-lb. shipment of 
special nails from Chicago to 
New York “we purchased five 
first-class railroad tickets so as 
to make use of the 150-lb. bag: 
gage allowance permitted each 
railway passenger. Extravagance 
ran wild! 


A Specific Case 


There was the case, for exam- 
ple, of the company, which I shall 
call No. 1, which, needing ur- 
gently a supply of something, 
placed an order with a supposed 
source of supply, No. 2, which, 
in turn, placed the order with 
No. 3 and 3 with 4, 4 with 5; 
5 with 6; all, of course, adding 
their profits. And guess who 
No. 6 placed the business with? 
None other than No. 1. In other 
words, one department of the 
original buying company, not 
knowing that the goods were on 
hand in another department of 
his own company, bought from 
himself, but paid half a dozen 
profits to intermediaries between 
himself and himself. Such ex- 
travagant actions are unlikely to 
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EDITORS’ NOTE:—Further price trend data, compiled by 
Oliver Brothers, Inc., as covered in this address by Mr. Hoster, 
are available in chart form. Two charts ‘prepared by Oliver 
Brothers, Inc., entitled “Table of Market Values of Manu- 
factured Hardware March 1912 to June 1939” and “Table of 
Market Values from December 1897 to June 1939 of the Prin- 
cipal Iron, Steel Wire and Metal Materials” were published 
in the Annual Merchandise and Directory Number of HARD- 
WARE AGE, dated July 27, 1939. Readers are urged to con- 
sult these charts found in that issue on pages 721 and 727. 
A limited quantity of reprints of these charts are available 
upon request as long as the supply lasts. 





be as prevalent in this war. 
Belligerents have cold-bloodedly 
calculated their requirements 
and have set up central purchas- 
ing headquarters which have 
taken stock of all possible sources 
of supply; they plan for a long 
war whereas the last one was 
expected to be a short war, and 
warring governments have im- 
posed “use of material’ restric- 
tions and rationing plans at the 
very outset today. This primary 
difference between the two disas- 
ters, the unplanned nature of 
the former and the highly 
planned nature of the latter, 
probably will effectively limit 
price inflation at least during 
the first year of this war. 


Smaller Purchases 


Many manufacturers expect 
to do a heavy export business 
with foreign nations. It is un- 
likely that this expected export 
demand will materialize at least 
during the first year of the war. 
As we have pointed out, foreign 
stocks of materials are ample 
for the conduct of the war for 
some time to come. Further- 
more, during the last war bil- 
lions of dollars of credit were 
utilized by warring nations in 
making purchases from this 
country. Under the proposed 
cash and carry plan to cover 
U. S. sales to belligerents, for- 
eign purchases here necessarily 
will be considerably smaller than 
during the first war, in the im- 
mediate future, at least. Re- 
garding South American mar- 
kets, it is likely that we shall 
capture more than our share of 
this business, but not until we 
are willing to deal with these 
countries, as the Europeans 
have, on either a credit or a 
barter basis. In short, we find 
that prospective foreign custom- 
ers had far huger sums of 
money and credit to spend in the 
1914-18 period than they have 
today, when any foreign sale on 


anything even approaching an 
open account basis is suspect. 

It is our experience that the 
pricing of builders’ hardware 
has been intelligently conserva- 
tive as compared with the wildly 
fluctuating prices of some other 
iron and steel products. This 
is a tribute to the enlightened 
type of executive control exer- 
cised by managers of builders’ 
hardware manufacturing plants, 
which probably will see to it 
that no unjust price advances 
are made now. If, at the time 
of the last war, builders’ hard- 
ware prices advanced only 14 
per cent in the first 16 months 
of that war, which took the 
world by surprise, it would seem 
probable that with such good 
reasons why prices will advance 
less quickly during this second 
war, which everyone expected, it 
would be unwise to acquire mer- 
chandise which represents load- 
ing up inventories above normal 
requirements. Some forward 
buying undoubtedly is necessary, 
but it is our considered opinion 
that during at least the first year 
of the present conflict, the prob- 
able price advantage to be gained 
by speculating on the future 
cost of builders’ hardware, is 
decidedly not worth running the 
real risk of having the war turn 
out to be a short lived one. 


A Planned War 


We should remember that this 
war is planned; it seems to be 
fully under the control of the 
parties involved, and a_ short 
war would decisively wreck any 
speculative attempts at profiteer- 
ing. Even assuming that the 
fighting continues for two years 
or more, as many competent ob- 
servers believe it will, it still is 
unlikely that the price advances 
of the war’s first year will be 
adequate compensation for spec- 
ulative buying of builders’ hard- 


ware now. 
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By SAUNDERS NORVELL 


OU will admit that Henry 

, Ford has made a success of 

his business. For 18 years 
he made and sold his “Model T”. 
He made only black cars. They 
were a success. 

Competition became keener. 
Other manufacturers put out new 
models. Other makers brought out 
various colors. 

Ford was wise enough to listen 
to criticism. He was led to believe 
that he had played the “Model T” 
and the “black” car long enough. 
What did he do?—He designed 
and brought out his celebrated 
“Model A”. He went in for colors. 
His immense plant was out of pro- 
duction, practically closed down, 
for 13 months and the change cost 
Ford $53,000,000. But in the end 
the change paid. When you find 
you are on the wrong track the 
wise thing to do is to shut down 

quit—and get on the right track 
as quickly as possible. 

Many competent business execu- 
tives get so close to their jobs they 
completely lose vision and _per- 
spective. They can’t see the forest 
because of the trees. 

This is just as true of a success- 
ful business as one that is already 
en the toboggan. Frequently an 
outside hint gives the head of a 
business a tip that is worth thou- 
sands. 

There’s an old story of a Greek 
artist who, when his paintings 
were exhibited, would conceal 
himself near by and listen to the 
comments of the people. In one 
of his paintings was a hog eating 
out of a trough. A farmer nudged 
his wife and laughingly remarked. 
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“SCLEROSIS” 


Severe critics are often friends in 


“That painter never was a farmer. 
Who ever saw a hog eat without 
one foot in the trough.” 

A leading daily newspaper 
called in—one by one—some of 
its regular readers and asked for 
criticisms of the paper—its polli- 
cies, its editorials. and its general 
makeup. 


Honest Criticism 


One reader gave this great paper 
something to think about. He 
said—“You have one of the great- 
est newspapers in the world. Your 
foreign news is excelled by none 
and you have many splendid con- 
tributors and correspondents. But 
since you ask for criticism here is 
what I think. You are printing an 
old folks’ newspaper. Your news, 
vour set up, and your editorials 
appeal to the mature and _ ultra- 
conservative. I note the younger 
veneration is reading other papers. 
They are not as good as yours but 
they appeal to the rising genera- 
tion. Your editorials are sound but 
they are too long and too wordy. 
They may be scholarly and of in- 
terest to the reader who has lots of 
lime but they bore the young. 
Young people want short snappy 
editorials. Also your page of obitu- 
aries is remarkable but only the 
old care to read these long obitu- 
aries of distinguished citizens who 
have passed to their reward. You 
print many pictures but what do 
the young care for these pictures 
of dead ones! In the morning train 
coming to town check up on the 
class of people reading your paper. 
“Now here’s a thought that I am 


firms from “hardening of the arteries” 





disguise and have frequently saved 


sure has not occurred to most pub- 
lishers of daily papers. Most 
workmen and thousands of other 
people are not working on Satur- 
day. In my office building that 
houses 10,000 people only 25 per 
cent come to work on Saturdays. 
What do most of these people do 
on Saturday? I believe most of 
them lie in bed late and read the 
morning paper. That is the idea of 
luxury to millions. But what do 
you do as publishers? You get 
out a light weight—skimped—Sat- 
urday morning paper. Then on 
Sunday morning you deliver an 
immense edition that no one has 
time to read. Most of all the good 
work in your Sunday edition is 
wasted. Sunday is the time of 
family gatherings—of the radio— 
church—and all that. Your paper 
can’t be read from lack of time 
and Monday morning it goes into 
the garbage can! Now if I owned 
your paper I would produce a 
young peoples’, bright, cheerful, 
snappy Saturday morning paper. 
I would cut out a lot of the Sun- 
day stuff and run it Saturday. 
Now get this important point. 
There would be two holidays to 
read and digest the Saturday’s 
paper when there is only one for 
the Sunday edition. 

“On Saturday I would cut out 
obituaries (leaving them for Sun- 
day) and make the paper as 
young and cheerful as _ possible. 
You don’t run “funnies,” but | 
would on Saturday onty. 

“Of course I know papers are 
run to make money. All right— 
I would go out strong for adver- 
tising to appeal to the young 
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Y flere’s a newly designed line of quality vises 
: from the plant of ‘““The Master Vise Makers” 
that has been built ‘with your problems in 
mind — streamlined appearance, proper 
weight distribution, sturdy construction and, 
best of all, outshining, from every angle, the 
run-of-the-mill chain store wariety. Only 
five different vises but they give you the 
answer to LOW PRICES and QUALITY. 
And there’s not a ‘‘dead head”’ in the lot — 
every number has been designed to sell. 
Investigate the profits to be obtained from 
PARKER’S new UTILITY VISE... . The 
Charles Parker Company, Meriden, Conn. 
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PARKER VISES 


America’s Oldest . . Established 1832 
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FAST MOVERS 


Every One a STAR Performer 































































































































































































| 
‘ STATIONARY BASE 
SMOOTH POLISHED JAWS — INDIVIDUALLY BOXED 
P 3 - s PACKED* 
Vise List Width | Opening | Capacity | Weight | Vises | Shipping 
No. Price Inches Inches Inches Pounds | Per Case | Wet. Case 
up 
183 $2.00 3 3 to1\% 9% 6 62 
SWIVEL BASE 
SMOOTH POLISHED JAWS — INDIVIDUALLY BOXED 
PACKED* 
Jaw Jaw Pipe Approx. 
Vise List Width Opening | Capacity eight Vises Shipping 
No. Price Inches Inches Inches Pounds | Per Case | Wet. Case 
up 
83 $2.50 3 3 to 1% 11 6 72 
SWIVEL BASE 
SMOOTH POLISHED JAWS — INDIVIDUALLY BOXED 
PACKED* 
Jaw Jaw Pipe Approx. 
Vise List Width Opening | Capacity eight Vises Shipping 
No. Price inches Inches Inches Pounds | Per Case | Wet. Case 
up 
831% $3.00 3% 3% to 1% 13 6 84 
SWIVEL BASE 
REPLACEABLE STEEL JAWS — INDIVIDUALLY BOXED 
ones Bie PACKED* 
Jaw Jaw Pipe Approx. 
| Vise List Width Opening |Capacity Weight Vises Shipping 
No. Price Inches nches | Inches Pounds | Per Case [Wgt. Case 
up 
+| 93% | $4.50 | 3% 4 to1% | 17 6 115 
SWIVEL BASE 
REPLACEABLE STEEL JAWS — INDIVIDUALLY BOXED 
PACKED* 
Jaw Jaw Pipe Approx. 
Vise List Width Opening | Capacity eight Vises Shipping 
No. Price Inches Inches Inches Pounds | Per Case |Wgt. Case 
up 
94 $7.50 4 4% to 2 28 3 95 
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NOTE THAT ALL VISES ARE INDIVIDUALLY BOXED IN ATTRACTIVE CARTONS. 


















PARKER VISES 
America’s Oldest... e ... Established 1832 
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_buyer in the Saturday issue. After 


all the young—up to 30—represent 
a tremendous market. 

“Then again your Sunday paper 
does not reach a large part of your 
outside readers until Sunday after- 
noon or even Sunday night—but a 
Saturday paper would be on hand 
for Saturday evening or Sunday 
morning reading. This argument 
should appeal to your advertisers 
as their ads would stand a far 
better chance of being read.” 

There was much more about 
handling so much “repeat stuff.” 
But the point I wish to emphasize 
is that this great successful pub- 
lication asked for and got an “ear- 
ful.” Whether they adopt some 
of these ideas remains to be seen. 
At least this frank analysis of their 
paper did not cost them a penny. 

Now what has all this to do 
with the hardware business? Just 
this—wouldn’t it be a good idea 
to call in some of your customers 
and ask them to analyze your 
business. 


Try Them Out 


Manufacturers’ salesmen tell me 
strange stories of some hardware 
jobbing houses that have entered 
into a period of senile decay. The 
old men who still hold the reins 
are suffering from hardening of 
the arteries. Will they take a 
chance on new ideas or new 
goods? Just try them out. 

It is just as true of some manu- 
facturers. A great business in the 
hands of some old man or a bunch 
of old men is often a sorry sight. 
Call in some critics. Take a look 
at yourself through the spectacles 
of someone else. Look around for 
young blood. Go visiting to other 
houses in other cities. 

The greatest political speech | 
ever heard was by Nat Ewing in 
the City Council of St. Louis. The 
Democrats had been in control. 
The Republicans gained a major- 
ity. They proceeded to fire all the 
Democratic chairmen of commit- 
tees. 

Nat Ewing (Democrat) rose in 
his place and in a clear ringing 
voice called out, “Mr. President, | 
resign my committee chairman- 
ship,” then he paused and added, 
“I would rather jump before I’m 
pushed.” 
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Help for Simple Soul 


SUALLY it is difficult to get 

out of a contract once signed 
or a deal once made, but the law 
will help an ignorant, trusting per- 
son who has been imposed upon by a 
sharper. 

The Supreme Court of Nebraska 
recently put it this way: “While it is 
not the function of the courts to 
make contracts for parties, or to 
relieve them from the effects of bad 
bargains, nevertheless where the sim- 
plicity and credulity of people are 
taken advantage of by the shrewd- 
ness, overreaching and misrepresen- 
tations of those with whom they are 
dealing, and they are thereby in- 


duced to do unwittingly, something 
the effect of which they did not 
intend, foresee, or comprehend and 
which, if permitted to conclude, 
would be shocking to equity and 
good conscience, a court may with 
propriety interpose. 

“Equity will not refuse to set 
aside a contract when it plainly 
appears that one party overreached 
the other and gained an undeserved 
advantage which it would be inequi- 
table and unrighteous to permit him 
to enforce, although the victim owes 
his predicament largely to his own 
stupidity and carelessness.” 








By ROBERT PILGRIM 


Copyright 1939 by Hardware Age 
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SHELLAC \S PAINTED ON CELERY TO 
PRESERVE IT UNDER THE STRONG 
LIGHTS OF THE MOVIE SET. 
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- 444 . 
A MAINE FARMER, BROCK cURRIE, 
USES A WAY MOWER PURCHASED 
1N 4@Q@2! ‘T \S IN ITS 5Q™ 
YEAR OF SERVICE! 
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How Can We Induce A Larger 


Percentage of Retailers ‘0 
Actively Participate s National 
Hardware Open House. 





RIVERS PETEKSON 


EASURED solely by the 

number of dealers who 

purchased the kit of ad- 
vertising materials offered by the 
Association, 5,200 retailers took 
part in the first National Hard- 
ware Week. This year the num- 
ber increased to nearly 6,000. 

These figures do not include 
dealers who used material sup- 
plied by some wholesalers in con- 
nection with their own promo- 
tions at about the same time as 
National Hardware Week, or a 
smaller number of dealers who 
joined in the promotion without 
purchasing any special advertis- 
ing material. Frankly, we don’t 
think retailers made a bad show- 
ing, from the standpoint of num- 
bers participating. 

This doesn’t mean that we are 
satisfied with 6,000 participants. 
For 1940 we have set our quota 
at 10,000. We believe we can 
get that number—and more. The 
question, of course, is how. 

One reason why we expect to 
increase the number in 1940 is 
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By Rivers Peterson 





Managing-Director, National Retail Hardware As- 
sociation, at the Wednesday morning joint ses- 
sion, sets 10,000 participating dealers as the goal 
tor 1940 Open House celebration. Emphasizes 
importance of wholesalers’ traveling salesmen in 
this program and cites benefits to all groups. An- 
nounces that kits will be distributed through 
wholesalers next year, and urges wholesalers to 
gear promotion services to this campaign. 








that movements of this kind 
gather momentum, if they are 
successful and are properly con- 
ducted. One of the most enthusi- 
astic dealer lettérs that came 
over my desk this year was from 
a member who paid no attention 
to the first Hardware Week. But 
he read, and heard, good reports 
of it and he decided to try it— 
although he is _ constitutional- 
ly opposed to special sales. His 
letter told of most gratifying re- 
sults, and insisted that there 
should be at least two such na- 
tional promotions each year. 

A second way in which more 
retailers can be induced to “join 
up” is the promotion program 
we have formulated at associa- 
tion headquarters in consultation 
with the advertising agency 
which is handling the work for 
us. Following are some of the 
things that are being, or will be, 
done: 

1. State secretaries in their 


fall group meetings are already 
talking National Hardware Open 
House for 1940. 

2. They are also giving the 
plan publicity in their various 
membership communications. 

3. It will be the subject of a 
special address at every state 
convention held between now and 
the first of April. 

4. Displays of the kit material 
will be made at all such conven- 
tions. 

5. A plan has been developed, 
subject to approval by exhibitors, 
so that each booth in such exhib- 
its will contain a reminder of 
National Hardware Open House. 

6. Exhibitors who have special 
offerings of any kind for the 
event will be asked to feature 
them during these conventions. 

7. The trade press is counted 
upon for even a larger measure 
of support than it gave this year. 
Publicity, as some of you know, 
has already started in our own 
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one LUPE savers 


LIFE for Interior 
Surfaces. A smooth 
lustrous finish. 
Waterproof, wash- 


able. 18 shades. 


LIFE for All Walls. 
A’ medium-gloss 
enamel for a lux- 
urious hand- 
rubbed effect. 
Washes easily. 
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Kyanize 

PICSTAOLIAY 
Cie © 


~_——— 


LIFE for All Floors. 
A durable, wear- 
resisting, water- 
proof enamel in 


10 popular colors. 


LIFE in House 
Paint. Proven 
long-life formula. 
Rates high with 
both master painter 
and home owner. 
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Ucu. BUSINESS / 


Ask any Kyanize Dealer for his life story of success with Kyanize Paints, 
Varnishes and Enamels. Kyanize has already given dealers one of the best 
merchandising features the trade has ever known — Self Smoothing. And again 
Kyanize has scooped the paint industry — makes part of itself the greatest 
word in any language — LIFE. . . long-LIFE formulas — new LIFE in spark- 
ling beauty. With up-to-the-minute window displays, smart color cards, 
attractive and forceful consumer mailing pieces, this fast moving Kyanize 
lifeline is indeed a lifesaver for your business. Kyanize assures you a profit 
as a dealer because it guarantees satisfaction to your customers. It costs you 
nothing to investigate . . . send in the coupon below. 


BOSTON VARNISH COMPANY 


Everett Station Boston, Mass. 


SEND FOR DEALER PROPOSITION / 


BOSTON VARNISH COMPANY, Everett Station, Boston, Mass. 


Gentlemen: Please send at once full particulars on the sound profit making features of Kyanize. 














publication and will be continued 
with increasing emphasis; devel- 
oping into a special Open House 
section after the first of the year. 

8. This trade publication work 
will be supplemented by direct 
mail material which is being pre- 
pared by our advertising agency 
and which will be distributed 
either by the National Retail 
Hardware Association or by the 
affiliated organizations. 


A Well-Rounded Job 


These activities, coupled with 
the fact that the promotion for 
1940 really began at our National 
Congress in July, constitute, we 
feel, a well-rounded job and go 
about as far as the association 
can. 

But these efforts, of them- 


selves, will not be sufficient to 
enlist the participation of 10,000 
retailers. The most important 
contribution can come through 
hardware wholesalers and spe- 
cifically through their salesmen. 
They see the retailer most often 
and have the greatest influence 
with him. 

The initial step in getting the 
interest of traveling salesmen is 
to see that they thoroughly un- 
derstand the purposes of the 
sales promotion and then to give 
them something tangible to work 
with. 

Perhaps there have been peo- 
ple who have criticised the ef- 
forts of the association to get 
dealers to buy the special pro- 
motion material kits we have 
made available each year. The 








OFFICERS 
of the 
NATIONAL WHOLESALE HARDWARE 
ASSOCIATION 
Elected at Atlantic City, N. J., Oct. 19, 1939 


President 
Mark Lyons, McGowin-Lyons Hardware & Supply Co 


Vice-Presidents 
Charles H. Black, Seattle Hardware Co. 
W. W. French, Moore-Handley Hardware Co 
A. W. Howe, The J. M. & L. A. Osborn Co 
Secretary-Treasurer 
George A. Fernley 


Assistant Secretary-Treasurer 
Thomas A. Fernley 


Advisory Board 


F. A. Heitmann, F. W. Heitmann Co 

A. H. Nichols, Buhl Sons Co. 

C. J. Whipple, Hibbard, Spencer, Bartlett & Co 
L. M. Stratton, Stratton-Warren Hardware Co 
Shannon Crandall, California Hardware Co 


Executive Committee 

1942 
Henry A. Hoeynck, Simmons Hardware Co 
H. H. Kimball, Barker, Rose & Kimball Co. 
Robt. H. Baker, Fones Bros. Hardware Co 

194] 
John M. Burbank, Farwell, Ozmun, Kirk & Co 
Edwin F. Flato, Corpus Christi Hardware Co 
J. W. McLean, Edwards & Walker Co. 

1940 
Walker D. Stuart, Richmond Hardware Co 
J. A. Warner, Wyeth Hardware & Mig. Co 
Glenn E. Jennings, Wright & Wilhelmy Co. 




















J. E. STONE 


The Stanley Works 
A.H.M.A. Advisory Board 


reason for these efforts has been 
two-fold. One of them, of course, 
is to provide standard material 
for use by dealers, without which 
we couldn’t really have a nation- 
wide promotion. 

But the other is just as im- 
portant. Purchase of the kit is 
a symbol that the dealer has 
joined the movement. Having 
invested his money—even though 
it is a small amount—he is far 
more likely to follow through 


’ than if he hadn’t obligated him- 


self. 

We hope, therefore, that every 
member of the National Whole- 
sale Hardware Association, as 
one contribution toward getting 
a larger number of retailers to 
participate, will have his sales- 
men make a determined effort to 
persuade their customers who op- 
erate independent retail hard- 
ware stores to purchase the 
official association kit of display 
materials for 1940. 

In the hope of getting greater 
cooperation from wholesalers 
along this line, our plans for dis- 
tribution of the kits for 1940 re- 
move some of the obstacles that 
have existed in the past. 


1940 Procedure 


For 1940 this procedure has 
been completely changed. Whole- 
salers who wish to do so can 
place advance bulk orders now 
with our National Association 
for as many kits as they wish, or 
if they don’t want to place ad- 
vance orders they can solicit 
orders from their customers and 
then have the required number 
of kits shipped to them—to be 
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for Christmas 
selling 


Write or wire Hoover to- 


day. Have Norca Line in 
time to cash in on greatest- 


profit month of the year. 


Why Norca is the Money-Maker 
for small-town and city dealers 


Sells on name and price—stays sold on per- 
formance. Quick turnover—quick profit. 

Made by the oldest and largest maker of 
electric cleaners. 

Carries the Hoover name—first choice, 2 to 1, 
in every survey. 

Carries the Hoover guarantee— builds up con- 
fidence in you. 

No service problem. Factory Branch Service 
Stations or factory trained service men in 
nearly 1000 cities. 

Priced for everyone wko wants Hoover qual- 
ity—priced 25% below lowest Hoover price. 

Smartest design in low-priced field. 

Most efficient brush-type cleaner—fouls less 
easily—easy adjustment for efficiency—easy 
replacement. 


Complete line—complete merchandising plan. 


DECEMBER IS THE BIGGEST CLEANER 
MONTH OF THE YEAR. GET YOUR 
NORCA FRANCHISE TODAY! 


1939 


OCTOBER 19, 


| . % 
Norca franchise 


Sensational New Norca | Cleaner 


Made, guaranteed and serviced by The Hoover Company —priced at “Sk 

Stunning new modern design. New-type beating- 
sweeping brush; most efficient on market; non-fouling. 
New no-adjustment feature—no nozzle setting re- 
quired for thick or thin rugs. Light weight. Dirt Light 


$39” : 
: ° 
and other late features.........-.+serreeyeercenteee OM 


New Norca Hand Cleaner 4 
Seven-piece set in kit. All-purpose brush; aenene 
radiator 


Popular type dusting device. Powerful, quiet motor. Be 
ors chon a aS flexible hose. 43 a 4 


Easy handling. Highly convenient and efficient....... 


New Norca Dusting Tools — 
plete set polbecores and tools.) - 











* 











The Hoover Company, Dept. HA 10-19 
North Canton, Ohio 


Gentlemen: 
Is the Norea franchise in my city open? If so, please give me con 
plete details. 
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reshipped and billed to the retail- 
er by the wholesaler. 

Wholesalers who may wish to 
add material to the official kits 
can place orders with the Nation- 
al Association for shipment about 
February first. This will give 
them ample time to open the kits 
and include any of their own 
special material which they may 
wish their customers to have, 
and then make shipments to these 
customers in ample time for Na- 
tional Hardware Open House. 

The only restriction now placed 
upon sale of the kits by whole- 
salers is that the distribution be 
confined to independent hard- 
ware retailers and that the kits 
not be given away. 


There is one other thing which 
can be done which will doubtless 
enlarge the number of dealers 
who take part in National Hard- 
ware Open House. 

A number of hardware whole- 
salers have established merchan- 
dise promotion services for such 
of their customers as wish to use 
them. In the month that Na- 
tional Hardware Week is ob- 
served there is naturally a 
conflict between it and the inde- 
pendent promotions of these 
wholesalers. The dealer who has 
already contracted for such a 
service from his wholesaler is in 
a quandary. He cannot very well 
handle two promotions in the 
same month. 








OFFICERS 
of the 


AMERICAN HARDWARE 
MANUFACTURERS’ ASSOCIATION 
Elected at Atlantic City, N. J., Oct. 19, 1939 


President 
H. B. Wilson, Mathias Klein & Sons 


Vice-Presidents 
Richard Harte, Ames Baldwin Wyoming Co. 
P. E. Barth, Sargent & Co. 
N. J. Clarke, Republic Steel Corp. 


Secretary-Treasurer 
Charles F. Rockwell 


Executive Committee 


1942 
F. M. Everett, Columbian Rope Co. 
H. P. Ladds, National Screw & Mfg. Co. 
R. S. Rauch, North Bros. Mfg. Co. 


1941 
Arch L. Hager, C. Hager & Sons Hinge Mfg. Co. 
J. S. Tomajan, The Washburn Co. 
Geo. E. Dresser, The Carborundum Co. 


1940 
H. O. McCulley, Russell, Burdsall & Ward Bolt & Nut Co 
S. T. Olin, Western Cartridge Co. 
C. R. Swisshelm, Crescent Tool Co. 


Advisory Board 


Robert Garland, Garland Mfg. Co. 

P. B. Noyes, Oneida, Ltd. 

Fayette R. Plumb, Fayette R. Plumb, Inc 

F. H. Payne, Greenfield Tap & Die Corp. 
Isaac Black, Russell & Erwin Mfg. Co. 

S. Horace Disston, Henry Disston & Sons, Inc 
D. A. Merriman, American Steel & Wire Co 

J. E. Stone, The Stanley Works 

A. E. Alverson, Greenlee Tool Co. 

Robt. G. Thompson, The Lufkin Rule Co. 
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HERBERT P. LADDS 
National Screw & Mfg. Co. 
A.H.M.A. Executive Committee 


Probably the wholesaler is in 
a quandary also. He would like 
to cooperate with the association 
and would like to see his cus- 
tomers, particularly those who 
are not subscribers to his regular 
service, take part in the asso- 
ciation promotion. Yet he doubt- 
less hesitates to abandon his 
special service, even for a single 





FRED EVERETT 
The Columbian Rope Co. 
A.H.M.A. Executive Committee 


month, and concentrate his en- 
tire efforts on National Hard- 
ware Week, or Open House. 

But if some way can be found 
by which such wholesalers can 
merge their individual promo- 
tions into National Hardware 
Open House, using exactly the 
same dates and the same stand- 
ard display material—plus what- 
ever special material of their 
own they wish to add—there 
isn’t any doubt in my mind but 
that the change would add some- 
where between one and two thou- 
sand retailer participants. 
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|. 24 COLUMBIAN Again 


OLUMBIAN HAS ALWAYS LED IN PRODUCING BETTER 
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Columbian for new, improved 


LOOK AT THESE FEATURES / © 


|. Ribs (reinforcing) on front and back jaws. il 





2. 50% larger working face on well supported 
anvil — rounded anvil horn. 


3. Square shank, non turning — tempered steel 
— cut off tool fits square hole in anvil. 






DISPLAY STAND FREE/ 


A. Chrome-nickel alloy replaceable pipe jaws de- You can have this attractive counter 


signed to hold smallest round pieces. 


5. Swivel Base with standard machinists type 
lock nut. 


or window display free. All you 
have to do is order one set 








. Collar positively locked into main screw — to of the New Columbian 


| | assure opening of vise without slipping. 


7. Cold rolled steel screw and handle — ball 
ends forged from handle stock itself. 


. Heavy steel sliding bar. 
3’. Replaceable, heat treated, steel jaw faces. 
. Packed in convenient individual cartons. 


Stock the "Group of three” Now! 
THE COLUMBIAN VISE & MFG. CO. 


U7 Bessemer Avenue CLEVELAND, OHIO 
THE WORLD'S LARGEST MAKERS OF VISES 


Homeshop Vises. 
(1 ea. Nos. C-43, 
C-4314, C-44) 
See your 
wholesaler 


NOW .. 
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October 


Cordage Products—On Oct. 1, 
Waterbury Rope Sales Corp., Brook- 
lyn, N. Y., advanced prices for all 
zones. The zone 2 (Central terri- 
tory) dealer prices on its Manila 
“Rope Retailer” stands and assort- 
ments being advanced at least 10 
per cent. 

E. T. Rugg & Co., Newark, Ohio. 
issued on Oct. 6 a revised sheet on 
rope halter and cow ties, and on sisal 
and manila horse ties, approximate- 
ly 20 per cent higher. 

Leading makers recently increased 
prices about 214 cents per puund on 


19, 1939 


sisal bundling twines, hide rope and 
lath yarn. 
* * * 

Manila Rope—As stated in 
the Oct. 5 issue of HARDWARE AGE 
the list price of first grade Manila 
rope is 23 cents per pound. This 
price is, however, subject to a 10 
per cent discount to the retail trade. 


* * ca 


Wire Cloth—Cyclone Fence 
Co., Waukegan, Ill., has announced 
slight advances, over the prices of 
April 15. on bronze and copper wire 





ADVANCES 


Some cordage products—Bronze, copper wire cloth. 

Some farm tool handles—Competitively priced night latches. 
Carriage bolts—Machine bolts—Lag screws—Sash cord. 

Hot pressed, cold punched nuts—Some weatherstripping. , 
Galv. range boilers—Competitively priced closet seats. 
Some oyster and clam tools—Mortise replacement cylinders. 
Some fireplace furnishings—Some gas heaters—Rubber elbows. 
Some mechanics’ tools—Eaves trough, conductor pipe, etc. 
Galv. furnace pipe and fittings—Cocoa mats, matting. 

Some garden tools—Flat, round, square steel bars, etc. 

Some nails—Barbed wire—Some fence, etc.—Lawn gates. 
Non-metallic flexible conduit—Rubber matting. 

Some building materials—Baby swings, strollers. 

V belts—Some grades of oil—Cup, valve leathers. 

Some brushes—Tank balls—Rotary clothes dryers. ° 

Some leather goods—Copper floats—Brass escutcheon pins. 
Some galv. products—Light copper tea kettles—Copper. 
Fiber plates—Various copper products. 

Some work gloves, mittens—Some chair seats. 

Some steel anvils—One line mops—Glaziers’ putty. 

One line cold water paint and sprayers—Alcohol—Solvents. 
Some plumbing fittings—Some cutlery, flatware. 

Some baseball mitts, gloves—Some coaster wagons. 

Damper regulators—Furnace check dampers. 
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cloth. Black and galvanized wire 
cloth prices issued April 15 have 
been reaffirmed. All prices are sub- 
ject to withdrawal. Prices apply on 
definite specifications for shipment 
not later than Jan. 2, 1940. 


* * * 


Poultry Netting — Hardware 
Cloth—On Oct. 5, July price sched- 
ules on these lines were confirmed 
for shipment as late as Dec. 31, 
1939, and on poultry netting March 
1, 1940, dating terms will be in ef- 
fect. Prices for shipment after Jan. 
1 are not yet available, but for 
shipment during the current quarter, 
dealer prices are: No. 19 and No. 20 
poultry netting, 33 1/3 per cent dis- 
count; No. 18 and heavier fur farm 
netting, 30 per cent discount; stand- 
ard galvanized hardware _ cloth, 
16 2/3 per cent discount. A consid- 
erable volume of buying is being 
done now for late December ship- 


ment. 
* * * 


Screen Doors and Screens— 
On Sept. 28, Continental Screen Co. 
issued the following bulletin to the 
trade: 

“Effective this date all previous 
quotations on Continental screen 
doors, window screens, combination 
doors and K.D. window screen 
frames are hereby withdrawn. We 
have in preparation and will release 
as promptly as possible our opening 
prices for season 1940.” 

* * * 


Farm Tool Handles — On 
farming tool handles, quoted Sept. 
15, prices are about 10 per cent 
lower on long and D handles, with 
ferrules, and about 5 per cent lower 
on long shovel handles. 

€ * * 


Night Latches-—An advance 
of about 10 per cent has been an- 
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CROSLEY 599A 
Operates AC-DC current. No ground. 
Carry it anywhere. Etched dial. Unusu- 
ally clear tone. Brown bakelite case 
$7.99. Colored cabinets slightly higher. 
Other table models $9.99 to $29.95, 


12-Ib. PORTABLE B-549A 
Operated with AC-DC current or bat- 
teries. Automatic switch changes over. 
Light weight, carry it anywhere. 
$24.95 WITH BATTERIES GOOD 
FOR 200 hours or better. 


7 TUBE SUPERHET 719A 
Illuminated slide rule type dial, new 
improved push buttons, unmatched at 
$19.99. Foreign wave band added at 
slightly higher price. Other deluxe 
table models $24.95 and $29.95. 


CONSOLE 7739M 

MEET THE DEMAND cee eae re 

NEW CURV E- 

and Improved push bute 

Crosley presents smart developments of built-in aerials — television out- broadcast “and ‘short: 


wave for foreign recep- 


lets — simplified push button tuning — features that the public is ae entice ie eae 


70 cc a ! selected woods. 
promised this season! pope, 


Other consoles also out- 
standing values at 
$39.95. 


OFFER MORE INNOVATIONS 


with exclusive Crosley Curveflector Tone Diffuser in consoles . . . 
advanced Crosley automatic switch from batteries to AC-DC current in 
portable radio . . . Capehart record changer in combination 639M. 





GIVE MOST FOR THE MONEY 


Every practical radio improvement plus 


many clever Crosley developments—some 
solely Crosley—some great advancements 
on existing features—all backed by 18 
years of radio experience and discovery. 
This is pioneer radio—still out in front 


COMBINATION 
PHONOGRAPH 
AND RADIO 639M 
Latest type crystal pick- 
up, heavy motor, effi- 
cient radio and fine 
electro dynamic speaker 
create quality instru- 
ment, high fidelity as- 
sured. Capehart record 
changer, new Curve- 

flector tone diffuser. 
MODEL SHOWN $114. 


Other combinations at 


with all the advantages that accrue to $60.95 and $49.95. 


those who MAKE history. 


Prices slightly higher 
in South and West. 


CONSOLE 819M 
Massive cabinet, 8 
tubes, heavy duty 
speaker assembled on 
NEW tone diffusion 
baffle — the exclusive 
Crosley CURVE- 
FLECTOR. Far and 
away the biggest radio 
package on the market 
at the price. Biggest 
selling single radio item 
in a 18 years. 





THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr., President Heme of “the Nation's Station” —WLW—T0 on your diat CINCINNATI 


OCTOBER 19, 1939 


























nounced on some _ competitively 
priced night latches, as of Sept. 28. 
* * * 
Carriage, Machine Bolts, etc. 
Prices on carriage and machine 
bolts, lag screws and hot pressed 
and cold punched nuts were ad- 
vanced Oct. 16 by leading makers. 
* * 

Washers — Wrought Washer 
Mfg. Co., Milwaukee, Wis., withdrew 
all outstanding prices on Sept. 27, 
and will quote for new business on 
application. 

* * * 

W eatherstripping—One man- 
ufacturer has advanced prices on 
most of its weatherstripping line and 
several numbers have been temporar- 
ily discontinued. 

* # * 

Galvanized Range Boilers 
Prices of leading makes of galva- 
nized range boilers were recently 
increased from 7% to 15 per cent. 

* * * 

Closet Seats—Leading manu- 
facturers of competitively priced 
closet seats have increased prices 
approximately 5 cents per seat. 

* - * 

Oyster and Clam Tools—One 
manufacturer advanced prices on 
oyster and clam tools approximately 
10 per cent as of Oct. 10. 

+ * *# 

Fireplace Furnishings— 
Prices on fireplace furnishings made 
by The Cahill Co., Chattanooga, 
Tenn., were advanced 10 per cent as 
of Oct. 16. Similar advances were 
made on the company’s line of gas 
heaters. 

* * * 

Mortise Replacement Cylin- 
ders—Leading makers have ad- 
vanced prices on some mortise re- 
placement cylinders about 25 per 
cent. 

* * * 

Sash Cord—Prices on _ all 
grades of sash cord were recently 
advanced by Samson Cordage Works, 
Boston, Mass., one cent per pound 
except for the Sachem brand, on 
which the increase was 2 cents per 
pound. 

* * * 

Rubber Elbows—Some mak- 

ers have increased prices on -rubber 


elbows about 5 per cent. 
* * * 


Mechanics’ Tools—Price ad- 
vances have been made, as of Oct. 
16, on approximately one-third of the 
items in the Defiance line of tools 
made by Stanley Tools, New Britain. 
Conn. Other tool lines made by Stan- 
ley are not affected by the change. 
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Galvanized Furnace Pipe and 
Fittings—A 10 per cent advance 
over former market prices, raises 
present quotations in the Central 
West, effective Oct. 10, as follows: 


mites 
Galvanized furnace pipe (3 to 
12 inch) 24, 26, 28 gage 75 
Galvanized elbows and angles.. 75 
Tin pipe and fittings 70 
Square forced-air pipe and fit- 
tings .... me 70 


A 5 per cent mark-up is in effect 
on damper regulators and furnace 
check dampers. 

+ * * 

Eaves Trough, Conductor, 
etc.—A slight mark-up late in Sep- 
tember raises dealer costs on eaves 
trough and crated ridge roll, for 
central territory delivery, and for 
fourth quarter shipment, from 7614 
per cent to a new discount of 7544 
per cent. Crated, not nested, con- 
ductor pipe advanced from 74% 
per cent to 731% per cent, and cor- 
responding changes were effective 
on formed valley, and on roof and 
box gutter. Elbows and other trough 
and pipe accessories are not yet 


changed. 
* & # 


Hog Troughs—Butler Mfg. 
Co. issued new sheets on Oct. 7 on 
hog troughs and pans at the follow- 
ing prices, with factory convenience 
shipment after Dec. 1, 1939, with 
March 1, 1940, dating. 
Dealers net prices now are: 


Butler Hog Troughs 


2 eer eee $0.60 each 
Sie cassedesnees 1.10 each 
CO arsavanescues 1.60 each 
OM <estesanes ds 2.15 each 
Butler Hog Pans 

Size 

SS rere $2.40 per doz. 
. otssauns 3.75 per doz. 

* * 


Cocoa Mats, Matting—Prices 
on cocoa matting have been in- 
creased from 71% to 10 per cent. Ad- 
vances approximating 5 per cent 
have been made on cocoa mats. 
These prices will be effective on or- 
ders and shipments made between 
now and Dec. 31. 





PRICES REAFFIRMED 


Black, galvanized wire cloth. 


PRICES WITHDRAWN 


Some screens, screen doors. 
Washers. 
Some clocks—Some watches. 


DECLINES 


Some farm tool handles. 





Garden Tools—The Stanley 
Works, New Britain, Conn., has is- 
sued new prices on garden tools. The 
new retail price is 20 cents each, in- 
stead of 15 cents. The new price on 
the chromium plated tools is 35 
cents each, the former price having 
been 25 cents each. Four piece sets 
including trowel, cultivator, fork and 
transplanter, formerly listing at 60 
cents for standard finish now list at 
80 cents. The chromium plated four- 
piece set formerly selling at $1.00 
retail now lists at $1.40. 

* * * 


Warehouse Steel Prices— 
Both at Pittsburgh and at Chicago, 
leading warehouse sellers have an- 
nounced several advances in steel, 
the most important being an in- 
crease of 25 cents per 100 lbs. and 
upward on galvanized sheets. Ad- 
vances have been heavier in the 
larger quantity brackets, with the 
minimum l.c.l. price now applying 
to items of 3500 Ibs. and over. The 
warehouse prices on round, flat and 
square steel bars, on plates, and on 
black hot-rolled sheets, in ton lots 
and over, were advanced 10 cents 
per 100 Ibs. 

* * * 

Nails, Barbed Wire, Fencing 
—At various recent dates early this 
month leading mills have announced 
the following advances: 

Galvanized Barbed Wire $0.15 per 100 lbs. 


Wire Nails and Staples.. -15 per 100 Ibs. 


Field Fencing, 7, 9 and 11 


BD . scnrdadccnvaweads 3.00 per ton 
Light Poultry Fence, 17 

OG Be Mii 3.01226000<s 3.00 per ton 
Welded Wire Building 

DOE exevancunsciuen 3.00 per ton 
Lawn Fence, Flower Bor- 

der and Trellis ....... 3.00 per ton 
Lawn Gates ..........+. 8.00 per ton 


Wire brads and small packaged 
nails were advanced October 5 about 
6 per cent to 70-15-10 per cent f.0.b. 
chief mill points. 

* * * 

Tank Balls—Cop-r-top tank 
ball prices have been advanced ap- 
proximately 9 to 10 per cent. 

* * * 

Rotary Clothes Dryers— 
Prices on rotary clothes dryers made 
by Rotary Clothes Dryer Co., Allen- 
town, Pa., were advanced approxi- 
mately 5 per cent. 

* * * 

Scrub Brushes—An advance 
of about 10 per cent on the price of 
scrub brushes, deck scrubs and nail 
brushes was recently announced by 
some makers. 

* * * 

Leather Goods — Prices on 
leather goods have been advanced 
from 10 to 20 per cent to cover in- 
creased costs on hides and leather. 
Present indications are that there 
will be continued and_ possibly 
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Blake & Lamb Fox and Wolf Drags 





a 


Blake & Lamb Trap Stake and Picket Pin 


4 





Blake & Lamb Perfect Fleshing Knife 








Don’t Pay More For Less! 





Hardware retailers owe it to themselves and to their 
customers to stock the best values the market affords. 
Even if it means extra trouble—it pays to make com- 
parisons and to insist upon the lines which offer com- 
petitive advantages in quality, policy and price. 


Blake & Lamb represent a complete line of standard- 
ized steel traps (both long spring and under spring) 
in sizes to catch all fur bearing animals from weasels 
to wolves. 


Blake & Lamb Steel Traps and Trappers’ Accessories 
are made to measure for the hardware trade. Traps 
to catch all animals from weasels to wolves. Pelt 
forms, drags, trappers’ axes, trap tags, fleshing 
knives, trowels—accessories to supply every need of 
the professional or novice trapper. Consistently 
lower in price and higher in quality. They enable 
the hardware dealer to meet and beat any form of 
competition, 


Demand Blake & Lamb Better Steel Traps! 


If your local jobber cannot supply you, write to us for catalog, 
prices and your closest source of supply. 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 


SOUTH BRITAIN, CONNECTICUT 


OCTOBER 19, 1939 











«ete te 











higher hide and leather prices. 
Graton & Knight Co., Worcester, 
Mass., has advanced prices on its 
industrial lines and on the other 
lines, principally dog furnishings, 
there were minimum price advances 
of 10 per cent as of Oct. 1. Shoe- 
finders’ linen threads were increased 
about 10 cents per pound by leading 
makers. 
* * x 

Copper Floats—Leading mak- 
ers have increased prices approxi- 
mately 10 per cent on copper floats. 

* ” & 

Brass Escutcheon Pins 
There was a 10 per cent advance on 
the price of brass escutcheon pins 
announced recently. 

* *% * 

Housewares — Recent mark- 

ups on some items of some makers. 


in housewares, include 50 cents per 
dozen on galvanized ash cans, $2.00 
per dozen on fence cans, $1.00 to 
$2.00 each on two leading sellers in 
counter scales, and 50 cents per 
dozen on light copper teakettles. A 
shortage in scrap aluminum is felt 
as a possible forerunner to higher 
prices on cast aluminum utensils, 
and on pressure cookers and can- 
ners. Fiber ice cream plates and 
pie plates are up about 10 per cent. 
* * * 

Harness and Strapwork, etc. 

After withdrawing all former 
prices, leading manufacturers are 
quoting for new business on appli- 
cation, with advances ranging, it is 
said, 10 to 12% per cent. An aver- 
age advance of % cent per pound 
is reported on some standard lines 
of horseshoe nails. Makers of hay 


tools have put out new catalogs of 
1940 offerings, but with very few 
and minor price changes. 


+ * * 


Cotton Goods — September 
saw price increases of as much as 10 
to 121% per cent on most staple 
weights and styles of cotton work 
gloves and mittens. New 1940 con- 
tracts on seine twine show a 2 cent 
per pound increase. 

* * * 


Von-metallic Fexible Conduit 
-Prices on non-metallic flexible 
conduit were increased 10 per cent 
on Oct. 1. 
* * * 

Roofing, Shingles, Building 
Paper—A Ruberoid Co. sheet of 
Sept. 20 reaffirmed all previous 

(Continued on page 198) 


“The Hardware Gqe idtackboard 


Of Wholesale Hardware Sales and Collections on Accounts Receivable 
By Geographic Regions, For August, 1939 


(COMPILED BY THE U. S. DEPARTMENT OF COMMERCE, IN COOPERATION WITH THE NATIONAL ASSOCIATION OF 


Regions’ 
porting 
Sales 


NEW ENGLAND 
MIDDLE ATLANTIC 
EAST NORTH CENTRAL 
WEST NORTH CENTRAL 
SOUTH ATLANTIC 

EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 

PACIFIC 


UNITED STATES, TOTAL 


States comprising regions: 


New England (Conn., Maine, Mass., N. H., R. 1. Vt.) 


Middle Atlantic (N. J., N. Y., Pa.) 


Pa. 
East North Central (Ill., Ind., Mich., Ohio, Wis.) 
Mo., Neb., N. D., Wyo.) 


West North Central (Iowa, Kan., Minn., 
8. D.) 
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**These figures should not be related to sales figures for current mont 
to accounts receivable at beginning of month. 


CREDIT MEN) 


Sales Reported 


Aug. 1939 
percentage 
change from 


Aug. July Aug. Aug. 
193 1939 1939 1938 
+18.1 +. 9.3 789 
+13.9 i 4,771 
+-15.2 + 7, 6,415 
+-10.7 + 7. 4,834 
9.1 + 20. 2,998 
4.8 2,319 
2,387 

1,133 


+13.3 ; 4,492 


Thousands of Doll 


Percent** of collections 
during month to 

accounts receivable at 
Firms | beginning of the month 

Re- 
ars porting 
Collec- 

tions 


— — —— 


July Aug. Aug. July 
1939 1939 1938 1939 


853 59 55 
49 51 


10.4 | 33,470 , 30,138 , 30,308 


South Atlantic 
W. Va.) 


Pacific (Calif., 





(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., 


East South Central (Ala., Ky., Miss., Tenn.) 
West South Central (Ark., La., Okla., Texas) 
Mountain (Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 


Ore., Wash.) 


h. They represent only ratio of collections during that month 
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This advertisement, 
in full color, will appear 
in THE NEW YORKER, 
December 2nd, and 
TIME, December 4th 
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THE ONLY 


@ Another boost for Thermos dealers — the greatest gift-season 
promotion in Thermos history! Your customers will buy 


TRADE MARK REG. U.S. PAT OFFICE 


Thermos gifts from someone... See that they buy them from you! 
THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECTICUT 


Thermos Bottle Company, Limited, Toronto ¢ Thermos L imited, London 
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SALES OF 2,028 INDEPENDENT HARDWARE DEALERS IN UNITED STATES 


August, 1939 





Dollar Sales Reported 








Vumber Percentage Change 
States by Regions of Firms Aug., 1939, from August, August, July, 
Reporting Aug., 1938 July, 1939 1939 1938 1939 
New England 76 + 94 + 0.8 634,621 580,067 629,461 
Connecticut 7 +18.1 +13.8 45,968 38,911 40,379 
Maine 6 + 8.6 - 0.9 43,938 40,468 44,338 
Massachusetts 58 + 8.4 a2 418,294 385,961 427,541 
New Hampshire ” i 
Rhode Island 
Vermont . ; rer 
Middle Atlantic 233 + 6.8 + 28 1,246,589 1,167,449 1,212,611 
New Jersey i) - 0.9 -21.2 57,564 58,096 73,031 
New York 36 + 3.9 - 4,7 161,153 155,161 169,017 
Pennsylvania 188 + 7.7 + 5.9 1,027,872 954,192 970,563 
East North Central 500 + 48 - 0.4 2,268,391 2,164,305 2,277,938 
Ilinois 131 r 75 + 35 547,975 509,724 529,405 
Indiana 65 + 0.5 - 3.2 293,691 292,353 303,331 
Michigan 35 + 38 10.6 144,767 139,411 161,929 
Ohio 152 + 6.0 tr 05 746,539 704,255 743,029 
Wisconsin 117 + 33 - 0.9 535.419 518,562 540,244 
West North Central ee Bia 
Iowa 86 +21.0 - J 343,748 283,995 347,508 
Kansas 92 6.6 11.7 186,437 199,652 211,056 
Minnesota 34 - 1.9 3.3 155,610 158,654 160,978 
Missouri 83 + 3.6 - 28 223,361 215,691 229,838 
Nebraska 56 4.7 10.8 79,310 83,254 88,954 
North Dakota 12 0.9 11.0 22.592 22,808 25,392 
South Dakota wo ls. 0 ee hee,  ti‘éi ee | 
South Atlantic 95 0.0 +128 493,266 493,256 137,180 
Delaware * 
District of Columbia ee yd Re eee >, ee 
Florida 28 3.0 r 39 106,096 109,408 100,140 
Georgia 29 r 8.1 + 20.9 128.406 118,828 106,165 
Maryland ° tee if ea 
North Carolina . eee eas 
South Carolina 12 3.4 +24.1 87,696 90,795 70,650 
Virginia 1] - 6) +10.0 85,159 90,712 77,448 
West Virginia 9 + 3.0 0.5 24.766 24,039 24,886 
East South Central _ , aegis 
Alabama 25 +12.6 t+ 8.9 118,002 104,792 108,334 
Kentucky 10 +10.1 6.5 A7534 43,181 44,648 
Mississippi ” ) 
Tennessee 10 - 0.1 1.4 104.174 104,288 105,675 
West South Central 148 + 42 - 2.7 928,496 891,424 954,168 
Arkansas 2f + 72 - 0.7 116,408 108,589 117,261 
Louisiana 7 + 8.0 - 2.9 410,994 37,948 42,217 
Oklahoma 39 + 48 10.5 373,334 356,204 417,075 
Texas 76 + 23 +. ae 397,760 388,683 377,615 
Mountain 128 0.1 33 811,954 812,374 839,523 
Arizona 16 -14 — 0.9 204,935 207,847 206,750 
Colorado 38 13.2 - 0.8 140,573 162,043 141,734 
Idaho 23 - 3.0 ye 104,780 108,050 107,180 
Montana 29 ’ ao 8.8 203.180 198,255 222,666 
Nevada ¥ 
New Mexico of RRS Ce eae ree ey 
RE Bh die ea ht eS, od rite aa lah ° 
Wyoming ? oe ree Me 
Pacific 431 —~ 65 t 5.1 2,162,549 2,173,110 2,058,570 
California 337 + 0.6 + 46 1,573,259 1,563,942 1,503,454 
Oregon 42 + 6.7 + 8.6 188,029 176,252 174,175 
3 5 Uh rc ance Sek ale weard 52 - 7.3 + 53 401,261 432,916 380,941 
TOTAL 2,028 + 3.5 + 1.0 $9,841,974 $9,513,141 $9,745,911 
City of Chicago 20 + 98 — 0.3 55,630 50,645 55,819 
City of Los Angeles 42 + 1.1 - 0.1 232,963 230,375 233,234 
City of Portland 17 +34.7 +39.8 48.848 36,256 34,940 
City of St. Louis 19 +141 + 2.6 36,020 31,562 35,115 
City of San Francisco 36 + 0.4 + 65 125,216 124,739 117,572 
City of Seattle 12 - 9.0 + 4.1 188,076 206,650 180,672 














* Note while stores from these states are included in grand total, figures for these states are not shown on this chart because 


of insufficient data. Compiled by Bureau of the Census, U. 


** Withheld to avoid disclosures. 


S. Dept. of Commerce. 
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Sure, they're good bolts, Son 
Look at the label 


CDaes a customer has used Bethlehem Bolts chances are good he’ll repeat his 
order when he needs more. That’s easy to explain. First of all, he remembers the 
bright and attractive red-and-white labels. He remembers, too, the high quality 
of the bolts themselves and the clean, smooth-fitting threads and the snug, sure 
fit of wrenches on heads and nuts. 

The remembrance of quality brings repeat orders and pleased customers—the 
soundest of reasons why the Bethlehem line of Bolts and Nuts is a real business 
builder. 

Ask your Distributor about this attractively packaged line of goods. 


Bethlehem Bolts are packed in paper cartons in these sizes: | Machine 
and Carriage 

gg) ee 

#s'' and 7," bolts up to.................] 5!'/"" long 

ta’ > Ja ae 2g" Weaes UP tO. ..... 0.50 c ans oc 3'/" long 





Some longer bolts are packaged in paper with the same attractive label. 
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Capitalize on ‘1 


will celebrate Thanksgiving this page presents a suggested ar- 
Day, it is well to show rangement of such merchandise 
seasonal housewares associated featuring roasters of all types, as 
with the event several weeks in well as other related items. Fall 


Ri witcnire of when you advance. The window display on 





Thanksgiving Merchandise Window 


Merchandise: Roasters, electric ovens, aluminum and enamel roasters, 
carving sets, game shears, steak sets, steels and sharpening stones, giass 
baking dishes, casseroles, pie plates, food choppers, electric mixers, 
china, glassware, pressure cookers, etc. 


Background: Background panels predominantly light tan wall board. 
Large circle dark brown, cut-out letters in red together wth cutout 
turkey in natural colors. 


Suggested Mass Displays: For tables—roasters, of several types 
should be featured also popular priced carving sets. 


hanksgiving 


colors are used in the background 
and a large cut out turkey in 
natural colors attracts attention to 
the display. 

Mass displays of roasters should 
be arranged on tables and, if stock 
is sufficient, mass displays can be 
developed on platforms which 
force customers’ attention to this 
line. HARDWARE AGE interchange- 
able display fixtures can be used 
with the platform display. Popu- 
lar-priced carving sets should be 
featured along with the better sets 
on tables with other Thanksgiving 
merchandise. Ovenware of glass 
or china should have prominent 
space on tables along with other 


HOUSEWARES 


( 
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decorative earthenware _ items. 
Women are always interested in 
some new, colorful items to dress 
up the dinner table for such fes- 
tive occasions. 

This is also the proper time to 
start customers to thinking about 
winter outdoor sports. Attractive 
displays of skis, toboggans, sleds, 
skates, and accessories should be 
installed. The display should fea- 
ture some items such as skis or 
skates which is of importance to 
the store. Interior store displays of 
this merchandise should tie in with 
the window display. Skis, sleds, 
and toboggans are best shown on 
platforms near the regular sport- 


and Winter S ports Now! 


ing goods department. Skates of 
all types can be shown in open 
case along the side wall or on 
tables. Mass displays should be 
used on some of the popular 
priced skates. Accessories such as 


ski wax, skate straps, etc. can be 
shown on the same table. Colorful 
backgrounds should be installed in 
both the platform and open case 
displays to secure attention to the 
new goods. 





Winter Sporting Goods Window 


Merchandise: Ice skates, sleds, toboggans, skis, ski poles, hockey 
sticks, ski wax, ski bindings, ski shoes, skate straps. ao 


Background: Panels of buff or light tan wall board or corrugated 
board. Large circle and top strip of dark blue. Cut out letters and figure 


of white corrugated board. 


Suggested Mass Displays;. For tables—ice skates of several kinds, 
ski wax, skate straps. For platforms—sleds of all kinds, skis, hockey 


sticks, etc. 


SLEDS - SKIS “SKATES 


Paar 
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HITE NOW MANAGES WIRE SALES 
FOR CONTINENTAL STEEL CORP. 


N. L. Hite, since 1927, assistant | 


sales 


vision of the Continental Steel 





N. L. HITE 


Corporation, Kokomo, Ind., has 
been appointed sales manager of 
that division. He succeeds Wil- 
liam H. Childs, who retired 
Oct. 1. 

Frank L. Hornbrook has been 
appointed assistant sales manager 
of the wire division. He has been 
assistant sales manager of the 
manufacturers’ wire division since 
1929. 

Mr. Hite has been identified 
with the organization for 33 years, 
starting his career with the 


“DIC-A-DOO” NOW SOLD 
UNDER FAIR TRADE 


At a recent meeting of the 
officers of The Patent Cereals Co., 
Geneva, N. Y., it was decided to 
place nationally advertised “Dic- 


A-Doo” products under Fair 
Trade with minimum retail 
prices. The products covered by 


the Fair Trade contract are the 
one-pound package of regular 
powdered “Dic-A-Doo” and the 
two-pound can and _five-pound 
pail of the new prepared “Dic- 
A-Doo” (waterless type) cleaner. 
The Fair Trade contract became 
effective Oct. 15, 1939, and notice 
has been sent to all wholesalers, 
chains, and department stores in- 
terested, 
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manager of the wire di- | 








Kokomo Steel & Wire Co., in 
1906. Following the merger of 
this company in 1927 with the 


Chapman-Price Steel Co., Indian- | 
Superior | 
Sheet Steel Co., Canton, Ohio, to ; 


apolis, Ind. and the 


form the Continental Steel Corpo- 


ration, Mr. Hite became assistant | 


sales manager of the wire di- 
vision. 
Mr. Hornbrook began his ca- 


reer in the steel business in 1912, 





FRANK L. HORNBROOK 


with the Hornbrook-Price Steel 
Co., which was organized by his 
father, H. H. Hornbrook. This 
company later became the Chap- 
man-Price Steel Co. 


The contract establishes mini- 
mum retail prices in the 44 states 
that have Fair Trade legislation, 
i.e., all states except Delaware. 
Missouri, Vermont, and Texas. 
OXFORD TOOL WITHDRAWS 

FROM FOREIGN MARKETS 


Gord G. Campbell, president. 
Oxford Tool Co., 1633 N. Second 
St., Philadelphia, has announced 
that during the present war, it 
will not solicit or accept any ex- 
port business. Mr. Campbell's 
announcement of this move read: 

“We wish to assure the hard- 
ware trade of the United States 
that during the present war our 
entire product will go to the 
hardware dealers of the United 


States. We will not solicit or ac- 


as we have unfilled orders on 
our books for the dealers and 
jobbers who have made our busi- 


ness possible in the past years.” 


NEW MFRS. AGENCY 
IN KANSAS CITY 


LaPierre & Masters is a new 


firm of manufacturers’ agents 
| with offices at 434-5 Lathrop 
Bldg. Kansas City, Mo., covering 
the territory consisting of western 
| Missouri, Oklahoma, Kansas, Ar- 
kansas, Nebraska, and West in- 
| cluding Utah and Idaho, the Da- 
| kotas, and Minnesota. The firm 
| is seeking staple lines to repre- 
sent on a= straight commission 
| basis. W. A. LaPierre was at one 
time associated with the Ameri- 
can Steel & Wire Co., Chicago. 


| 
| 


cept any export business so long 


HANOVER WIRE CLOTH CoO. 
NAMES REPRESENTATIVES 


Hanover Wire Cloth Co., Han- 
over, Pa., manufacturer of screen 
wire cloth now has sales repre- 


sentatives in Boston, Atlanta, 


| New Orleans, Kansas City, Chi- 


| and Portland, Ore. 





cago, Los Angeles, San Francisco 
They are: 
Stanley E. Powers, 108 Broad St., 
Boston, Mass.; E. L. Hornibrook, 
Atlanta, Ga.; John F. Wood. 
Biloxi, Miss.; H. L. Gray, 7631 
Santa Fe Blvd., Overland Park. 
Kan.; Irving S. Kemp Co., 4139 
W. Kinzie St., Chicago, Ill: 
George F. Emanuels, 321 W. 3rd 
St., Los Angeles, Calif. and E. L. 
Chadwick, Box 4080, Portland. 
Ore. W. M. Montgomery contin- 
ues to travel out of the company’s 
home office at Hanover but is 
now living in Reading, Pa. 


| Findlay Heads L. S. Starrett Co.; 


dent and general sales manager 
of The L. S. Starrett Co., Athol, 
Mass., has become president of 
the company. Mr. Findlay suc- 
ceeds Frank A. Ball who retired 
| as president to become chairman 
| of the board of directors. Arthur 
| H. Starrett, formerly second vice- 
president now becomes  vice- 
president, and William J. Greene, 
formerly eastern sales manager, 
has been made general sales 
manager. Llyod I. Williams, for- 
therly Pacific Coast representa- 
tive, has been appointed Pacific 


| David Findlay, first vice-presi- 
| 


| Coast sales manager. 





| 
| 





DAVID FINDLAY 








| Other New Officers Elected 


The following officials continue 
in office: Willard G. Nims, treas- 
urer; Allen E. Hastings, assistant 
treasurer and clerk; Albert W. 
Smith, western sales manager: 
Harry E. Masters, advertising 
manager, and Edwin E. Warner. 
purchasing agent. 

In the manufacturing depart- 
ment, R. J. O. Simpson retires 
as superintendent to become con- 
sulting engineer; William D. 
Starrett, formerly assistant super 
intendent becomes _ superinten- 
dent and William A. Thorp, for- 
merly engineer, becomes assistant 


superintendent. 


WILLIAM J. GREENE 
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GOLDSMITH SONS MAKES CHANGES 
IN SALES TERRITORIES 


Because of the death of Charles 
H. Dreyfus, southeastern repre- 


sentative and the illness of 





PAUL FRANCISCO 


Charles H. Nies, The P. 
smith Sons, Ince., 
Ohio, has realigned and _ read- 
justed various sales territories. 
Paul A. Francisco, formerly in 
New York, will take’ over Mr. 
Nies’ territory consisting of north- 
ern Ohio and part of Michigan. 
This change returns Mr. Fran- 
cisco to his old territory which 
he covered going to 
New York. 
William D. 
the new members of the Gold- 
smith sales staff, will take over 
part of Mr. Francisco’s former 
territory in the East, covering all 


prior to 


Morrow, one of 





Ww. D. MORROW 
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Gold- 
Cincinnati, 


)of Long Island, Metropolitan 


| 
| Conese, and southwestern Con- 

necticut. Mr. Morrow formerly 
| was associated with the Masback 
| Hardware Co. for 17 years where 
he specialized in sporting goods. 
| He will make his office and main- 


tain a sample room in the Flat- 


Rooms 1608-9, at 
Broadway, New 


iron Bldg., 
| 24th St. and 
| York City. 
| &E. 
| the new members of the Gold 
smith sales organization will rep 





E. R. TURGEON 


resent the company in part of 
New Jersey, eastern New York 
and up to the Hudson Valley 
north to Warren County. He was 
formerly connected with the old 
Draper-Maynard Co., covering an 
eastern territory, for 11 years. 


iron Bldg. 


GRAHAM TAKES ON 
TWO NEW ACCOUNTS 


John H. Graham & Co., Inc., 
105-107 Duane St., New York 
City, manufacturers’ agent, has 
been appointed sole sales agent, 
for all of the United States, for 
the new self inflating rubber 


Mfg. Co., Minneapolis, Minn. 
The company is also representing 
the Lindsley Mfg. Co., Bridge- 


port, Conn., on its line of quick 








acting woodworker’s vises and 


New York, part of Westchester | 


R. Turgeon, the second of | 
concern has also announced the 


| sale of controlling stock in the 


Mr. Turgeon will be associated | 
with Mr. Morrow in the Flat- | 


duck decoys made by Rubairlite | 


items for industrial arts and 
homecraftsman fields for all of 


| the United States, excepting Cali- 
| fornia, Oregon and Washington. 


NEW OFFICERS FOR 
SOUTHERN HDWE CoO. 
The Southern 
Charlotte, N. 
the following new officers: presi- 
dent, F. H. Shoaf; L. P. Ranson, 
secretary, and W. P. Todd, trea- 
surer. W. W. Watt, for many 
years president of the hardware 


Hardware Co., 
C., has announced 


company to employees. All of the 
new officers have been with the 
company for more than 30 years 
and each held small amounts of 
stock prior to Mr. Watt’s with- 
drawal. 


A. S. BOYLE PURCHASES 
BLACK FLAG CO. 


The A. S. Boyle Co., Jersey 
City, N. J., has purchased the 
Black Flag Co., Baltimore, Md., 
manufacturer of “Black Flag” 
liquid and powder insecticides. 
“Black Flag” products will be 
sold along with other A. S. Boyle 


| company items. 





PECK JOINS PAINT DIV. 
PITTSBURGH PLATE GLASS 

Elbert D. Peck has become as- 
sociated with the paint division 
of the Pittsburgh Plate Glass Co., 
Pittsburgh, Pa. He will make 





ELBERT D. PECK 


his headquarters at the company’s 
general office and will be detailed 
to special activities. 

Mr. Peck was formerly vice 
president and general manager of 
the Devoe & Raynolds Co., Ine.. 
New York City, and has been 
active in the paint industry since 
1907. 


WELLS NAMED GEN. SALES MANAGER 


EUREKA VACUUM CLEANER CO. 


Henry W. Burritt, president | 


of Eureka Vacuum Cleaner Co., 
Detroit, Mich., has announced 
the appointment of Edward P. 





EDWARD P. WELLS 





Wells as vice-president and gen- 
eral sales manager. 

Recognized as an outstanding 
merchandiser in the electrical 
appliance and household products 
fields, Mr. Wells secured a great 
deal of hiS knowledge of the 
appliance business during former 
association with the Eureka 
company. This experience cev- 
ered a period of more than 10 
years, during which time Mr. 
Wells was active in every phase 
of selling, including consumer 
house to house, contacting deal- 
ers, distributors, jobbers and 
public utilities. Mr. Wells also 
managed several of the company’s 
largest branches. 

In 1933 Mr. Wells was elected 
a director of the Kalamazoo Stove 
Co., and became vice-president 
in charge of sales. Under Mr, 
Wells’ management the. number. 
of branches increased from about. 
90 to over 270. 
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HOTPOINT MAKES CHANGES 
IN SALES PERSONNEL 


Changes in the Hotpoint oF 
ganization have been announced " 
by R. W. Turnbull, vice-president 
and general sales manager, Edi- 


_. G H. SMITH 
son G-E Appliance Cofinc., Chi- 
cago, Ill. 

G. H. Smith,. Hotpoint refrig- 
eration division. manager, has 
been made general merchandis- 
ing manager. His duties will in- 





F. B. WILLIAMS 


clude coordination of sales plans 
and activities of all Hotpoint 
product sales divisions. 

F. B. Williams, Atlanta district 
manager, has been made manager 
of the Hotpoint refrigeration 
sales division, with headquarters 
at Chicago. H. K. Dewees, Hot- 
point Minneapolis district man- 
ager, has been appointed sales 
manager of the Atlanta district. 

D. C. Marble, Hotpoint range 
division manager, has been ap- 
pointed manager of the Hotpoint 
product service division, direct- 
ing product service for all five 
Hotpoint home appliances. W. 
R. Schafer,, who has been with 
the Hotpoint Company for more 








than 15 years, as commercial 
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cooking equipment sales engineer, 
and later as manager of Hotpoint 
service, has been made manager 
of the Hotpoint range division. 


W. R. SCHAFER 


A. Rebensburg has been ap- 
pointed manager of the mer- 
chandising research and statisti- 
cal division. 


McNEIL ADVANCED 
BY CLOVER MFG. 


Thomas A. McNeil, representa- 
tive in the Middle West for the 
Clover Mfg. Co., Norwalk, Conn., 
has taken over the duties of sales 
management for the company. 


NEW YORK DEALERS’ 
BANQUET, NOV. 16 


The Metropolitan Hardware 
Association will hold its annual 
banquet, Thursday evening, Nov. 
16, 1939, at the Hotel Com- 
modore, New York City. Tickets 
are $5.00 each. C. H. Tilson, 92 
Morningside Awe., New York 
City, is chairman of the ticket 
committee. 

The Metropolitan association is 
comprised of the following affili- 
ate organizations: North Jersey 
Hardware and Supply Assn., 





Manhattan and Bronx Hardware 
Assn., Westchester Hardware 
Assn., and Brooklyn Hardware 
Assn. Cooperating associations 
are the Hardware Square Club 
and the Hardware Boosters. 





COLEMAN INAUGURATES 
“STEP-UP” PLAN 

The Coleman Lamp and Stove 
Co., Wichita, Kan., has an- 
nounced a new ‘Step-Up” sales 
plan to help dealers increase 
sales and profits. The plan is 
applied principally to lamps, 
lanterns, and gasoline irons, each 
line of which has a $3.95 price 
leader. The price leader is pro- 
vided to enable dealers to meet 
price competition where neces- 
sary and to enable them to 
“Step-Up” the sale of better 
quality, higher priced and more 
profitable items. A special chart 
is supplied, showing how the 
plan works. 


NEW STEWART-WARNER 
RADIO DISTRIBUTORS 


Recent additional radio dfs- 
tributorships announced by L. L. 
Kelsey, radio sales manager for 
the Stewart-Warner Corp., Chi- 
cago, Ill., are: H. J. Sackett Elec- 
tric Co., Buffalo, N. Y.; C. T. 
Berner Distributors, Dayton, 
Ohio; Falheim Lumber Co., Erie, 
Pa., and The Hibbs Hardware 
Co., Portsmouth, Ohio. 

The distribution territory of 
Brown-Dorrance Electric Co., 
Stewart-Warner radio distributors 
in the Pittsburgh area, has been 
expanded to include Wheeling, 
West Virginia and vicinity. 


CLEVELAND DEALERS 
ENJOY PICNIC 


‘More than 60 retail hardware 
dealers of Cleveland, Ohio, and 
representatives of hardware firms 
attended a clam bake recently. 
At the affair there was some dis- 
cussion of reorganizing the Cleve- 
land Retail Hardware Associa- 
tion. 





JOHN H. GRAHAM MAILS 
ANNIVERSARY BROCHURE 


An attractive brochure en- 
titled “69 Yea-s Young” has been 
sent out by John H. Graham & 
Co., Inc., manufacturers’ agent, 
in which is outlined the history 
and services of the organization. 
The company’s recently occupied 
offices and showrooms at 105-107 
Duane St., New York City, are 
given particular attention in sev- 
eral pages of photographs. Trac- 
ing the history of the company, 
the brochure points out that John 
H. Graham formed a partnership 
in 1870 with Samuel A. Haines 
to sell and distribute products 
of several manufacturers in the 
United States, and that the pres- 
ent name of the company was 
adopted in 1884, Mr. Haines 
having sold his interest in the 
business to John H. Graham. The 
company opezates as exclusive 
representatives of non-competing 
manufacturers and has offices and 
direct selling representatives in 
most foreign countries. 

John H. Graham & Co., Inc., 
operates export and import de- 
partments besides handling do- 
mesti¢ lines. With a personnel 
of more. than 150..employees the 
company is headed by Harold S. 
Graham, president and treasurer, 
a member of the third generation 
of the family to engage in the 
business. Mr. Gzaham_ joined 
the company in 1912 being elected 
president of the company in 1925, 
the concern having been incor- 
porated in 1924. Vice-pzesidents 
are Thomas E. Hoffman and 
George W. Eckhardt. George A. 
Graham is secretary and Chris- 
tian G. Lohr is sales manager. 
Other executives are: Fred W. 
Corner, manager export depart- 
ment; Victor M. Streicher, assis- 
tant manager, export department ; 
Henry A. McGavin, manager, 
metropolitan department; Vin- 
cent J. Turner, manager, sporting 
goods depa:tment; Donald F. 
Vandetbilt,~ manager import de- 
partment. and Alfred E. Olsen, 
manager, accounting department. 











MAY HARDWARE CO.’S 20-YEAR CLUB DINNER 





Here is the 20-Year Club of the May Hardware Co., 1818 New York Ave., N.E., Washington, 
D. C., at its annual dinner meeting held at the Mayflower Hotel. Newest recruit is J. Dilmon 


Morelan 


of the company’s city sales force. 
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ABBOTT HEADS SALES 
FOR GRATON & KNIGHT 
George L. Abbott has become 

associated with the Graton & 

Knight Co., Worcester, Mass., as 


GEORGE L. ABBOTT 


a director, vice-president, and 
general sales manager. The com- 
pany is a manufacturer and tan- 
ner of leather belting, leather 
packing, and other industrial 
leather products. Mr. Abbott has 
had 25 years’ experience in the 
tanning and belting industry and 
in his new position will pay par- 
ticular attention to strengthening 
the Graton & Knight mill supply 
dealer set-up. 


CLEVELAND WHOLESALERS 
HOLD “MARKET MONTH” 


Cleveland, Ohio, wholesalers, 
in many lines are® celebrating 
this month as their first “Market 
Month,” with sales banners 
carrying the slogan, “Cleveland 
Has It and Can Ship It Quickly.” 
Twenty-nine wholesale houses 
are leaders in the movement, two 
of them being hardware whole- 
salers—The Geo. Worthington 
Co. and The W. Bingham Co. 
A total of 29 wholesale houses 
are taking the leadership in the 
event, working with the Trade 
Expansion Department of The 
Cleveland Chamber of Com- 


merce. A. G. Rorabeck, vice- 
president in charge of sales, 
The Geo. Worthington Co., 


states that it “is really an en- 
largement to a city-wide scale, 
and for a longer period, an event 
that has been put on at this 
time of the year by our firm for 
some years past.” 

A three day merchandising 
clinic will be conducted as part 
of the month’s activities and 
will be held at the Hotel Cleve- 
land. L. L. Shoemaker, director, 
Merchants Service Bureau, Na- 
tional Cash Register Co., Day- 
ton, Ohio, speaking on “More 
Sales Per Day—More Sales Per 








Customer” and Dr. Felix E. 
Held, secretary, College of Com- 
merce and Administration and 
professor of Business Organiza- 
tion and Economics of Ohio 
State University, will speak on 
“The Nature of Sales Appeal.” 
Elmer Wheeler will give his 
famous talk, “Magic Words 
That Make People Buy.” 


GENERAL PLASTICS 
CHANGES NAME 


General Plastics, Inc., North 
Tonawanda, N. Y., has changed 
its name to Durez Plastics & 
Chemicals, Inc. 


BRENNAN JOINS GALE 
SALES ORGANIZATION 


The appointment of J. E. 
Brennan to represent Gale Prod- 
ucts, Galesburg, Ill., as central 
zone manager has been an- 
nounced by L. H. D. Baker, sales 
manager. Mr. Brennan’s new ap- 
pointment places him in charge 
of the field sales force now op- 
erating in Michigan, Ohio, 
western New York and sections 
of West Virginia and Kentucky. 

During the past four years, 
Mr. Brennan has been associated 
with Universal Cooler Corp., De- 
troit, Mich., in charge of the 
sales force in the central west 
territory. To his new work, Mr. 
Brennan brings a_ well-rounded 
background in refrigeration mer- 
chandising gained through 15 
years of selling experience with 
retailers, distributors and manu- 
facturers. In order to give quick 





J. E. BRENNAN 


and adequate service to his deal- 
ers, Mr. Brennan will immedi- 
ately establish an office in Cleve- 
land. A complete display of the 
Gale Products line will be main- 
tained at this centrally located 
point in his territory for custom- 
ers’ convenience. Fer the pres- 
ent, Mr. Brennan’s address is the 
Tudor Arms Hotel, Cleveland. 










































































Big eye appeal, beautiful fin- 
ish, streamline design, high 
quality, low prices — put 
these tools over in a big way. 
Thousands upon thousands 
of sets are sold each year. 
Quick turnover, big volume 
adds many extra dollars to 
your bank account. People 
just can’t pass up a counter 
featuring these attractive 
kits. Both, house owner and 
mechanics, are enthusiastic 
over them. You too will agree 
when you stock Indestro 
small sets that they are fast 
sellers. Our own records of 
repeat orders from dealers 
everywhere prove that they 
do all we claim. 


Modernize your counters 
with them. Bear in mind that 
the best equipped stores at- 
tract the best customers, 
make the most profits. 


Get Indestro’s big 100-page 
catalog showing hundreds of 
money makers. Write today 
—you’ll be money ahead. 


INDESTRO] MFG. CORP 
Dept. HA-5 — 2649 N. Kildare 
Chicago, Ill. 
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TURN TO THIS TRIO 


“When Medium Priced Homes Are Built | 


The best equipment is the cheapest for the 
medium priced home. Faulty hardware is a 
source of irritation to the owner who wants to 
eliminate costly upkeep and repairs when 
building his home. Rely on these three prod- 
ucts; the trademark “Rixson” on them means 
their performance after installation must be 
beyond question. 





/A little fellow with the strength of an ox, is concentrated 
‘in @ case mounting 
on stools only 114” 
wide. Moves a case- 
ment 90° in 3% 
turns of the handle. 


The Watchdog at 
the Window. Rixson 
Friction Stays hold 
hinged windows, 
doors and transoms 
at any desired point. 
Friction surfaces re- 
sist drafts and 
breezes but yield to 
human hand. Adjust- 
able. 














Rixson Junior Double Acting Floor Check. Through the 
Junior in our double acting floor check line, it embodies 
the features of the larger sizes. Well suited for use on 
double acting pantry or kitchen doors in the medium 
priced home. 


THE OSCAR C. RIXSON COMPANY 
4446 Carroll Avenue, Chicago, Illinois 


RIXSON REPRESENTATIVES AT: 
NEW YORK: 101 Park Avenue, and ebster Avenue—PHILADELPHIA: 21! 


2034 Webst 
Greenwood Avenue, Wyncote, Pa.—ATLANTA: (52 Nassau Street-—NEW ORLEANS: 
1834 Broadway—SAN FRANCISCO: 116 New Montgomery Street—LOS ANGELES: 
909 Santa Fe Avenue. 
LONDON, ONTARIO, Canada: Richards-Wilcox, Ltd. 
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Rod Chamberlain Completes 
25 Years With Stanley Works 


R. W. Chamberlain, assistant 


general sales manager of The 
Stanley Works, New Britain, 


Conn., and author of the highly 





R. W. CHAMBERLAIN 


entertaining column, “Butting 
In.” appearing in each issue of 
the Stanley News, recently com- 
pleted his twenty-fifth year with 
the Stanley organization. 

Rod Chamberlain began his 
business career in 1915, follow- 
ing his graduation from Williams 
College, as a missionary man in 
Kansas for The Stanley Works. 
He enlisted in the National 
Guard in 1916 and saw service 
on the Mexican border. He also 
spent 18 months in France with 
the Yankee Division, going over 
as a second lieutenant. He claims 
to be the ranking second lieu- 
tenant of the A.E.F. After the 
War, there followed a year trav- 
eling in Europe for the Stanley 


Hardware Division, his travels 
taking him from Norway to 
Sicily. 

‘ 


On his return in 1920, Mr. 
Chamberlain went to work for 
Mr. Peck, sales manager of the 
chand tool division which had re- 
cently been purchased by Stan 
ley. He spent several years call- 
ing on accounts and then was 
made head of auxiliary sales 
work of the hand tool division. 

Returning to the hardware di- 
vision in 1927, Mr. Chamberlain 
was made sales manager of the 
electric tool division in 1929, 
which position he held for a year 
and a half when he returned to 
the Stanley Works to assume his 
present position. Most of his 
quarter of a century with Stanley 
have been with the hardware di- 
vision where he learned the value 
of “Three Butts to a Door” which 
| lesson he still stresses. 





BOOSTERS SHOWN HOW 
PAPERS GO TO PRESS 


George M. Sangster, associate 
editor, HARDWARE AGE, was 
guest speaker at the first fall 
meeting of the Hardware Boost- 
ers, Sept. 29 at the Circle Club, 
1819 Broadway, New York City. 
Using HAarpware AGE as an ex- 
ample, Mr. Sangster outlined the 
various steps taken in the “make- 
up” of a paper from the prepara 
tion of the editorial copy to the 
time when it is ready to be 
printed. He also furnished his 
audience with a glossary of print- 
ing and publishing terms which 
proved both instructive and en- 
tertaining. 

Harry J. Strugnell, Remington 
Arms Co., Inc., and president of 
the Boosters presided over. the 
meeting, attended by more than 
30. William S. Speir, The Lufkin 


Rule Co., was elected to mem- 





bership. 


KENTUCKY GOLFERS 





James B. Stein, son of Luther R. Stein, vice-president and gen- 


| eral sales director of the Belknap Hardware & Mfg. Co., Louis- 





ville, Ky., was one of eight from Kentucky and Ohio playing 
in’ the National Amateur Championship at the North Shore 
Country Club, Chicago, Ill. Jimmy Stein was fourth lowest o/ 
eight who qualified at Canargo Club, Cincinnati, out of 45 
entrants from Ohio and Kentucky. He was eliminated at the 
end of the second day qualifying round in Chicago. The four 
of the eight entrants shown above are, left to right: Walte: 
Cisco, Jimmy Stein, and James Cott of Louisville, and Spence 
Kerkow of Fort Mitchell, Ky. 
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THE KEYSTONERS 

ELECT OFFICERS 
David Moffat, L. S. Starret Co., 
was installed as new president of 
The Keystoners at the fall meet- 








| phia, Philadelphia, Pa. 


gram, and Ray P. Knox, tickets. 


A morning of sports was followed | 


by a baseball ga.ne between the 


sellers and the buyers, captained | 


by Wulbur Curtis and B. J. Bad- 
man, Jr. Wilbur MacCune was 
umpire. 


A sports’ committee consisting | 
of A. F. Wheeler, R. P. Knox and | 


Wilbur Curtis has made arrange- | 


ments for Pot and Kettlers to 


bowl each 


Hollywood Recreation Center, | 
three alleys being reserved at 
8 p.m. 


PENNSYLVANIA JOBBERS 
HOLD FALL DINNER 


Members of the Pennsylvania 


Wednesday at the | 


Wholesale Hardware & Supply 
Association, held their annual 
fall dinner Thursday evening, | 


Sept. 14, at the Hotel Philadel- | 


George 


| A. Rick, Stichter Hardware Co., | 


DAVID MOFFAT 


ing of that organization held at | 
the Melrose Country Club, Chel- | 
tenham, Pa., Sept. 29. Mr. Moffat, | 
who also served as The Keyston- 
ers’ first president, succeeds W. 
J. Eberlein, Greenfield Tap & 
Die Corp. Robert Brown, Union 
Twist Drill Co., continues as vice- 
president and Millard |. Jackson, 
Sehr-Manning 
M. G. Hayden, 


representative, as secretary-trea- 





Corp., succeeds 


manufacturers’ 


surer. 

This group of manufacturers’ 
salesmen calling on the Philadel- | 
phia area, is embarking on_ its | 
third year. 

Preceding the meetiffg, The 
Keystoners held their second an- | 
nual membership golf tournament | 
competing for the Dieterle Cup | 
held by Mr. Brown, the club’s 
vice-president. Ralph R. Her- 
rick, Black & Decker Co.. won | 
the cup by shooting a gross 86 | 
with Don Coleman one stroke be 

| 


hind and. Mr. Brown, two strokes 
short. 

Principal committee chairmen 
appointed are: Arthur E. Megis. 
executive; Carl J. Meister, enter- 
tainment, and Robert G. Berring- | 
ton, membership. 


POT AND KETTLE NEWS 


The Los Angeles Pot and Ket- | 
tle Club held another of its pic- 
nics recently in Elysian Park. 
Success of the affair was assured 
with the assignment of an ener- 
getic group of workers headed by 
general chairman, A. H. Howson. 
secretary of the club; A. J. Cole, 
arrangements; Eldin R. Read. 
attendance; B. J. Badman, prizes; 
Marshall E. Neidecker, refresh- 
ments; William Smith, sports; 
Lester L. Nesblett, entertain- 





ment; Arthur F. Wheeler, pro 
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| Reading, is president and S. H. 
| Smith, Jere 


Woodring 


& Co., | 


Hazleton, is first vice president. | 


Maxwell Krause, Geo. 


Krause | 


Hardware Co., Lebanon, is sec- | 


ond vice president and assistant 
treasurer. Other officers are: 
Samuel B. Smith, Steinman Hard- 
ware Co., Lancaster, secretary 
and Geo. D. Krause, Geo. Krause 
Hardware Co., Lebanon, trea- 
surer. 


Hoppe Makes Perfect 


Score in Wimbledon 


FRANK C. HOPPE 


Frank C. Hoppe, president of 
Frank A. Hoppe, Inc., Philadel- 
phia, Pa., manufacturer of gun 
cleaning preparations, has the 





distinction of having shot ore | 
of the highest scores made by | 
civilian shooters in this year's | 


blue ribbon long range big 


bore rifle match—the famous | 
Cup Match. He | 


Wimbledon 
made a perfect score of 100x100 
with 12 Vs, for 20 shots at 1000 
yards. His rifle was Model 70 
Winchester of .300 H. & H. 
magnum caliber. 
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GRIFFIN. 
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AND WROUGHT STEEL 


HARDWARE 


Door Butts 





rap and 
¢ Hinges 

Pressed Steel 
f Brackets 


Ornamental 


Hinges 


No- 460 








No. 186 


ol eel 
i No. 1914 


No. 724 


Screen Door 


Hardware 


* No 1925 


Wrought Stee! Screen Door Sors Wrought Stee! Gorage Hardware 


Quality Products Manufactured Since 1899 


(GRIFFIN 


Manufacturing Company 


ERIE, PENNSYLVANIA 





AGENTS 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Martet St. 


NEW YORK: 45 Warren St 
CHICAGO: 162 HN. Clinton St 
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Champion's Screen 


Hardware Builds 
Sales For YOU! 









SS 


No. 777 — Champion Modern No. DB-77—Double Acting Screen 
Screen Hinge — New, Snappy, Hinge. iggy Gauge. Lively. 
Modern. Retain jon 





Champion Screen 
Door Catch — 

Popular for light 
screen doors. 


i 


120 or 130—Screen and 








— HANGERS — 


No. 358—Screen and Storm 
Sash Hanger—Wrought Steel. 


< 


No. 356 — Screen-Storm Sash 
Hanger—Fer full length screens. 

































No. No. 76—Tight Pin Screen Door 
Storm Door Sets in 2!/2” sq. or Set. Popular price with satis- 
3” sq. hinge. faction. 


Ask your jobber for 
Champion's COMPLETE line. 


The CHAMPION 
HARDWARE co. 


GENEVA, OHIO 
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Imperial Hardware Co. Is New Name 
Of California Wholesale Firm 


Imperial Valley Hardware 
Company, El Centro, Calif., has 
changed the corporate name to 
Imperial Hardware Company ac- 
cording to a statement received 
frem the firm’s headquarters at 
El Centro, Calif. 

Howard P. Meyer, president 
and general manager, issued the 
following statement: “The change 
in our corporate name has been 
under consideration for several 
years, and, the recent acquisition 
of the new store at Indio in Coa- 
chella Valley semed the logical 
time to make this change. For 
many years the company has 
been spreading into areas out- 
side of Imperial Valley. We en- 
tered Arizona in 1923 with the 
store at Yuma, followed by 
Somerton in 1927, and the Yuma 
Heights store in 1929. Our firm 
acquired the retail company at 
Long Beach, with branches at 
San Pedro and Compton in 1925, 
changing the name to Imperial 
Hardware Company, since then 
operating under this name in 
that area. In 1927 this com- 
pany was merged with our parent 
company, but the name was re- 
tained. In March of this year, 
the company purchased the Indio 
Paint and Hardware Co. and the 
adjoining building, which has 
since been converted into a 
beautiful new and complete store. 
Thus with about half of the 
firm’s operations outside of Im- 
perial Valley, it seemed wise to 
shorten the name to one which 
would be equally desirable and 
more convenient in Imperial 
Valley, and without objections 
in other areas. Henceforth, all 
stores will be operated under 
the new name regardless of loca- 
tion, but the change in advertis- 
ding and stationery and the many 
other details will be slowly made. 

Imperial Hardware Company 
had its beginning in Holtville, 
California, with the establishment 
of a store there by Howard P. 
Meyer and George W. Anderson 
in 1908. By devoting all the 
energy of their youthful en- 
thusiasm to the bysiness, the new 
venture prospered. With the in- 
creased development of Imperial 
Valley, the firm grew to eventu- 
ally cover all the important towns 
of their tezritory. 

“The change of the firm’s name 
does not affect any factor of man- 
agement or established policy,” 
stated Mr. Meyer. 

Officers and directors of the 
firm are Howard P. Meyer, El 
Centro, president and general 
manager; E. E. Anderson, El 
Centro, vice-president and mer- 
chandise manager; Warren Cur- 
rier, El Centro, secretary and 


sales manager; Paul P. Ander 
son, Calexico, vice-president; 
Norman Hindle, Yuma, Arizona, 
vice-president; E. M. Baxter, In- 
dio, vice-president, Roy W. Orris, 
Long Beach, vice-president, and 
James A. Schofield, El Centro, 


treasurer. 


KELLOGG, TREASURER. 
LINK-BELT CO. 
At a recent meeting of the 


board of directors of the Link- 
Belt Co., 307 N. Michigan Ave.. 





RICHARD W. YERKES 


Chicago, Richard W. Yerkes re- 
signed as secretary - treasurer 
after a half century of service 
with the company. Harry E. 
Kellogg was elected to’ succeed 
him as treasurer. F. V. Mac- 
Arthur, formerly assistant secre- 





HARRY E. KELLOGG 


tary, was electéd secretary. Me! 
bourne P. Anderson, formerly 
general credit manager, has been 
appointed chief accountant to 
succeed Mr. Kellogg and C. W. 
Marum has been appointed gen- 
eral credit manager to succed Mr. 





Anderson. 
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YALE & TOWNE TRANSFERS 
ROLPH TO NEW YORE 
Because of conditions in Ger- 


many, Henry D. Rolph has been 
transferred to New York from 





HENRY D. ROLPH 


that country where he was gen- 
eral manager of the Velbert Di- 
vision of The Yale & Towne Mfg. 
Co., Stamford, Conn. Mr. Rolph 
will make his offices in Room 
1000, Chrysler Bldg., 405 Lexing- 
ton Ave., New York City. His 
title has been changed to director 
of sales and he will report 
directly to the president of the 
company, W. G. Carey, Jr. 


NEW SALES HEAD FOR 
KALAMAZOO STOVE 


Clyde Whitcomb has been ap- 
pointed sales manager for the 
Kalamazoo Stove & Furnace Co., 
Kalamazoo, Mich. He succeeds 
E. P. Wells. Mr. Whitcomb has 
been with the Kalamazoo organi- 
zation since 1928 when he joined 
the company’s staff as a furnace 
salesman. Later he became a 
branch superviser and manager 
of the New York division and 
then assistant sales manager. 

Hack Hilmert and Steele R. 
Sellers have been appointed as- 
sistant sales managers. Mr. Hil- 
mer, who has been associated 
with the company for six years, 
will continue his work in sales 
promotion and in addition will 
have greater contact with the 
branch organization. Mr. Sellers 
will devote his time to the de- 
velopment of gas and electric 
sales. 





SIMPLIFIED PRACTICE 
HICKORY HANDLES 


The current revision of Sim- 
plified Practice Recommendation 
R77, Hickory Handles, has been 
accorded the required degree of 
acceptance by the industry, and 
is to. become effective October 
15, 1939, according to an an- 


nouncement by the Division of 
Simplified Practice, National Bu- 
reau of Standards. The revised 
recommendation will be identi- 
fied as Simplified Practice Rec- 
ommendation R77-39. 

This recommendation is the re- 
sult of the industry’s efforts to 
conserve hickory by reducing the 
number of handle grades and by 
emphasizing the greater impor- 
tance of quality and utility fac- 
tors in the selection of handles 
as compared with that of appear- 
ance. The original recommenda- 
tion was approved by a general 
conference of producers, dis- 
tributors, and users in 1927, and 
was reafirmed in 1930 and 1935. 

The current revision provides 
one set of grades for both long 
and short handles, and reduces 
the number of grades from 11 to 
8. Provision has been made for 
red as well as white handles in 
AA and C grades, so that both 
are available in each of the 
major grade classifications—AA, 
A, B, and C. Definitions of 
blemishes and defects which con- 
trol the grade classification of 
handles have also been included. 

Until printed copies are avail- 
able, mimeographed copies of this 
Simplified Practice Recommen- 
dation may be obtained without 
charge from the Division of Sim- 
plified Practice, National Bureau 
of Standards, Washington, D. C. 


SCAIFE PROMOTED 
BY GENERAL ELECTRIC 


A. L. Scaife has been appointed | 


assistant advertising and sales 
promotion manager of the Gen- 
eral Electric Co.’s appliance and 
merchandise department. He will 
make his headquarters at Bridge- 
port, Conn. Mr. Scaife was for- 
merly in charge of advertising 





A. L. SCAIFE 


and promotion of G-E refrigera- 
tors and other products of the 
company’s specialty appliance 





division at Cleveland, Ohio. 
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The Established Name "Russell Jennings” 
Gives You a 


FIRM GRIP ON THE 
QUALITY BIT BUSINESS! 


THESE fine, hand-finished auger bits are so 
firmly established in the minds of cabinet 
and pattern makers, furniture repairers. 
skilled carpenters, and experienced amateur 
craftsmen that the simple carrying of a rep- 
resentative stock, and letting it be known. 
will command the quality bit business. 


Because it is so well recognized, the Russell 
Jennings sells without argument, brings a 
better price, yields you a better profit. If 
you haven’t the new catalog, send for one 
and bring your stock up to date. 






AUGER BITS 


THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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Yes sir, this new parlor game has young and old alike 
in stitches. For SCREWY is a great game. Simply pick 
up screws with your magnetized pole and may the 


best fisherman win! We've been making screws for | 


more than a century and figured that they could provide 
a whale of a lot of fun besides being useful. SCREWY’s 


popularity proves we were right! 


It's a magnet, too, to bring mew customers into your 
store and draw the old ones back. Packed in an attrac- 
tive four-color box. A real eye-catcher when displayed 


in your window. 


SCREWY retails for only $1.00 a set. Lost “men” can 
be replaced cheaply. Hardware dealers everywhere 
are cashing in on SCREWY. If your jobber cannot sup- 


ply you, order direct. 


EAGLE’S husky 04811 can take it! 
Fine for trucks and other vehicles 
needing maximum protection. Must 
be locked before key can be re- 
moved. Brass case buffed and lac- 
quered. Case-hardened steel shackle. 
Pin tumbler mechanism. Changes 
practically unlimited. Master keyed 
to order at slight extra cost. 





26 Warren St., New York 
521 Commerce St., Philadelphia 


NIGHT LATCHES + TRUNK LOCKS + €RONT DOOR SETS + 


EAGLE LOCK Co. 


General Oftices 


TERRYVILLE, CONN. 


Brench Offices 
179 N. Franklin St., Chicago 
114 Bedford St., Boston 





Pa 


STORE DOOR SETS 


PADLOCKS + CABINET LOCKS + WOOD SCREWS + STOVE BOLTS + MACHINE SCREWS 
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CHRISTOPHER J. PRENTISS 


Christopher J. Prentiss, 72, 
vice-president of the Van Camp 
Hardware & Iron Co., Indianap- 
olis, Ind., passed away Oct. 4. 





Cc. J. PRENTISS 


Mr. Prentiss, who had been asso- 
ciated with the Van Camp organ- 
ization for 21 years, succumbed 
to a stroke. He had retired from 
active participation in business 
two years ago because of failing 
health. 

Mr. Prentiss had been in the 
hardware business 52 years. He 
began as a traveling representa- 
tive in the South and later be- 


came associated with the Belknap | 


Hardware & Mfg. Co., Louisville, 
Ky., and the Simmons Hardware 
Co., St. Louis, Mo. He left the 
latter firm to join the Van Camp 
Hardware & Iron Co. 

He leaves his widow, Elia Love 
Prentiss, and two daughters. 


VICTOR ALLEN 
Victor Allen, vice-president of 
Bona Allen, Inc., Buford, Ga., 
passed away recently. He was 


57 years old and death followed 
a paralytic stroke. 


ROBERT A. LACKEY 


Sobert A. Lackey, vice-presi- 
dent of The Payson Mfg. Co., 
Chicago, IIll., and noted engineer. 
passed away recently. He was 71 
years old. At Purdue University, 
he’ was captain on the baseball 
and football teams, graduating in 
1891. That fall he became the 
first football coach at the Uni- 
versity of Illinois, and also found- 


| ed the Kappa Sigma fraternity 


there. He was later an instructor 
in the mechanical laboratory at 
Purdue. 

In 1892, Mr. Lackey went to 


Evanston, Ill., where he was as- | 


sistant commissioner of public 
works. From there he was sent 
to New York City as superin- 








| 


tendent of machinery for. Sooy- | 


Smith & Co., prominent engi 
neering firm. The next year he 
became engineer in River Forest, 
Ill.. and was special assistant 
commissioner of public works for 
the town of Cicero. 

In 1898 Mr. Lackey started 
a manufacturing business with 
Reinhard Anders, making hard 
ware specialties. Then in 1915 he 
merged with the Payson organ 
ization. His widow survives. 


HERBERT S. PRESCOTT 


Herbert S. Prescott, 56, vice 
president in charge of the eastern 
division for’ Pratt & Lambert, 
Inc., Buffalo, N. Y., succumbed 
to a heart attack, Oct. 7, at his 
home in Garden City, Long 
Island, N. Y. Mr. Prescott’s con- 
nection with the company began 
in 1906 when he became sales 
representative in the New Eng 
gland territory. In 1922 he was 
made district sales manager, and 
in 1925 sales manager of the 
eastern division. 

Early in January, 1928, Mr. 
Prescott was appointed resident 
manager of the New York office, 





H. S. PRESCOTT 


which position he held at the 
time of his death. He was 
elected to the company’s beard of 
directors in December, 1929 and 
on Jan. 28, 1939 was made vice 
president. 

He leaves his widow, Kath- 
erine, and two daughters, An 
villa and Lois Prescott. 


JOHN W. CULP 


John W. Culp, 58, president 
and treasurer ef the Standard 
Hardware Co., Gastonia, N. C., 
passed away Oct. 1. He leaves his 
widow and several children. 


HARDWARE AGE 
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WILLIAM F. DIESEL 


William F. Diesel, 62, who rose 
from a machinist to the presi- 
dency of Sargent & Greenleaf, 
Inc. Rochester, N. Y., passed 
away Oct. 10 at his home in that 
city. 

Mr. Diesel, had been 
ated with Sargent & Greenleaf, 
lock manufacturer, for more than 
40 years, starting as machinist 
and locksmith. He was general 





WILLIAM F. DIESEL 


manager as well as president at 
his death. A native of Wendel, 
Germany, Mr. Diesel had been 
in America since 1890. He at- 
tended Mechanics Institute and 
after completion of his studies 


associ- | 


| ware business in which his father 
had been engaged. The present 
partnership was formed in 1917 
by Fred A. and Charles O. 
Palmer after having been operat- 
ed under the name of C. O. 
Palmer Estate for years 
after the death of their father. 


some 


| 


S. PRATT CURTIS 

| S. Pratt Curtis, 65, hardware 
| merchant of Goshen, Ind., for 
many years died of a heart at- 
| tack, Sept. 18. He leaves .his 
widow, two sons, Claude R. and 
Joseph R. Curtis. 


GUSTAV ALBRECHT 


Gustav Albrecht, head of the 
Albrecht Hardware Co., 
Louisville, Ky., for 46 years prior 
to his retirement in 1926, passed 
| away Sept. 15. He was 88 years 
old. He leaves two sons, Gus, Jr., 
j}and Clarence Albrecht and a 

daughter. 


Sons 


CHESTER DUNBAR 


Chester Dunbar, associated 
| with the Hazard Gould Co., San 


| Diego, Calif., passed away re- 
jcently. He had suffered a heart 
| attack, Mr. Dunbar was _ build- 
ers’ hardware manager for the 


Gould organization. 


DAVID KOHSTALL 


went to work for Sargent & | David Kohstall, founder of the 
Greenleaf. | Kohstall Hardware Co., Elmwood 

He was elected vice-president | Place, Ohio, in 1887. passed 
and treasurer and in 192] was | away recently after a brief ill- 
chosen a director. Six years ago | ness. He was 87 years old. Born 
he was elected president. Mr. | in Hanover, Germany, Mr. Koh- 
Diesel was also vice-president of | stall came to this country as a 
Sargent & Keating, New York | young man. He was active in 
City. His inventions and lock- | civic affairs and served his city 
work and mechanisms have won| as mayor and treasurer. He re- 





him 25 patents. 

Surviving are his widow Te- | 
resa Lettau Diesel; two sons, | 
Norman F. and Richard H. Die- | 
sel, and two daughters. 


NICHOLAS S. FLOURNOY | 


Nicholas S. Flournoy, 57, sales- 
man for the Charleston Hardware | 
Co., Charleston, W. Va., passed | 
away recently after an illness of | 
several weeks. Prior to joining 
the staff of the Charleston Hard- 
ware Co., 10 years ago, Mr. Flour- 
noy was proprietor of the Flour- 
noy Hardware Co. at St. Albans, 
W. Va., for 12 years. 
his widow and a son. 


He leaves 


CHARLES O. PALMER 


Charles O. Palmer, 67, veteran 
hardware merchant of Corfu, 
N. Y., passed away recently. He | 
conducted the Palmer Hardware | 
store there. As a young lad he | 
had been interested in the hard- | 
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tired from active participation in 
the business in 1933, which his 
son, Joseph Kohstall, now con- 


ducts. 
In addition to his son, Mr. 
Kohstall leaves two daughters 


and four grandchildren. 





DAVID KOHSTALL 





MICRO-LITE 


4 STAR DISPLAY 


BIGGEST LITTLE MONEY MAKER 
IN THE POCKET FLASHLIGHT FIELD 


Meet MICRO-LITE — the tiny (3" 
small) vest-pocket flashlight that 
swept to a sensational sales success! 
Now Micro-Lite presents 4 fast- 
selling styles— for men, women and 
children — set up on this new com- 
pact colorful display of 12. Extra 
profit — because you make 66% on 
your investment. . 


* Small Space + Small Cost 
¢ BIG TURNOVER 





Forceful advertising in Esquire a 


Micro-Lite — and PROFIT! 
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other leading magazines and news- 
papers will make millions more 
Micro-Lite customers. Display 
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EDGAR F. DAVISON 
Edgar F. Davison, 82, hard- 
ware dealer of Peabody, Kan., 
for more than a half century, 
passed away recently. He en- 





EDGAR F. DAVISON 


tered the hardware business in 
Peabody in 1882 with the retail 
hardware firm of W. D. Butler. 
Later with F. H. Prescott, as 
partner, he became owner of this 
store, the partnership continuing 
until the death of Mr. Prescott. 

Mr. Davison was former mem- 
ber of the Kansas legislature. 
He was president of the First 
National Bank of Peabody for 
25 years. His widow and three 
children survive. 








S. VAN B. HUNTINGTON 


Samuel Van Bechten Hunting- 
ton, 86, retired president Edward 
Smith & Co., paint and varnish 
manufacturer of New Yozk City 
and a life honorary vice-president 
of the New York Board of Trade, 
passed away Sept. 20 at his home 
in Middletown, N. J. He was 86 
years old. His widew and a 
daughter survive. 





WILLARD W. PLUMB 


Willard W. Plumb, formerly 
treasurer of Burhans & Black, 
Inc., Syracuse, N. Y., passed away 
Oct. 6. He was 73 years old. Mr. 
Plumb entered the employ of 
Burhans & Black in 1884 and 
retired from active service in 1926 
after 42 years with the company. 
His widow, Mrs. Pearl V. Plumb, 
and a stepson, Robert V. Mid- 
daugh, survive. 





GEORGE L. CHANDLER 


George L. Chandler, associated 
with P. & F. Corbin, New Britain, 
Conn., in its New York office, 101 
Park Ave., passed away recently. 
Mr. Chandler, who was 67 years 
old, was a contract builders’ hard- 
ware salesman. 





A. G. THOMPSON 


A. G. Thompson, 57, proprietor 
of a hardware store at 4005 South 
Presa St., San Antonio, Tex., 
passed away Oct. 3. 





PITTSBURGH ASSN. STARTS DRIVE 
AGAINST DIRECT SELLING 


One of the opening guns in the 
Pittsburgh Retail Hardware As- 
sociation’s 1939-40 activities was 
the appointment by Otto Kossler, 
Kossler Hardware Co., associa- 
tion president, of a committee 
headed by Frank Hegner, Sewick- 
ley, Pa., to investigate retail sell- 
ing by wholesalers. In a brief 
report Mr. Hegner made several 
interesting points: 

Retailing by wholesalers takes 
from legitimate retail outlets 
some 9 per cent of their volume; 
too many dealers are guilty of 
courtesy discounts; people in 
high income brackets are the 
worst offenders in the matter of 
seeking courtesy discounts from 
wholesalers and retailers. Co- 
operating with Mr. Hegner is the 
Pittsburgh Chamber of Com- 
merce. 

At the opening meeting of the 
association, E. J. Warmbier, 
Pittsburgh sales and merchandis- 
ing expert, spoke on the ills of 
the hardware business and their 
cures: loss of volume; loss of cus- 
tomer, and loss of profits. His 





suggested cures were: recognize 


the human factor—be clean, neat, 


presentable, and well mannered 
when selling to women; have an 
artistic sense, make some part of 
your store very attractive and in- 
teresting to women customers; 
capitalize on the position of trust 
and prestige which the average 
man has in his community; ad- 
vertise; employ creative selling, 
give your customers reasons to 
buy that they had not thought of 
themselves; listen and learn from 
salesmen that call on you; quit 
acting from habit—think. Mr. 
Warmbier also remarked that to 
be successful, the hardware store 
must become a modified depart- 
ment store. 

The Pittsburgh association is 
sponsoring a course in merchan 
dising and selling hardware to 
be taught by Mr. Warmbier. The 
course is open to all hardware 
store owners and their employees 
and is free, the costs being born 
by the association and the Pitts 
burgh Paint Salesmen’s Club. 

The course is one of the many 
of this type operated under the 
money appropriated through the 
George-Deen Act. 


HARDWARE AGE 








The 
“le 


ture 


The 
dec 
son 
line 
der 
Slic 
inc 


C-| 


No 
pre 


fi 





oc 









‘rade, 
home 
as 86 
id a 


nerly 
lack, 
away 
. Mr. 
y of 

and 
1926 
pany. 
umb, 
Mid. 


R 


iated 
itain, 
, 101 
ntly. 
years 
hard- 


‘ietor 
outh 


Tex., 


ING 


neat, 
ered 
e an 
rt of 
d in- 
ners; 
trust 
rage 

ad- 
ling, 
s to 
ht of 
from 
quit 


it to 
store 
part 


n is 
han 
ep to 
The 
ware 
yees 
born 
itts 


1any 
the 
the 








Again for 1940! 


The outstanding mower of 1939 now becomes the 
"leader" for 1940 with the same advtinced fea- 
tures of design, operation and finish! 


The consumer of today is “quality-conscious and 
dealers all over the country have found the Clem- 
son C-17 to be the profit builder in their mower 
line. It leads the parade and, once seen and 


demonstrated, is easily sold. 


Slight improvements in design and finish have been 
incorporated in the 1940 model—and a modern 
C-17 Grass Catcher is now available. 


Note the features below—write us for details on 
promotion plans and dealer helps. 


Seven “firsts” pioneered by 
the Clemson Lawn Machine 



















1. Beautiful enduring finish— 
bright chromium plate and 
yellow baked-on enamel. 


2. No oil holes or grease cups 
—truns a lifetime without 
lubrication attention. 


3. One piece all-metal 
Handle with conven- 
ient cross member 
for carrying mower. 


4. Large steel Tie- 
Tube locked into 
wheel housings 

assuring perfect 

alignment. 


5.One piece Reel 
without blade riv- 
ets or shaft collars 
—free from all 
strains. 

6. Full adjustment of 
Bed-Knife through - 
a single hand-*% 
operated Knurled 
Knob. 

7. Roller adjusted 
for height of cut 
‘without tools by 

hand -operated 

Wing Nuts. 


The CLEMSON wre 


CLEMSON BROS., INC., Middletown, N. Y. 
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This SUPERLITE story... 
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IN COLLIER’S! 


Sells WABASH SUPERLITES 
in your own store... 


. » » When you tie-in with 
this Sensational Deal! 


° It’s the deal that created a sensa. 
tion in the electric lamp business, 
It’s a complete Light Conditioning 
Department for your store, yet 
takes up less than 114 sq. ft. floor 
space. Features all fastest-selling 
Wabash Superlite bulb sizes. In.. 
cludes Free all-metal display 
stand; Free electric bulb tester, 

6 extra 60-watt Superlite bulbs 

Free. Be sure to get full details 

from your jobber. Or write. 
Wabash Appliance Corp., 335 Car- 

roll St., Brooklyn, N. Y 


Copr. 1939, Wabash Appliance Corp, 


WABASH 
SUPERLITE 


THE MODERN LIGHT CONDITIONING BULB 
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Part of the group of more than 240 hardware dealers who attended the eighth annual hardware 
conference of the Southern California Retail Hardware Association. 


RETAIL STORE ARRANGEMENT DISCUSSED 
AT CALIFORNIA HARDWARE CONFERENCE 


More than 240 California hard- 
ware dealers attended the eighth 
annual retail Hardware Confer- 
ence of the Southern California 
Retail Hardware Association held 
at the Los 
Oct. 5. Maurice Hellman of the 
Hellman Hardware Co., Los 
Angeles, vice-president of the as- 
sociation, acted as chairman of 
the session. J. V. Guilfoyle, as- 
sociation 
“Store Hours and Arrangement 
Developments.” This was a plea 
for better displays; more chairs 
for women patrons; more cross 
displays; rounded corners on all 


secretary, discussed 


MORELAND, 20 YEARS 
WITH MAY HDWE. CO. 


On Sept. 18, the 20-Year Club 
of the May Hardware Co., 1818 
New York Ave., N. E., Washing- 
ton, D. C., inducted into member- 
ship its newest member J. Dil- 
mon Moreland, who had just 
completed his 20 years of con- 
tinuous service with the company. 

Mr. Moreland was born in 
Charles Town, West Virginia, and 
studied engineering at Washing- 
ton and Lee University. He 
joined the May Company im- 
mediately after the war. After 
several years of office sales work 
he joined the company’s city 
sales force. 

The 20-Year Club was organ- 
ized by the May Company about 





J. D. MORELAND 
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display tables and counters; and 


the need for grouping related 


| items for better selling. 


Clarence E. Lehmer, Alhambra 


told by Frank Mortenson, secre- 
tary of the Southern California 
Retail Drug Association. An 


| open discussion followed on what 


the association members could 
and should do about improving 


| windows, interiors, salesmen and 


| Hardware Co., Alhambra, spoke | 


Angeles Elks Club, | 
| Retail 


on the “Diversion of Trade from 


White, secretary of the Southern 


| California Retail Grocers’ Assn., 


told how the retail grocers are 
working with the “Trade Inde- 


a 
| pendent” movement. 


Retail druggists benefit greatly 


| through the existing Fair Trade 
| laws; just how they operate and | 
how the hardware trade could 


i profit by 


their experience was 


10 years ago and admits to mem- 
bership any employee who has 
been with the company continu- 
for that length of time. 
This year’s regular annual meet- 
ing was held at the Mayflower 


ously 


| Hotel, with a dinner and enter- 


tainment. Charles W. Clayton, 
club president, presided over the 
meeting, assisted by Howard M. 
Miles, club secretary. New of- 
ficers installed for the year were 
Arnold L. Burd, president and 
Fred J. Slagle, secretary. 


BROWN NAMED SECRETARY 
PITTSBURGH PLATE GLASS 

Howard B. Brown of Philadel- 
phia has been named secretary 


of the Pittsburgh Plate Glass 


| Co. Pittsburgh, Pa., succeeding 


the late Carl S. Lamb. 

Mr. Brown has been active in 
Philadelphia business and legal 
He has 
been associated with the Pit- 
cairn Co. since 1929. He is a 
director of the Pitcairn Co., C. 
H. Wheeler Mfg. Co., West Chel- 
ten Corp., No. 49 West 37th St. 
Corp., and the Pocono Manor 
(ssociation. 


circles for many years. 


Stores,” and Sam M. 


advertising. 
led the discussion. 

Francis F. Regan, sales man- 
ager for the Union Hardware & 
Metal Co., Los Angeles, gave a 
analysis of retail prices 
1915. The  association’s 


timely 


since 


| plan for employee compensation 


| insurance was presented by R. P.. 





Nall of the Industrial Indemnity 
Exchange. The concluding talk 
was the president’s message by 
H. L. Johnson, Orange. 


JERSEY SALESMEN PLAN 
DANCE, NOV. 26 


The Hardware and Allied 
Travelers Association, Inc., 786 
Board St., Newark, N. J., will 
hold its annual entertainment 
and dance Sunday evening, Nov. 
26, 1939, at the eRoger Treat 
Hotel, Newark. 





Secretary Guilfoyle | 


STATE LABOR LEGISLATION 
TO BE DISCUSSED 


(Washington Bureau 
of HARDWARE AGE) 


Secretary of Labor Perkins, 
whose department made a poor 
showing during the last session 
because of Congressional failure 
to enact any major labor legis- 
lation, has called on governors 
of the 48. states to appoint official 
delegates to attend the Sixth Na- 
tional Conference on Labor Legis- 
lation on Nov. 13, 14, 15. 

At last year’s meeting, the Secre- 
tary distributed copies of a model 
bill patterned after the Federal 
Fair Labor Standards Act and 
aimed at bringing all intrastate 
industries under wage-hour regu- 
| lation. In view of the failure of 
| state legislatures to enact the 
| recommended dove-tailing legis- 
lation, the department may aban- 
don the idea of pushing the 
model bill this year. It will, 
however, discuss progress and 
plans for the utilization of state 
labor departments for inspection 
under the Federal wage-hour law. 








PAINE CO. INCREASES 
DISTRIBUTORSHIPS 

The Paine Co., Chicago, IIl.. 
manufacturer of anchors for con 
struction and installations, elec- 
trical and building specialties, 
has appointed the following rep- 
resentatives: Wood and Anderson 
Co., St. Louis, Mo.; Warner 
Jones Sales Co., Cleveland, Ohio; 
Hamilton Hart, Atlanta, Ga., and 
H. W. Goetzinger of Pittsburgh. 

Harry P. Smith, Harry P. 
Smith Co., represents the Paine 
organization in the Minneapolis 
territory. Other representatives 
recently appointed are Robert 
Feeney, Kansas City, Nebraska, 
Iowa, and the western part of 
Missouri; Jack Miner, Detroit, 
Mich., who covers Michigan and 
the northern half of Indiana, and 
Herb Kaub of Denver, covering 
Colorado, Montana, Wyoming and 
| New Mexico. 








Top left, L. M. 
Wood, Wood and 
Anderson Co., St. 
Louis, Mo.; top 
right, Warner 
Jones, Warner 
Jones Sales Co.. 
Cleveland, Ohio: 
lower left, Hamil- 
ton Hart, Atlanta, 
Ga., and _ lower 
right, H. W. Goet- 
zinger, Pittsburgh. 
Pa. 
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Pratt & Lambert President 





Sees Business [mprovement 


Continued in general business ; links, an award for 10 years’ ser- 











rkins, Pees Ve. 
poor condition in the next few months | vice. 
pt was the keynote of an address by Salesmen of the eastern divi- 
siliawe Hi. E. Webster, president, Pratt | sion assembled at the Hotel 
legis. & Lambert Inc., Buffalo, N. Y., | Astor, New York City, Oct. 12 
rnors in opening the two-day meeting and 13. Various phases of 
ficial of salesmen of the company’s architectural and maintenance 
h Na- western division at the Drake otk te ihe aerate gaps ay 
Legis. Hated, Chicepe, ., Get. 2. C. B: | — Serene’ Be & SB. O'iiats, 
Sproule, vice-president in charge —— of the architectural ser- 
pecre- of the western branch made the nay reser gy me _ 
aa pee pete ere é Following the dinner, cuff links | 
eee — x —_ for 10-years’ service were awarded 
et Discussions at the sessions in- | to the following employees of the 
eas cluded the company’s advertising eastern division: W. F. Collins. 
mane. plans by W. P. W erheim, man- | W. G. Davey, R. A. O’Hara and 
sof ager of the paint division; selling | A. E. Werterling. 
“? plans and products under the | wee 
legis- direction of R. W. Lindsay, vice- | 
aban- president and general sales man- | ELECTRICAL APPLIANCE 
the ager, assisted by G. M. Breinig, | DLRS.-BKLYN., HEAR ABOUT 
will, and W. H. Lutz, technical di- | HOSPITALIZATION PLAN 
and rector; color and its application | Details of a group hospitali- 
state in modern decoration by W. C. | zation plan was discussed by 
ction Woodyard, manager of the archi- | Stephen A. Carr, Associated 
law. tectural service department, Chi- | Hospital Service, New York, 
cago, and color in architectural | N. Y.. before more than 100 
S and maintenance work by C. J. | members and guests of the Elec- 
Spaulding, general sales depart- | trical Appliance Dealers Associ- 
Ill. ment. At Buffalo the same pro- | ation of Brooklyn, at the Sep- 
eon gram was conducted Oct. 5 and | tember 28 meeting held in the 
elec- 6 with representatives of the | Columbus Club in Brooklyn. 
lties. company’s central, Canadian and | Plans for the Fall Exposition 
rep- industrial divisions. | to be held on October 25 at the 
son At the Chicago’ meeting | Columbus Club were discussed 
rner watches for 20 years’ service were | by Sol Scholder, vice-president 
hio: presented by Mr. Webster to R. | and chairman of the exhibit com- 
and J. Hora and A. A. Wagner of the | mittee. Sales volume of $100,000 
irgh. Buffalo factory. R. B. Mather, | has been established as a goal 
P. central sales division received a | for the show. A market survey 
aine pair of specially designed cuff | among members is to be made 
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president of the Bigelow & Dowse Co., addressed the meeting. 
Meier, secretary of the New England Hardware Association. 
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of 


interest so ex- 


the lines 
of most 
of these 
present at the exposition. 

Bert Albert, Bert's 
Brooklyn, was appointed chair- 
man of the membership commit- 
President Magno. The 
president also urged dealers to 
file promptly, reports cam- 
paign radio sales with the Edison 
Co. in 
share 


determine mer- 


lines may 


tee by 


on 


order to receive greatest 
in the pool participation. 
dealers must finance 
campaign, he recom- 
in extension of 
credit. Some difficulty is being 
experienced in securing campaign 


sales 


in this 


| radio deliveries and Edison Co. 


| cancellations 
|} some 


| file 


is co-operating by turning their 
share over to dealers. Customer 
were reported by 
dealers. 

Thomas W. Bolger, executive 
secretary, stated that a complete 
of the correspondence with 
Metropolitan Life Insurance 
to be submitted to the 
State Department of Insurance. 
A number of “skips” were lo- 
cated for members, and a fake 
collector caught. George W. 
Magno, president, presided at the 
meeting. 


the 
Co. 


Is 


SOCIAL SECURITY CHANGES 
EXPLAINED IN BOOKLET 
“1939 Social Security Amend- 

ments Explained” is the title 

a new booklet published by Pren- 


of 


tice-Hall, Inc., 70 Fifth Ave.. 
New York City. The price, per 
copy, is 50 cents by mail. 


400 AT BIGELOW & DOWSE TRADE SHOW 
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MISSOURI DEALER 
WANTS CATALOGS 
R. T. 
| the Armstrong 
Nevada, Mo., 


Armstrong, proprietor ol 
Hardware Co.. 
wishes catalogs 
| from manufacturers and whole 
| salers general hardware, 
stoves, and implements. Mr. Arm- 
strong recently reopened his store 
new location at 124 Cedar 
former having 


on 


in a 
— location 


been razed by fire. 


his 


SPONGE INSTITUTE WARNS 
AGAINST CERTAIN PEDDLERS 


The Sponge Institute, Washing- 
ton, D. C., has requested its 
members and their salesmen to 
report all instances observed of 
peddling sponge and _ chamois 
without a license. These ped- 
dlers are said to represent them- 
selves as selling directly from 
the source of supply and trying 
to persuade buyers that they are 
getting something for nothing. 
It is reported that cash is usually 


demanded; there is no redress, 
and the values for the greater 


part are not as good as could be 
purchased from a reliable regu- 
lar dealer. 

The Institute has asked it be 
informed of the name of such 
peddlers and license number of 
their cars or trucks. This re 
quest, it is pointed out, does not 
apply to bona fide “wagon ped 
dlers” who cover their routes 
regularly from a fixed address 
and are responsible distributors 





of the merchandise they handle. 


More than 100 hardware men from all parts of New England met at the Boston City Club, Boston, Mass., for the National Hard- 
ware Store Meeting sponsored by the Bigelow & Dowse Co., wholesale hardware firm of that city. 
displayed in 45 exhibition booths, and an innovation was a Toy Show, conducted as a separate exhibit feature. 


Holiday merchandise was 


I. S. Dillingham, 


Other speakers were J. M. Kennedy, sales manager, and H. A. 
A banquet and entertainment brought the event to a close. 
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S. S. BRYAN, president 
of the United Hardware & 
Supply Co., Inc., Titusville, 
Pa., celebrated his 77th birth- 
day on April 17 and has been 
in the hardware business for 
63 years. Born in Pittsburgh 
in 1862, Mr. Bryan entered 
the hardware business in 1876, 
his first business connee- 


Hardware Co., Pittsburgh, Pa., 
wholesale hardware distribu- 
tors. He remained with that 
firm for six years and, judg- 
ing from his comments, his 
association with that organi- 
8. S. BRYAN zation must have been an ex- 
. tremely pleasant one. In 1884 
he severed his connections with Logan-Gregg and went to 
Titusville to engage in business for himself. He formed 
the company of which he is president in 1902 afd 
bought out the stores of Seep Bros., Oil City, and Palace 
Hardware House. Mr. Bryan is a director in the local 
bank and was president of the Titusville Hospital for 23 
years. He says he has‘tio hobby, but we shrewdly suspect 
that he has one and that itis the hardware business. 


14% 





tion being with Logan-Gregg «, 





Hardware Age 
Fifty Year 
Club 


WALTER A. DOW, vice- 
president of Chandler & Farqu- 
har Co., Boston, Mass., distrib- 
utors of mill supplies, is 81 
years of age and has spent 63 
years in the hardware and mill 
supplies business, 46 of which 
have been with the same firm. 
Mr. Dow was born on April 29, 
1858, and entered the hardware 
field in September, 1876, when 
he became identified with A. J. 
Wilkinson & Co. of Boston. He 
remained with that firm for 17 
years and on July 24, 1894, WALTER A. DOW 
joined the forces of Chandler ~ 
& Farquhar Co. Of the 46 years spent with the firm, 15 
were spent upon the road and the remainder in the com- 
pany’s headquarters. Mr. Dow held public office for three 
years from 1904 to 1906 when he was an alderman of 
Somerville, Mass. His hobby is an excellent one. It’s 
selling merchandise. 


CARL J. PRINZLER, di- 
rector of the Vonnegut Hard- 
ware Co., Indianapolis, Ind., 
and manager of the firm’s 
manufacturing division, cele- 
brated his 69th birthday on 
June 6, 1939, and will shortly 
complete his 52nd year in the 
Vonnegut Hardware Co. Mr. 
Prinzler’s first position was in 
1886 with Lilly, Stalnaker of 
Indianapolis, but on Nov. 1, 
1887, he became identified 
with the Vonnegut Hardware 
Co. He has remained with 
that firm ever since. He has 
never been identified with pub- 
lic office but is a member of 
the: Indianapolis Merchant’s 
Association and the ‘Indianapolis Athletic Club. His hob- 
biés are in the-field ‘of sports-and fishing and golf help to 
keep in condition’ wheh he is away from business. 


CARL J. PRINZLER 
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How Relief Kills Jobs 


YOME 21,000,000 Americans are 

supported by relief of one form 

or another. It’s a dead weight that 

no nation can long stagger under. 
When will it end? 

Ever since the Federal Govern- 
ment assumed this new responsibil- 
ity the answer has been: “When 
private industry reemploys these 
people. That answer seemed to be 
the last word. Actually, it would 
be more reasonable now to say that 
private industry will be able to em- 
ploy the unemployed when the re- 
lief pressure has been lightened. 

In the beginning unemployment 
created relief. But relief, in turn, 
has created more unemployment. 
Writing in Nation’s Business, J. 
Gilbert Hill explains this sequence. 
A wheat producer and a cotton pro- 
ducer find they can make more by 
working for the Government than 
by farming. Thus both become “un- 
employed.” Formerly they supported 
each other and the Government by 
each producing something to be ex- 
changed for what the other pro- 
duced. When millions quit produc- 
ing wheat, or cotton, or steel, or 
shampoos and became dependent on 
government their productivity ended 
and with it other jobs that it had 
helped create. 

The times call for plain talk on 
relief. It is filching the savings of 
every man and woman. It can be 
ended—not by starving anybody, but 
by making relief less attractive to 
the recipient’ by comparison with 
jobs. More work and smaller hand- 
outs, wages in keeping with the 
value, if any, of the relief “work” 
performed. Finally, by taking the 
profit out of relief for interested 
politicians, through withholding the 
vote from paupers, as every state 
has the right to do. 


Tour Planning 


A tour-planning service to near- 
by towns is offered by the busi- 
ness men of St. Joseph, Mo., and 
‘t is developing a great deal of 
good will. For example, if a 
group of club women in a small 
town wish to come to St. Joseph 
to make an inspection of certain 
institutions, the tour 
planning service agency will out- 
line a complete itinerary for the 
club, in keeping with the purpose 
of the visit. Groups and schools 
especially take advantage of this 
kind of service. 


plants or 
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YOUR HAN Ds! 


General Electric Clocks are styled and 
priced to move out of your hands and into 
your customers’! That's why General 
Electric Clocks are America’s fastest-selling 
line of electric clocks! And that’s why smart 
retailers, everywhere, are promoting G-E 
Clocks! 

Right now, General 
the hottest set-up in 
business—22 brilliant new models—a bar- 
rage of national magazine advertising —and 
a hard-hitting, spot merchandising display 
that’s the smash hit of the industry! 
Here’s a complete merchandising program 
that’s geared to take time off your hands! 
Take advantage of it! Place your order 
now for your sample requirements of the 
new G-E Clock models. There’s a whole- 
saler near you who stocks them. If you do 
not know his name, write us. 


GENERAL ELECTRIC COMPANY 


APPLIANCE AND MERCHANDISE DEPT. 
BRIDGEPORT, CONNECTICUT 


Electric offers you 
the electric clock 


GENERAI Ge ELECTAIS 


“ISLAND OF PROFIT’ DISPLAY 


A smash hit! Only 16 inches in base 
diameter. Holds nine clocks. Durable 
Presdwood and metal construction. 
Richly colored in maroon, gold and old 
ivory. Felt-protected base. Be sure your 
G-E Clock Wholesaler reserves one for 
you. Write him for details. 


BALLARD—A brilliant 
new metal-framed occa- 
sional clock that gloriously 
radiates the color and 
charm of natural gold. 
Cream-white dial. Model 
4H-78. List, $6.95. 


WAREHAM-—-A striking 
ly beautiful occasional 
clock superbly mounted in 
genuine white onyx. Model 
4H-88. List, $12.50. Also 
available with alarm 
movement, Model 7H-104. 
List, $14.95. 


AMHERST—A graceful 
silent tambour clock of 
dignified appearance. 
Brown mahogany finish. 
Dial: Cream with black 
and gold-colored numerals. 
Model 4H-10. List, $9.95. 
Also available with gong 
strike, Model 6B-08. List, 
$14.95. 


MORNING GLORY—An alarm clock in 
lustrous Butler Nickel case. Model 7H-106. 
List, $4.95. Also available with illuminated 
translucent dial. Model 7H-106-K. List, $5.95. 


SAMSON—An inexpensive silent clock of 
impressive size. Rich brown plastic case. 
Model 4H-76. List, $5.95. Also available with 


bell strike, Model 6B-04. List, $9.95. 


GENERAL (%) ELECTRIC 
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and junior partner, Frank, are seated in the 

living room of the Stinson home in a small 
New England city. It is in the early evening and 
father and son are reading with a bridge lamp be- 
tween them. John folds his evening newspaper, 
leans back and loses himself in thought. Frank keeps 
turning the pages of the Oct. 5, 1939, issue of 
HARDWARE AGE. 


Bie STINSON, hardware dealer, and his son 


JOHN: Frank, | wonder what’s going to come of 
this war business. I’m free to confess it’s got me 
guessing. Say, does that issue of HARDWARE AGE 
say anything about the effect the war will have on 
prices ? 

FRANK: Plenty, Dad. I’ve just finished reading 
the views of some of the leading hardware manu- 
facturers and jobbers. Name of the article is “Cur- 
rent Price Trends” and it tells plenty. Most of the 
leading firms are taking a sensible viewpoint of 
things. They’re advising us dealers not to become 
panicky and most of the manufacturers seem to be 
holding prices pretty steady. Of course, they say 
that increases in the prices of raw materials may 
cause increases but they are safe and sane in their 
attitude on the subject. Sum up their opinions and 
those of the jobbers in a single word and that word 
would be “conservative.” I'll give this publication 
credit. It certainly found out what we wanted to 
find out in short order. Read those opinions, Dad. 
They’re well worth reading. 


JOHN: Swell chance I have to read anything in 
that magazine until three days after it comes to the 
the store. You always manage to hold on to it until 
you've read it from cover to cover. Give you credit 
though, you show good judgment in doing it. Say, 
what’s the matter with this light? 

FRANK: Looks to me as though it was a bit be- 
hind the times. Just a case of insufficient illumination 
that’s all. Isn’t powerful enough—case of sending a 
boy on a man’s errand. Read that article on “New 
Lamp Merchandising Ideas That Build Business.” 
It’s the answer to a father’s prayer. Then after you’ve 
read it, suppose we look at some of those new lamps 
we got last week and set an example to our cus- 
tomers by practising what we preach. Read that 
article, Dad. You'll find out more about lamps in 
20 minutes than you ever knew before. 


JOHN: The same answer still holds good. How 
can I read it when I can’t get my hands on it? What 
else is in that issue? 
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FRANK: Well, there’s an article about A. J. Kahle 
& Son of Granite City, Ill., that’s worth spending 
some time on. Tells how the firm remodeled its 
store, emphasized merchandise that appealed to 
women and increased store traffic to the extent of 
75 per cent. 

JOHN: Gosh, 75 per cent’s some increase in any 
man’s language! Well, if you want to do business in 
any line these days you have to appeal to the ladies. 
Holds good all the way from hardware to Holly- 
wood. What else? 


FRANK: Well, here’s another about the Schlafer 
Supply Co. of Appleton, Wis. They played up the 
giftwares idea for all that it was worth. Installed a 
separate “gift nook,” advertised and did some really 
important business. Then there’s an article by 
Saunders Norvell on “The Building Situation” that 
gives the “low down” on why there aren’t so many 
new homes being built these days. After you read 
that article you'll realize that the only good rackets 
in this country are the ones we hear at football games 
and on the Fourth of July. As Mr. Norvell says, the 
high costs of labor and material are killing the goose 
that lays the golden egg. 

JOHN: Didn’t I read something in the Sept. 21 
issue that said that the course on “Taking the Mys- 
tery Out of Builders’ Hardware” was going to end 
soon? 

FRANK: You did and it’s ending in this issue. 
That series has been running for about two years 
‘and a half. But I must say that it’s been worthwhile. 
I’ve read every chapter and I’ve learned a lot about 
builders’ hardware I never knew existed. It also 
says that the entire series will appear in book form 
in the near future and that the price will be an- 
nounced in the Oct. 19 issue. That’s one book I’m 
going to get. 

JOHN: Yow d better get it, for if you don’t, I will. 
That will be a mighty fine reference book for any 
hardware store to have. Wish I’d had something 
like that when I first opened up in business for my- 
self. I had to get my knowledge the hard way. No 
ready-made courses for us in those days. Tell you 
what, Frank, the young fellows in the hardware 
business are certainly getting a break these days and 
if they don’t learn the business it will be due to the 
fact that there’s something lacking in their makeups. 
Now, Frank, you’ve looked at HaRpwarE ACE long 
enough. I want to see “What’s New.” Give! 


Frank hands over the issue to his father. 
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ENCLOSED 


Your customers will not need to be “high-pres- 
sured” into buying Greenlee Spiral Screw Drivers. 
Just let them see for themselves the advantages 
of being fully enclosed. It won’t take long to 
find that dust and dirt can’t get in, that oil can’t 
get out, and that it is impossible to pinch the 
fingers between the bit chuck and the body of 
the driver. 


Note the illustration to the left. Here the 
driver is fully extended, yet the spiral is entirely 
covered. Note, also, that this arrangement pro- 
vides an unlimited grip for the guiding hand, 
and that the shifter button is next to the handle, 
where it is easily operated with the thumb. 


There are a number of other reasons why 
Greenlee Screw Drivers are easy to sell and why 
they make satisfied customers. Let us give you 
the whole story. Write now and mention the 
name of your jobber. 





Greenlee Tool Co. 


1715 Columbia Avenue 
ROCKFORD, ILLINOIS, U.S.A. 
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THAT WOMEN WILL LOOK AT 19,000 DIFFERENT 








DRESSES BEFORE THEY PICK ONE OUT.... 











NOTHING BUT 


BISSELL 


PLEASE! 


_.. YET FOR A CARPET SWEEPER THEY'LL 





CHOOSE A B/ISSELL WITHOUT A SECOND LOOK? 








Crerybuday puchites 


HERE'S WHY: 


The strongest force in the world leads women 
to Bissell carpet sweepers. Makes up their 


mind for them... 


It is the force of good advertising, intelli- 
gently conceived and consistently applied. 
This year more than 123 million advertising 
messages appearing in the country’s leading 
magazines, are all directed toward getting 
housewives into your store to buy your Bissell 
sweepers. 

With this powerful sales support—and the 
generous profit you make on Bissells—it will 
pay you cash profits to display Bissells 


prominently in your store, to have your sales- 


Bissell, 


people push them. 





BISSELL CARPET SWEEPER COMPANY 


GRAND RAPIDS, MICHIGAN 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims—New Packages—New Colors—Catalogs 


Musical Door Knocker 


Turn of handle sounds double chime 
tone. Brass knob and escutcheon plate 
matches all colonial brass hardware. 


| Deer K ocher 


Easily and quickly installed in center 
of door panel or through thickest door 
jamb. Adjustable shaft, 7% in. long, 
fits all thicknesses. Wood display stand, 
8 by 5 in. and approximately 10 in. 
high is available at 35 cents net. Ivory 
wrinkle model is standard mounting 
on display but stock may be ordered 
otherwise. List price of musical door 
knocker is $2.95. NuTone Chimes, Inc., 
Chird and Eggleston Ave., Cincinnati, 
Ohio. 


“Stay-On” Safety Nut 


This self-locking nut, simple in design 
has an automatic and positive locking 
action and does not depend upon spe 
cial threads, springs, pins, or other extra 
parts. Locking portion of the nut con- 
sists of a raised crown section, slotted 
perpendicularly to the axis of the nut. 
Chis section is distorted so as to form 
an elliptical ring section resulting in an 
integral part of the nut with a smaller 
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diameter at two diametrically opposite 
points than the bolt or screw on which 
it is applied. Nut is double heat-treated 
to give the crown a permanent set and 
tough, resilient spring characteristic 
upon which the locking action depends. 
When applied, the nut spins on the bolt 
until the threads meet the locking 
crown. The nut is then wrenched on. 
forcing the crown to assume the circu- 
lar cross section of the bolt. Gripping 
action on the bolt produces the friction 
necessary to prevent the nut moving 
on the bolt. Nut said to remain locked 
in any position on the bolt. Maker 
states because of nature of material 
used, the nut can be applied repeatedly 
without loss of locking action and with 
out harming the bolt threads. Nut can 
be applied to any standard thread bolt 
without any special tools and it can be 
made out of aluminum and its alloys, 
brass, bronze, and stainless steel. The 
Lamson & Sessions Co., 1971 W. 85th 
St.. Cleveland, Ohio. 


100-Mile Pedometer 


Has a_ pendulum-like arm which 
swings to the rhythm of the stride, 
ticking off the steps as a watch ticks 
off the seconds. Maker states every step 
taken by the wearer is vegistered. Re- 
quires no winding. Hooked on belt or 
pocket by means of specially designed 
crown. Hand can be set backward or 
forward. Smaller dial registers total 





number of miles walked over a period 
of days up to 100 miles. Pedometer can 
be adjusted for a long or short stride. 
Case is nickel-finished. Suggested re- 
tail selling price, $2.50; dealer’s cost, 
$1.65. The New Haven Clock Co., New 


Haven, Conn. 


“Velzon™” Powdered Graphite 


Available in a 10-cent tube on an 
individual display card as illustrated or 
counter display cards holding six or 12. 


GSE GRAPHITE INSTEAD OF A MESSY OIL CAN 


Reet wil 7m 
Re ist 


JILESS GREASELESS LUBRICATOR 
AERIFORM GRAPHITE (\Vitjonigad) 


FREEZES AT 400° BELOW TERO 
WITHSTANDS 6900 DEGREES OF HEAT 
HANDY TYPE BLOWER. 
ful, OUT WIRE AND "PUFF PUFF” YOU BLOW VELZON 
ON ANY PART THAT NEEOS LUBRICATION 


SAFER THAN OfL AND STAYS PUT 
















PURE POWDERED GRAPHITE 





“Velzon” graphite, according to the 
maker, by a special method is processed 
into microscopic microns, about 50,000 
particles to the point of a needle and 
is so fine it can be used on the most 
delicate of instruments. General Util- 
ities Co., 140 W. 42nd St., New York 
City. 


Utility Vise 

For household and garage. Maker 
states this line of vises features: stream- 
lined appearance, proper weight distri- 
bution, and sturdy construction. Five 
vises in the line. Three low-priced units 
are: 3-in. stationary; 3-in. swivel, and 
3%-in. swivel. Two quality units are 
the 3%4-in. swivel and the 4-in. swivel. 
The Charles Parker Co., Meriden, Conn. 
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**Flex-Seal”’ Pressure Cooker 


This new type of cooking utensil, 
according to the manufacturer, cuts 
fuel bills in half in most instances, 
may be used with any type fuel, and 





cooks foods in one-fifth the time ordi- 
narily required—asparagus, less than 
l min.; green peas, | min.; carrots in 
2 min., and “tenderizes” toughest meats 
in 35 to 40 min. Meats and vege- 
tables are also said to retain their full 
flavor and valuable vitamin and mineral 
salt content. ‘Flex-Seal” requires use 
of a very little water and only a mini- 
mum amount of heat after pressure is 
reached. With a turn of the wrist 
the cover, of flexible stainless steel, is 
on “steam-tight,” automatically. There 
is no steam gage. When steam reaches 
15 lb. pressure a weight on the vent 
pipe automatically lifts and permits the 
escape of the excess steam. When cook- 
ing is over, cover cannot be removed 
until all the pressure is gone, which 
eliminates danger of scalding by steam. 
“Flex-Seal” is made in aluminum and 
stainless steel models. Latter has “Sorb- 
heet” bottom which is said to eliminate 
“hot spotting,” warping, and to spread 
heat evenly. Made in 1, 2, 3, and 4-qt. 
sizes. Vischer Products Co., Merchan- 
dise Mart, Chicago, III. 


Padlock Display Stand 


Display has, as a background, a full 
cut-open view of the locking mechan- 
ism. Displays are collapsible and can 
be packed in the top of each container 
holding 12 locks, this insuring dealer a 





fresh display stand each time he receives 
a shipment of locks. Two collapsible 
pockets hold two locks taken from 
stock. Chicago Lock Co., 2024 N. 
Racine Ave., Chicago, Wis. 


Huenefeld Fall Sead 


The Huenefeld Co., Cincinnati, Ohio, 
has issued a new fall goods catalog of 
52 pages devoted to the following lines: 
circulating kerosene room heaters; elec- 
tric oven and hot plates; coal circula- 
tors and oak heaters; coal ranges and 
stoves; gas ranges; woodheaters (“Blu- 
Hot”) ; stove pipe and elbow; stove ac- 
cessories; stove hardware; furnace 
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smoke pipe; furnace cement and insulat- 
ing materials; enamels and stove pol- 
ishes; oil stove and range wicks; cast 
hollow ware; galvanized ware; bed 
springs, and floor coverings. 
“Boston Beanery” Display 
This varnished, six-color lithographed 
counter display for the Naxon “Boston 
Beanery” is 1842 in. high, 15% in. 
wide; inset depth, 7 in.; inset height, 
8% in., and inset width, 8% in. wide. 


The “Boston Beanery” is an electrified 





crock for baking beans by the “slo- 
baked” process. Naxon Utilities Corp., 


2101 W. Walnut St., Chicago, Tl. 


Range Action Display 

This action window display, repro- 
duced in four-color lithography provides 
the illusion of a camera man_ photo 
graphing a celebrity as the lamp in the 
flash-reflector lights up the 1940 Estate 
gas range. Figures are life-size. Display 
helps announce the 1940 line that marks 
Estate’s entry in the low-price gas range 
field. Side card also calls attention to 


the new “Air-Flow” oven, highlight fea- 
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Sander-Grinder 

Model BB-10. Said to operate at a 
higher belt speed; to have more power; 
balanced four ways; easier to handle: 
to obtain a true finished surface and 





to avoid spoilage. A double fan and 


ample power is provided to make the 
dust collecting system more effective 
Ventilation has been improved to ob 
tain a cool operating unit. Belt change 
is expedited by the new lever control. 
Correct tension on the belt at the new 
high speed is maintained automatically 
in this model. These sander-grinders 
are used on wood, metal, stone, glass. 
plastic materials, etc., for manufactur 
ing, finishing. maintenance, and repair 
ing operations. Porter-Cable Machine 
Co.. Syracuse, N. Y. 


ture of this line. A charge of $7.50 is 
made to dealers for the complete display. 
including electrical connections, half of 
this amount being chargeable to the 
dealer’s cooperative advertising allow 
ance fund. As an introductory offer, the 
display is given free of charge to deal 
ers who place an initial order for no 
less than six ranges in the 1940 range 
line. The Estate Stove Co., Hamilton. 
Ohio. 
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Hotpoint Ranges 


“Exposition” model, RB12, and 
“World’s Fair” model, RC7. Latter is 
39 in. wide, finished completely in 
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porcelain enamel, with acid-resisting 
porcelain enamel finish on cooking top. 
Snap-on type switch buttons and stream- 
lined door and drawer handles are of 
black molded “Textolite.” Cabinet base 
has a spacious utility drawer. Two util- 
ity and one giant-size “Hi-Speed,” 
“Select-A-Heat” (five heat) Calrod 
units, and the six-quart thrift cooker, 
provide for every type of surface cook- 
ery. In the oversized directional heat 
oven, two units provide five different 
heats for every baking, roasting or 
broiling need. The “Exposition” range 
is 36 in. wide. It is a full-capacity 
model for the small, modern kitchen. 
Oven door, switch panel, drawer panel 
and cabinet panels are finished in white 
porcelain enamel; cooking top is fin- 
ished in acid-resistant porcelain enamel, 
and the balance of the range, interior 
and exterior, except oven, is finished in 
white Calgloss baked enamel. Switch 
buttons, door and drawer handles are 
of molded black “Textolite.” On its 
cooking surface, range has one “Select- 
A-Heat” Calrod unit, two “Hi-Speed” 
Calrod units, and a six-quart thrift 
cooker. Full-size, directional heat oven 
is fully automatic. Generous extra stor- 
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age space for utensils is provided in the 
cabinet base, which has easy-swing 
buffet type doors. Edison General Elec- 
tric Appliance Co., 5600 W. Taylor St., 
Chicago, Il. 


“NuTYP” Vise 


Revolving jaws and base permit any 
shape of work held at any angle. Jaws 
do not interfere with each other. Holds 
large or small rounds in any position; 
has three different sets of jaws. Over- 





hang of jaws permits work to be held 
clear of bench. Has adjustable collar 
at end of slide. Can be bolted to drill 
press table to drill holes at any angle. 
Sawyer Foundry & Machine Works, 
Oswego, N. Y. 





*“GuildSander” Display 


An attractive and useful counter 
stand is being furnished for the “Guild- 
Sander.” Built of cast iron, with a 
rich. dark brown crinkle finish, it is 
constructed with 9-in. circular base 
upon which is connected a bracket for 
holding the “GuildSander.” Bracket is 
mounted on a ball bearing that allows 


Guild¢ der 
<Sa 





the sander to be turned completely 
around for inspection, without lifting. 
Ease of abrasive belt change may also 
be demonstrated while the sander is 
mounted. Electric cable may be 
plugged in and the machine run if de- 
sired. Attractive sign bracket, finished 
to match the stand, mounts on top of 
the sander. Display cards fit into a 
groove in the holding bracket. Signs 
are printed in colors on both sides and 
new.cards will be sent frequently for 
replacement. Base of stand is covered 
with felt. Syracuse GuildTool Co., 1720 
No. Salina St., Syracuse, N. Y. 








Cory Line 
The new line of Cory glass brewers 


as introduced in the new Cory catalog 
is based on three models, a 4-6 cup, a 


hE 0-1? cur 


7-8 cup, and a 10-12 cup. Each size 
supplied in two styles of fittings. Han- 
dle, hinged decanter cover, two table- 
spoon measuring cup, and dual purpose 
stand and cover for upper glass are pro- 
vided in matching ensembles of gleam- 
ing black Durez or distinctive ivory-tone 
Bakelite. All this equipment is stand- 
ard. These models incorporate new fea- 
tures such as wide-neck decanters which 
freely admit the hand for easy cleaning, 
streamlining, which reduced height 
about 114 in. and results in steadiness; 
accurate placing of platinum strips to 
serve as a gage to capacity. All models 
have the new glass rod filter and nearly 
all also provide the “Fast-Flo” filter. 
Glass Coffee Brewer Corp., 325 N. Wells 
St., Chicago, IIl. 


Revolving Steel Bin 
“Spin-A-Bin” is a revolving assembly 
of welded steel bins, all in one compact 
unit. Space is provided for a ticket on 
the front of each compartment or a 
specimen may be wired to the front. 
Available in a unit contains 24 bins, 
each 3 by 3 by 2% in. or 24 bins each 
4 by 3 by 3 in. In either model a dou- 
ble width bin can be substituted for 
any pair of single width bins. Bins 
are of 26-gage steel, spot welded and 
finished in green. Noggle Products Co., 
Jackson Rd., Ann Arbor, Mich. 
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Tumbler Clothes Dryer 


Utilizes electric heat. Clothes are 
tumbled slowly about through pools of 
clean, warm air by action of a revolving 





cylinder. Cascading motion tends to 
make clothes soft and fluffy. Maker 
states clothes will be damp dried in 
approximately 15 minutes, and articles 
such as towels can be completely dried 
in from 35 to 45 minutes. Capacity of 
drying cylinder is seven pounds of dry 
clothes. Cabinet is 38% in. high, 33% 
in. wide, and 27 in deep. Finished in 
two coats of white baked enamel. Con- 
sumes 4600 watts per hour and has a 
rating of 220 volts, 21% amperes. Cyl- 
inder is driven by a one-quarter hp. 
G-E motor. Suggested list price, $129.95. 
General Electric Co., Bridgeport, Conn. 





“Silentaire” Conditioning 


This electrically-operated window ven- 
tilator provides ventilation, circulation, 
cleaning of air, elimination of outside 
noise, and comfost cooling by natural 
methods, according to the manufacturer. 
Motor-driven fans assure an ample sup- 
ply of outside air under all conditions. 
A rheostat permits variation of fan 
speed. Easily-adjusted damper regulates 
volume of outside air admitted. Ad- 
justable louvers permit direction of air. 
Room air either is exhausted through 
transom or drawn into the “Silentaire” 
unit where it is mixed with fresh out- 
side air, and is recirculated. To enter 
the room, air must pass through a spun 
glass filter, which also prevents insects 
from passing into the room. “Silent- 
aire” said also to reduce outside noises 
and prevent inside sounds from passing 
out. May be used in conjunction with 
water-cooled, condenser type unit cool- 
ers, and may be used in combination 
with air exhaust duct systems. Easily 
installed without change in present win- 
dow conditions. Berger Mfg. Co., Div., 
Republic Steel Corp., Canton, Ohio. 
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OLIVER PRODUCTS 
INCLUDE: 


Pole Line Material 










A GOOD BOLT AND NUT 
SPECIFICATION ANY TIME— 
ANY PLACE—FOR ANY JOB. 


When you need stock replacements in double 
quick time, contact OLIVER. We maintain a 
complete line of standard sizes and lengths ready 
for immediate shipment, the year around. Blanks 
are also carried in stock for quick manufacture of 
unusual lengths. 










Bolts 
Nuts 
Rivets 

















A New Chance for Profits 


with Parsons’ Slate and 


Asbestos Cutters 


Portable... Efficient... Light Weight 
...Low Priced... 
Pays for Itself on the First Job 


Carpenters, Contractors, Roofers . . . in fact 
all mechanics . . . have use for Parsons’ Slate and 
Asbestos Cutters. 

Light in weight . . . only 5!/2 Ibs... . they are 
portable and extremely simple in operation. Cut 
slate and asbestos shingles quickly and easily, any 
length or width to conform to all angles of Val- 
leys, Hips, Starters, End Row Pieces, Notches, etc. 

Measures 18" long, 3!/2" high, -1" to I'/2" wide. 
May be carried in tool kit and actual cutting done 
on roof or scaffold. 

Slate cutter takes all slate up to 1/4” thick . . . Asbestos cutter, all asbestos 
shingles and siding up to 3/16" thick. Have malleable iron frame and cadmium 
plated, drop forged, steel cutting blade, carefully heat treated. 


Prices boxed for Shipbment— 


hi I I a dscns cg eek he A ko Heese uae oF $9.75 
Pumas Cutan, GET oo. sna s capt se Voth ds ce honn cess 10.50 


Substantial discount assures liberal profit. 
Order a sample today—or write for descriptive circular. A ready market awaits you. 


PARSONS BROS. SLATE CO., Pen Argyl, Pa. 


Miners and Manufacturers of All Slate Products Since 1892 
































Low-Priced Washer square cut. Rack occupies floor space 

- : : of 24 in. by 46 in. Rack is complete 

Model 35B—designed as provide - without merchandise. Marvel Rack Mfg. 

family-size, quality built washing ma- © (o,, Inc. 2115 Blaisdell Ave., Minne- 
chine for the mass market. Features apolis, Minn. 


Stanley Countersink 


A new rose type countersink No. 137 
for three new chucks has been an- 
nounced by Stanley Tools, New Britain, 
Conn. Made from nickel molybdenum 
alloy steel, it is hardened and tempered 
and equally adapted for countersinking 
holes in wood or metal. The one-half 
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“Hydroflex” agitator. Has pastel gray 
porcelain tub with balance of machine 
finished in white “Supernamel.” New 
type of agitator control conveniently lo- 
cated at wringer head. Mechanism is 
completely enclosed and factory sealed. 
“Bonderized” for permanent rust protec- 
tion. Blackstone Mfg. Co., Inc., James- 


town, N. Y. in. cutting edge is sharp and clean. 
= Countersink can be used in electric 
“Util-A-Tool” drills, hand drills, or breast drills. 


Packed one on an orange and buff sell- 


Templeton, Kenly & Co., i020 S. 7 ; : 
. ing card; six cards in a box. 


Central Ave., Chicago, Ill., has issued 
Bulletin P & P 40, showing the “Util- 


A-Tool at work pushing, pulling. Lawn Rakes 
clamping, bending, spreading, hoisting, 


and on wheel-pulling jobs. Also de- “Adjusto” and “Duro.” Latter fea- 
scribes other jobs this equipment per- tures improved patented construction. 
forms. Specifications and dimensions of Tines are of high carbon, tempered, 
the five sizes of this device are given. Spring steel. Handle is of hard wood, 


*“*Self-Seller’”? Belt Rack 


Holds eight widths of full 250-ft. rolls 
of the following sizes, 1, 144, 2, 2%, 3, 
4, 5, and 6-inch, and also has space for 
the two small endless belts or one 
large. Clock-like indicator or measur- 
ing device at top of unit shows exact 
length of belt being measured. Device 
moves to any width belt by a quick car- 





smoothly finished and lacquered. Sup- 
porting handle is a steel loop band to 
provide strength and durability. Made 
in 18 in. and 24 in. sizes. Finished in 
green lacquer. The “Adjusto” broom 
rake is light and durable and cleans in 
narrow and wide spaces. It opens and 
stays at any size from 9 in. to 18% in. 
spread. Teeth are of high carbon tem- 
pered spring steel, electro-galvanized. 
Handle is of hardwood, lacquer finish, 
and is securely fastened with two 





rier on roller bearings to the width clamps which are part of the rake frame 
wanted. Light push on handle that construction. Duro Metal Products, Inc., 
holds the saw steel cutter makes a 116 Elm St., Providence, R. I. 
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Dutch Oven Electric Range 


Model 3231E-MTL—Dutch Oven is 
16 in. wide by 15 in. high by 19 in. 
deep. One-piece, rounded corners, vitre- 


ous enamel finish on both sides. May 
be used as boiling unit in oven with 
retained heat. Patented spring-seal oven 
door seals oven door paper-tight “when 
closed, preventing heat loss. Automatic 
oven temperature control. Prismatic 
glass dial equipped with Neon light in- 
dicates when oven temperature has been 
attained. The automatic electric oven 
timer-clock with built-in 60-minute 
time-chime turns the oven on and off 
at any predetermined time. Broiler is 
located in top of oven; two broiling 
positions. Large, spacious utility and 
warming compartment finished in white. 
Appliance receptable is located in top 
of black splasher. Two large utility 
drawers mounted on ballbearing wheels 
and track. Cooker well insulated for 
deep well cooking; equipped with six- 
quart aluminum kettle as standard 
equipment; three-speed unit. Louver- 
lite lamp and condiment set are of 
modernistic design with chrome trim; 
lights entire cooking surface without 
shadows. Range is finished in gleaming 
white porcelain enamel with chrome 
trim. Handles and switch buttons are 
white plaskon with chrome trim. Black 
porcelain base with toe-room space. Has 
two T-K five-speed surface units; one 
T-K fivespeed surface unit, giant size. 
Globe Stove and Range Co., Kokomo, 
Ind. 


Compression Faucet Washers 


Compression on rubber and friction 
on’ metal to give extra long service; 
non-lock, cushion washer helps faucet 
turn on and off easily; non-splash, valve 

PaTtntEo 


MAY 19, 
10 


so constructed to steady flow of water. 
Guaranteed not to chatter. Springfield 
Products Co., Springfield, Ohio. 


HARDWARE AGE 
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A New Jackson Barrow 
ADMIRAL BARROW 


With Round Front Tray and 
Steel W heel 


IGH grade general purpose barrows of extra 
large capacity at a low price. For use around 


the home, farm and garden. 


Pressed Trays of No. 16 gauge with rolled 
edges. Capacity 31%4 cubic feet. Size of Tray 35 x 
2614”. Wheel 16” diameter with 114"x14” tire. 


Handles are made of hardwood smoothly fin- 


ished on all sides. 









Riveted steel channel legs, extra wide section, 


add materially to the appearance and the wearing 


qualities of these barrows. 
Eight-spoke fabricated steel wheels. 


Malleable Iron Brackets tapped to receive 


threaded axles. 


Trays painted blue, Legs and Wheels black. 


Weight 42 lbs. each. 


Write for Catalog No. 40H illustrated in color. 


JACKSON MANUFACTURING CO. 


HARRISBURG, PENNSYLVANIA 


Established 1876 
















FOR STEAKS . +: new, easy FOR CHOPS . . . golden brown 
method— luscious results! in a few sholt minutes! 
i) 





FOR HAMBURGERS . .. eosy to FOR FRANKFURTERS ... cooks 
tur fond brown coated em thru ond they in less timel 
- - ) 
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Le hoteakes 


It’s timely!—Feature it in your 
utensil displays along with the 
first tingle of Fall weather! It 
captures all eyes with its rich 
chrome plating. It’s priced to make 
your customers say, “THAT'S a 
bargain!” ... and dig down into 
their purses! 

Point out the fact that it is ideal 
for griddling steaks, chops, ham- 
burgers, franks, etc., in addition 


to its time-honored flap-jack job 


Ge FREE —- sane sate 
copy of the ... tell em it NEVER NEEDS 
ny ed a 

Cc 1 F +49 = a 
prawn betes SCOURING . . . and it'll go like 
Cook Ware ' 

Cetalog. the proverbial hot cakes! 





RK SHOWROOM 























Electric *“*Cooker-Server” 


No. NS217—chromium cover and 
base; 17 in. cast aluminum platter; solid 
walnut handles; genuine Pyropad and 
baking rack; phenolic rack. Two-heat 


=, 
| es ™! 
[fm *y. 
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electrical units of special construction; 
special insulation. Chomel “A” wire— 
115 volts. 1320 watt high, 650 watt low. 
UL approved. Set of three aluminum 
pans, extra. The combination bean 
slicer and pea huller slices large fam- 
ily size helping of beans; hulls peas; 





shoestring vegetables. Sturdy construc- 
tion. Made of rust-proof diecast metal 
with odorless live rubber roller. Rust- 
proof steel blades and steel stand. 
Comes apart easily for cleaning. Has 
no unguarded blades. Rival Mfg. Co., 
307 Westport Rd., Kansas City, Mo. 


*Vaco” Screw Drivers 
Said not to interfere with screw head 


and to operate with one hand. “Grip- 
Point” driver, grasping the screw in the 





slot, penmmits the use of the driver in 
countersunk holes, holding the screw 
firmly until it is fully set. A flip of 
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thumb attaches and detaches the blade 


_to the screw. Amberyl plastic handle 


is said to be chip-proof, break-proof, 
and shock-proof. Vaco Products Co., 
1603 S. Michigan Ave., Chicago, IIl. 





Redesigned Pulleys 


These redesigned “V”-belt pulleys 
have extra heavy bead and heavier side 
walls to increase materially the life of 





the pulleys. Diamond bored to microm- 
eter exactness. Congress Tool & Die 
Co., 9030 Lumpkin Ave., Detroit, Mich. 





Paint Shaker 


Will handle any standard size paint 
can from one pint to one gallon and 
provides rapid adjustment to can size. 
Maker states its proven action does a 





thorough job of mixing, blending colors 
in as little as two minutes. Price of 
machine is $17.50 less motor, f.0.b. De- 
troit. Horst Universal Sales Co., 13639 
Elmira Ave., Detroit, Mich. 


Home, Office Ventilator 


“Ventrola”—installed directly in the 
window pane of any type window. Also 
built-in models to be installed in either 
vertical or horizontal position and which 














are adaptable to any wall thickness and 
any type of installation. Both models 
completely automatic. Pull chain opens 
the louver and starts the fan; second 
pull locks the louver and stops the fan. 
Finish in white porcelain, white enamel, 
or polished finish with chrome-plated 
fan blades. Both models equipped with 
Robbins and Myers motors with self- 
aligning Oilite bearings. Fan is 10-inch, 
nine-bladed pressure-type. McLaughlin 
Ventilator Co., Ferndale, Mich. 





Ammunition Sales Helps 


The Western Cartridge Co., East Al- 
ton, Ill., has issued a new sales aid 
booklet which illustrates and describes 
the free sales helps the company offers 
to ammunition dealers to enable them 
to tie up their stores with Western’s 
national advertising. Among the sales 
helps are double-column advertisements 
and separate cuts for local newspaper 
and for printing other forms of adver- 
tising. These cuts feature “Super-X” 
shells, .22 cartridges and center fire 
cartridges; “Xpert” shells and .22 cart- 
ridges. Also included is a window 
transparency; moving picture slides; 
folders; window display suggestions. 








Lawn And Garden Settee 


Deep channel iron frame; hardened 
steel brace to give rigidness; non-rust- 
ing nickel plated bolts; waterproof 
enamel finish. Length is 42 in. with 


slats cut from 1 by 1% hardwood stock. 
Alternating green and orange enameled 
slats. Settee is 32 in. high in back, 14 
in. to seat, which slopes comfortably. 
George A. Holzworth Co., Halifax, Mass. 
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Service Control 


Cutler-Hammer, Inc., 315 N. 12th St., 
Milwaukee, Wis., has announced a small 
size, type MO “Multi-Breaker” rated 
from 15 to 25 amperes to retail for 




















$2.00. Designed for use in the home, 
shop, commercial building or farm, this 
newest addition functions as an en- 
trance or service switch with overload 
and short circuit protection on lighting 
circuits, oil burners, stokers, and water 
heaters, refrigerating units, air com- 
pressors, air conditioning equipment, 
electric unit heaters, laundry appli- 
ances, small workshop tools, feed grind- 
ers, drill presses, etc. 





Hot-Air Filter oni Shield 


For hot air registers. It is adjustable 
and fits without removing register. 
Filter Screens are easily washed under 

- 





Refill 
screen available. Suggested retail sell- 
ing price, 59 cents. Swing-A-Way Steel 
Products, Inc., 1439 Merchandise Mart, 
Chicago, Ill. 


ordinary water faucet. filter 


Packaged Casement Hardware 


This new box of packaged hardware 
for operating wood casement windows 
contains a genuine “Win-Dor” reversible 
operator designed to fit narrow window 


, 


frames. Requires only 1% in. between 
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sash and screen for satisfactory installa- 
tion. Operators furnished with standard 
crank handle. Box also contains a “Win- 
Dor” Snugger which is an automatic 
top closer to be installed in the top 
corner of the frame. This device has an 
arm which pulls top of the casement 
snugly into the frame. Maker states it 
prevents and overcomes warping in 
tight closing of the sash, especially 
where weather-strips are used. The 
Casement Hardware Co., 406 N. Wood 
St., Chicago, IIl. 


Revere a Skillet 


This smartly styled straight side 
skillet has trimmings of black Bakelite; 
double lipped for easy pouring; pistol 
grip handle, snug fitting; dome-shaped 





cover. All parts are welded. Made of 
Revere copper-clad stainless steel. Re- 
vere Copper and Brass, Inc., Rome, N. Y. 


_ DEPENDABILITY 


pete | 






Since 1845, R B & W has stood for dependability—and no customer has ever had 


Domestic Snow Plow 


Designed to remove snow from side- 
walks quickly and easily. Snow is 
scraped clean and thrown to the side. 
Blade is shaped from heavy gage steel 





and finished in baked red enamel, with 
a small pilot wheel on closed end placed 
so that it carries a portion of the load; 
acts as a pilot in carrying plow over 
sidewalk cross-seams; and keeps plow 
from slipping sideways. Mitchell & 
Scott Machine Co., Indianapolis, Ind. 


means customer 


constant, 


product 


supply. 


cause to lose confidence in EMPIRE Bolts, Nuts and Rivets. 


You can meet all customers’ demands by maintaining a stock of R B & W quality 
products furnished from large warehouse facilities which insure prompt delivery. 


F 


PORT CHESTER, N. Y. 
SALES OFFICES: 


& 






RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 


ROCK FALLS, ILL. 


Dependability of manufacturer 
confidence... 
that source of supply will remain 
that established poli- 
cies of service and fair dealing will 
be rigidly followed. Dependability 
of product comes from constant 
maintenance of quality. Dependa- 
bility of both manufacturer and 
is of the utmosi impor- 
tance when considering sources of 


CORAOPOLIS, PA. 
CHICAGO ° DETROIT: PHILADELPHIA | 
DENVER * SAN FRANCISCO.- LOS ANGELES * SEATTLE * PORTLAND — 
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Bolt, Nut Package 


A “Hopr-Seal” metal box for its bolts, 
nuts and kindred items has been an- 
nounced by The Atlas Bolt & Screw 
Co., 1100-1144 Ivanhoe Rd., Cleveland, 





Ohio. Maker states cost of these boxes 
is so low they can be substituted for 
paper boxes; weight is little greater 
than paper boxes and strength is such 
that this new box will support a 300- 
pound man without destruction. Fea- 
tures of box are: lithograph finish; cor- 
rugated sleeve protects finish; permits 
access to contents regardless of number 
of boxes stacked one on top of the 
other; encourages full package sales, 
and reduces shelf space. 


Clothes Line Reel Display 


BLUEBIRD 
& CLOTHES LINE 
REEL 


The display carton for “Bluebird” 
reels has been improved to show the 
attractive colors in which these reels are 
available; blue, ivory, red, and green. 
These reels are for use in the kitchen, 
laundry, back porch, garage, nursery, 
sick room, basement, and attic. Patent 


Novelty Co., Fulton, Ill. 


“Mirro ServOrole” 


This utensil serves as bun warmer, cas- 
serole and food crisper. In place of wire 
inset basket, it has an aluminum, non- 
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perforated 2% qt. inset pan which can 
be used as a casserole for making oven- 
baked dishes. Has “Spun-ray” finish, 
no-burn handles and knob. It is 10% 
in. in diameter. Vent for crisping is be- 
neath the cover knob and can be con- 
trolled by turning the knob. Other uses 
for the “ServOrole” are as a fruit or 
salad bowl, cooky dish or nut or pop- 
corn bowl. Suggested retail selling 
price, $1.95; slightly higher in extreme 
South and West. Aluminum Goods Mfg. 
Co., Manitowoc, Wis. 


“Eseape Proof” Trap 


A new Victor trap with “escape proof” 
features has been announced by the 
Animal Trap Co. of America, Lititz, Pa. 
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This trap has a stop loss guard similar 
to the traps on sale a number of years. 
The action of the guard is “delayed” 
however on the new traps through a 
slotted plate which slips over the stop 
loss guard and holds it until the animal 
tries to pull out of the trap. 


Winchester Folders 


The new Winchester streamlined dou- 
ble barrel hammerless 12-gage shotgun 
is presented attractively in a convenient 
catalog folder. Close-ups of frame and 
barrel show the construction of hinge 
and breech. Detailed specifications 
cover every essential feature of the gun. 
The general design and construction 
are explained. Special attention is given 
to the streamlined stock with full pistol 
grip and the streamlined semi-beavertail 
forend shaped to the barrels, coming 
up high at the sides so that the shoot- 
er’s thumb and fingers need not touch 
the barrels. Another new folder is de- 
voted to the Model 52 target rifles. 
This is a 16-page booklet with pages 
7 in. wide by 6% in. long, which folds 
to 3% in. wide for convenient enclosure 
in No. 6 envelopes or slipping easily 
into the pocket. Included are all the 
important illustrations from the pre- 
vious folder with some revisions and 
the addition of a cut of the new Model 
52 bull gun. Booklet also contains a 
detailed listing of the rifles in their 
various styles and according to sight 
equipment. Copies of both these sales 
aids available from Winchester Repeat- 
ing Arms Co., Division of Western Cart- 
ridge Co., New Haven, Conn. 


Colored Shower Curtain 
Hooks 


These “Blossomtone” shower curtain 
hooks come in bright colors to match 
and complete all bathroom ensembles: 
Nile. Copen, red, maise, peach, pink. 





black, white, and orchid. They are 
color-fast and stay bright. Slip onto rod 
with slight twist. Made of a durable 
plastic, they are said not to melt, warp. 
sag or buckle and are unaffected by 
steam or hot or cold water. Packed 12 
in an attractive box; also in display cat 
ton. Miniature curtain display, showing 
hooks in actual use available. Sug 
gested retail selling price per box of 12, 
75 cents; dealer’s cost, 42 cents per box. 
Blossom Mfg. Co., 79 Madison Ave., 
New York City. 
Bike Crank Repair Set 

Will fit any bicycle in which a one 
piece crank can be inserted in ‘the 
hanger bracket. Set consists of a crank 
and a few simple parts which have been 
designed to permit complete coordinate 


with the original or old sprocket, cups, 
retainers. Each set is individually 





packed in an attractive two-toned litho- 
graphed box. Complete installation in- 
structions are on the outside of the box 
D. P. Harris Hdw. & Mfg. Co., Inc., 
99 Chambers St., New York City 


Soldering Iron 


No. 400—measures only eight inches 
overall, weighs eight ounces, and is 
fitted with a quarter-inch tip. Rated at 


——_— a - 


60 watts. Drake Electric Works, Inc 
3654-56 Lincoln Ave., Chicago, Ill. 
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SALEABLE 


became ange VALUE 


We recommend Phoenix Sash Cord and Whale 
Clothes Line as the finest values the thrifty housewife 
can buy — and business builders for you. 


PHOENIX SASH CORD designed for 
hanging windows — but makes a grand clothes line, 
too. Firmly braided of honest cotton yarn — no soft 
roving — supports the weight of heaviest washes — 
does not easily fray or wear when run over pulleys. 
An exceptionally fine line for hard service. 


WHALE CLOTHES LINE — mace of good 
quality cotton yarn, is softer than Phoenix Cord, far 
stronger than roving line, and a good clothes line 
that sells at a moderate price. A popular and service- 
able line in the economy class. 

We make a wide range of other clothes lines to 

meet all requirements for quality and price. 

Samples, displays and circulars to help sales 

gladly furnished. 








Our extensive line of ready to nail Horse, Mule, 
and Bronco shoes is —— in popularity. They 
fit the average horse without alteration—per- 
fectly balanced and shaped. No turning heels or 
welding calks. Nail holes are clean, correctly 
tapered, and spaced. Tough, strong, tong wearing. 


— Write for information. — 
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SELL THEM BY THE SET 


Divide sales effort and multiply profits by 
selling labor-saving Forstner Auger Bits by 
the set. Cash in on the need of every wood- 
worker for a complete size range of these 
all-purpose tools by offering them in con- 
venient, compact sets of 9, 11 or 17 bits. 


Forstner Bits, unlike others, are guided by 
a circular rim instead of a center or level. 
The entire cutting surface is working at all 
times leaving a clean, smooth hole regard- 
less of knots 

or grain direc- 

tion. 





Write now for 
catalog which 
describes the 
entire line of 
Forstner Bits 
for hand and 
machine bor- 
ing. 


CRANE 
The PROGRESSIVE MFC. CO 
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“Fox” Shotgun 


“Fox” Model B—hammerless double 
lined in design. Action; two-trigger, 
barrel shotgun is light weight, stream- 
extracto rupe, high-speed coil-spring, 
hammer and sear design; Barrels are of 
alloy forged steel, proof tested, preci- 
sion bored, and chambered for 2% in. 


shells. Stock is American walnut, pistol 
grip, fluted comb. Length about 14 in., 
drop at heel about 2% in. Fore-end is 
American walnut, checkered. Blued 
finish. Shock-proof bolting mechanism 
which is said to provide positive lock-up 
and cannot shoot loose. List price, 


$24.50. Savage Arms Corp., Utica, N. Y. 








Tea Strainers 





Available in attractive shades of red, 
green, blue, ivory, and yellow. Frames 
are of “Tenite” plastic and are guaran- 
teed not to chip or discolor and not to 
be affected by weak acids or hot water. 
Each strainer has its own colorful dis- 
play card, specially die-cast to simulate 
an actual cup upon which the strainer 
is apparently resting. Suggested retail 
selling price, 10 cents each. The Wash- 
burn Co., Worcester, Mass., and Rock- 


ford, Ill. ° 


Toaster-Table Set 


“Toast-O-Lator” tray-table set consists 
of one “Toast-O-Lator”; one inlaid fold- 
ing tray-table; one solid brass chro- 
mium-plated bread tray, and one solid 
brass chromium-plated covered toast 





bowl. List price, complete, $24.95. Of- 
fered in two special deals. List price of 
“Toast-O-Lator” is $14.95. Crocker- 
Wheeler Electric Mfg. Co., Inc., 30 
Church St., New York City. 


Oil Burner Construction 


A new development in oil burner con- 
struction announced by the Airtemp 
Division, Chrysler Corp., Dayton, Ohio, 
introduces a “twin airflow” principle as 
an exclusive feature for improved com- 
bustion through more perfect mixture 
of oil and air. Two separate fans on 
opposite sides of the new unit direct 
two air streams into the blast tube from 
opposing tangents, to create a balanced 
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turbulence for more thorough mixture 
of air and oil. Maker states fast-spin- 
ning air resulting from the twin airflow 
produces a circular ring of fire that ac- 
tually contacts the firebox walls for 
maximum efficiency and greater econ- 
omy of fuel. Power assembly of burner 
is completely cushioned in rubber for 
quieter operation and longer life. 


*““Scan-Can” Assortment 





This “Jewel” assortment of  trans- 
parent “Scan-Cans” is designed particu- 
larly for household and office use. Sizes 
in assortment are for oiling sewing ma- 
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chines, electric motors, roller skates, 
electric razors, office equipment, house- 
hold appliances, etc. Assortment is 
packed in a “Sales Maker” carton. Oil- 
ers have genuine double seamed _bot- 
toms of tinned steel and coppered re- 
inforced insert-type spouts. They are 
made from a durable plastic material 
that is unaffected by lubricating oils or 
kerosene. Eagle Mfg. Co., Wellsburg, 
W. Va. 


Cylinder Lock Catalog 


The Lockwood Hafdware Mfg. Co.. 
Fitchburg, Mass., has issued a catalog 


of 28 pages on its modernized line of 


cylinder locks. 


Poultry Skewers 


Made of stainless steel, each set com- 
prises three skewers, 314 in. long and 
one skewer, 4% in. long. Construction 
features include a sharp point for easy 
threading; diamond heat for conveni- 
ence in handling and hanging on a 
hook, and 16-gage wire to resist bend- 
ing. Mounted on colorful display card 
depicting use of skewers in trussing 
fowl. fish, and holding top layer of 





cake in position while icing. Packed 
two dozen cards in an attractive counter 
display box. Michigan Wire Goods Co., 
Niles, Mich. 


Drying Rack 


For fine hosiery, lingerie, etc., this 
rack has been designed to be hung on 
the radiator or other convenient place 
that provides quick drying. Rack is of 
heavy wire, chrome plated or enameled 
in attractive colors and has sufficient 





capacity for two or three garments or 
several pairs of hose. Will McAdam, 
Room 706, Citizens Bldg., Cleveland, 
Ohio. 








Eclipse “Trophy” Line 


Features of this 1940 line of mowers 
are smart styling in bright chrome com- 
bination; valveless pneumatic tires; 


rubber-covered rollers rotating on tap- 
ered bearings; new rubber grips on 
Eclipse models and other advanced fea- 
tures. Eclipse Lawn Mower Co., Proph- 
etstown, Ill. 
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American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the southern jobbers’ 
association. 


California Retail Hardware Asso- 
ciation convention and exhibit, Feb. 
13-15, 1940, at the Hotel Whitcomb, San 
Francisco. LeRoy Smith, 417 Market 
St., San Francisco, is association sec- 
retary. 


Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinmati, Ohio, Dec. 13 
to 15, 1939. 


Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., tentatively set for 
June 6-8, 1940, ‘at the Cavalier 
Hotel, Virginia Beach. H. L. Gilliam, 
The Wood Shovel & Tool Co., 9 Rocke- 
feller Plaza, New York City, is secre- 
tary-treasurer. 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 1940, 
at the K. C. Hall, Springfield. C. G. 
Gilbert, 1155 Merchandise Mart, Chi- 
cago, is association secretary. 


Indiana Retail Hardware Associa- 
tion, convention and exhibit, Jan. 30- 
Feb. 2, 1940, at Indianapolis. Sessions 
and exhibit at Murat Temple. Head- 
quarters, Hotel Lincoln. G. F. Sheely, 
915 Security Trust Bldg., Indianapolis, 
is association secretary. s 


Intermountain Hardware and Im- 
plement Association Convention, Feb. 
14-16, 1940, at Pocatello, Idaho. E. Bell, 
311 S. 9th St., Boise, Idaho, is asso- 
ciation secretary. 


Kentucky Hardware and Implement 
Association, convention and_ exhibit, 
Jan. 23-25, 1940, at the Seelbach Hotel, 
Louisville, Ky. J. M. Stone, 1009 Seel- 
bach Hotel, Louisville, is association 
secretary. 


Michigan Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at Detroit, Mich. Sessions and 
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headquarters, Statler Hotel. Exhibit, 
Convention Hall. H. A. Daschner, 1112 
Olds Tower Bldg., Lansing, Mich., is 
association secretary. 


Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at the Minneapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 


Missouri Retail Hardware Associa- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Louis. Peyton 
C. Clark, 2861 Gravois Ave., St. Louis, 
is association secretary. 


Montana Implement and Hardware 
Association, 3lst annual convention, 
Oct. 23-24, 1939, at Billings, Mont. 
M. P. Trenne, P. O. Box 1005, Helena, 


Mont., is secretary. 


Mountain States Hardware and Im- 
plement Association, Jan. 15-17, 1940, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 


Colo., is association secretary. 


Nebraska Retail Hardware Associa- 
tion, Jan. 39-Feb. 1, 1940, convention 
and exhibit, Omaha. Sessions and head- 
quarters at Hotel Rome. Exhibit at 
Municipal Auditorium. Edward C. Her- 
manson, 325 Insurance Bldg., Lincoln, 
is association secretary. 

New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 


ton, is association secretary. 


New York State Retail Hardware 
Association, convention and _ exhibit, 
Feb. 20-23, 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. John B. Foley, 
508 Hills Bldg., Syracuse, is association 
secretary. 


North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-17, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Hotel. Exhibits at 
Auditorium. John B. Conklin, 175 S. 
High St., Columbus, is association sec- 
retary. 


Oklahoma Hardware and Implement 
Association, convention and _ exhibit, 
Feb. 6-8, 1940, at Municipal Auditorium, 
Oklahoma City. Charles F. Nelson, 301 
Key Bldg., Oklahoma City, is associa- 
tion secretary. 


Panhandle Hardware and Implement 
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POULTRY NETTING * 


a THE STRAIGHT-LINE NETTING 
WITH THE GRADUATED MESH 


4 FABRICS IN 1 


NOW a new U. S Poultry Netting 
that provides poultry-proof protection 
at lowest cost. Combines FOUR fab- 
rics in ONE. Chick-tight at bottom; 
poultry-tight all the way up. Six lower 
spaces only 5/8-inch; next six spaces, 
l-inch; next six spaces, | 3/4-inches; 
remainder, 2-inches. 


Made with straight, parallel line 
wires joined by famous lock-twist. Rolls 
out flat, cuts easily and without waste, 
stretches perfectly, requires no top- 
rail or baseboard. Ideal for building 
poultry runs. Copper-bearing steel 
wire. Galvanized before or after weav- 
ing. Standard widths: 24, 36, 48, 60 
and 72 inches. 


Produced by the makers of U.S. STRAITLOK, 
the original straight-line poultry netting, and 
U. S. HEXLOK, the improved hexagon netting. 


Ask your jobber or write direct! 


INDIANA 


STEEL & WIRE CO. 


MUNCIE , INDIANA 
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Cabinet No. 





MAKE MORE 
MONEY with 


MIAMI 


BATHROOM CABINETS 
AND ACCESSORIES 





IAMI — today’s outstand- 
ing leader in the Bath- 
room Cabinet and Accessory 
field—has built profitable busi- 


ness for dealers. 

With over 140 MIAMI models 
. .. Nationally advertised ... you 
can meet all bathroom cabinet 
and accessory requirements. Get 
your share of this expanding 
business. 

Write Dept. B for catalog. 


MIAMI CABINET DIVISION 
The Philip Carey Company 
MIDDLETOWN, OHIO 


MODEL 2010 
Gothic Top 
Model with 
Stainless Stee! 
framed, all-mir- 
ror door. A pop- 
ular priced 
model particu- 
larly recom- 
mended for 
bathrooms with 
chromium plated 
fixtures where 
the budget does 
not permit high- 
er priced 
models. 


MODEL 1100 


Full-mirror door 
with one-piece 
chromium frame 
—suggested for 
bathrooms with 
straight lines. 
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2030 with tubular lights illustrated above. 








Association, convention and exhibit, Jan. 
29-30, 1940, at the Herring Hotel, Ama- 
rillo, Tex. C. L. Thompson, Canyon, 
Tex., is association secretary. 


Pacific Northwest Hardware & Im- 
plement Association, convention and ex- 
hibit, Feb. 19-21, 1940, at the Daven- 
port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 
ciation secretary. 

Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 17-19, 1940, at Long Beach, 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 
J. V. Guilfoyle, 1126 Rives Strong Bldg., 
Los Angeles, is association secretary. 

Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 


tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of the 
manufacturers’ association. 


Texas Hardware and Implement As- 
sociation, convention and exhibit, Jan. 
23-25, 1940, at the Hotel Adolphus, 
Dallas, Tex. Dan Scoates, College Sta- 
tion, is association secretary. 


Western Ketail Implement and 
Hardware Association, convention and 
exhibit, Jan. 16-19, 1940, at Kansas 
City, Mo. Headquarters, Hotel Presi- 
dent. Exhibit, Municipal Auditorium. 
H. L. Covert, 322 Scarritt Bldg., is as- 
sociation secretary. 


Wisconsin Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at the Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, is 
association ere 








STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CONGRESS OF AUGUST 24, 1912, 
AND MARCH 3, 1933 


OF HARDWARE AGE, published bi- 
weekly at Philadelphia, Pa., for 
October 1, 1939. 

State of New York, County of New 
York, ss. 

Before me, a Notary Public in and 
for the State and county aforesaid, 
personally appeared George H. Grif- 
fiths, who, having been duly sworn 
according to law, deposes and says 
that he is the Business Manager of the 
HARDWARE AGE and that the fol- 
lowing is, to the best of his knowledge 
and belief, a true statement of the 
ownership, management (and if a daily 
paper, the circulation), etc., of the 
aforesaid publication for the date 
shown in the above caption, required 
by the Act of August 24, 1912, as 
amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws 
and Regulations, printed on the re- 
verse of this form, to wit: 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: Publisher, 
Chilton Company, Inc., 239 W. 39th 
Street, New York, N. Y.; Editor, Chas. 
J. Heale, 239 W. 39th Street, New 
York, N. Y.; Managing Editor, none; 
Business Manager, George H. Griffiths, 
239 W. 39th Street, iNew York, N. Y. 

2. That the owner is: (If owned by 
a corporation, its name and address 
must be stated and also immediately 
thereunder the names and addresses of 
stockholders owning or holding one per 
cent or more of total amount of stock. 
If not owned by a corporation, the 
names and addresses of the individual 
owners must be given. If owned by a 
firm, company, or other unincorpo- 
rated concern, its name and address, 
as well as those of each individual 
member, must be given.) 

Chilton Company, Inc.: C. A. Mus- 
selman, 260 Sycamore Ave., Merion 
Station, Pa.; F. J. Frank, Laontaka 
Way, Madison, N. J.; F. C. Stevens, 
325 be & End Avenue, New York, 
me S. Hildreth, 429 Owen Road, 
Wynwond. Pa.; G. H. Griffiths, 165 
Montclair Ave., Montclair, N. J.; E. 
B. Terhune, 160 E. 48th St., New 
York, N. Y.; John Blair Moffett, 1608 
Walnut Street, Philadelphia, Pa.; Wm 
A. Barber, 185 Summit Lane, Bala- 
Cynwyd, Pa.; C. S. Baur, 76-66 Aus- 
tin Street, Forest Hills, N. Y.; J. fs 
Van Deventer, 12 Phillipse Place, 
Yonkers, N. Y.; P. M. Fahrendorf, 19 
Tunstall Rd., Scarsdale, _ Bas Doro- 
thy S. Johnson, 1327 N. Greenway 
Drive, Coral Gables, Fla.; Anne E. 
Tomlinson, c/o Bankers Trust Com- 
pany, P. O. Box 492, Grand Central 
Annex, New York, N. Y.; Ethel G. 
Breen, Trustee u/w of Charles W. 


Anderson, 51 East 42nd St., New York, 
N. Y.—Beneficiaries: Robert C. Ander- 
son, Percival E. Anderson, Charles W. 
Anderson, Jr., Annie L. Clark; John 
Blair Moffett, 1608 Walnut Street, 
Philadelphia, Pa.—Agent for J. 
Howard Pew, J. N. Pew, Jr., Mabel 
P. Myrin, Mary Ethel Pew; Elizabeth 
J. Bailey and Ellwood B. Chapman, 
Trustees Estate of James Artman, De- 
ceased, 930 Real Estate Trust Bldg., 
Philadelphia, Pa. — Beneficiaries: 
Franklin Artman, Vera Watters, Al- 
vin C. Artman, Elizabeth J. Artman, 
Marion A. Pratt, George H. Pratt, by 
assignment, Edwin Moll, by assign- 
ment; Bankers Trust Co. and Wilfred 
T. Pratt as Trustees u/w of Eugene 
Sly, F.B.0., Beulah B. Sly, P. O. Box 
ng _ City "Hall Station, New York, 


ey That the known bondholders, 
mortgagees, and other security hold- 
ers owning or holding 1 per cent or 
more of total amount of bonds, mort- 
gages, or other securities are: (If 
there are none, so state.) None. 

4. That the two paragraphs next 
above, giving the names of the owners, 
stockholders, and security holders, if 
any, contain not only the list of stock- 
holders and security holders as they 
appear upon the books of the company 
but also, in cases where the stock- 
holder or security holder appears upon 
the books of the company as trustee 
or in any other fiduciary relation, the 
name of the person or corporation for 
whom such trustee is acting, is given; 
also that the said two paragraphs con- 
tain statements embracing affiant’s full 
knowledge and belief as to the circum- 
stances and conditions under which 
stockholders and security holders who 
do not appear upon the books of the 
company as trustees, hold stock and 
securities in a capacity other than that 
of-a bona fide owner; and this affiant 
has no reason to believe that any 
other person, association, or corpora- 
tion has any interest direct or indirect 
in the said stock, bonds, or other 
securities than as so stated by him. 

5. That the average number of 
copies of each issue of this publica- 
tion sold or distributed, through the 
mails or otherwise, to paid subscribers 
during the twelve months preceding 
the date shown above is........ (This 
information is required from daily 
publications only.) 

GEO. H. GRIFFITHS, 
Business Manager. 

Sworn to and subscribed before me 
this 9th day of September, 1939. 

m. A. Maas. 
My commission expires March 30, 1940. 


HARDWARE AGE 
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wholesalers are expected to and 
should be able to contribute 
much toward the ultimate suc- 
cess of the plan. 

National Hardware Open 
House may have more than one 
meaning as was implied by a 
western wholesaler who ex- 
pressed his opinion in the follow- 
ing manner: 

“If National Hardware Open 
House accomplished no more 
than to direct the hardware 
dealer’s attention to the value 
of mass advertising by the in- 
dustry and to create in him a 
natural pride in the sound, 
stable industry in which he is 
engaged in making a liveli- 
hood, then Open House would 
be a success. 

“If National Hardware Open 
House accomplished nothing 
more than to direct the con- 
sumer’s attention to the hard- 
ware store as the source of 
supply for his hardware needs, 
even though he does not then 
buy the pliers, hammers, lawn- 
mowers, garden hose, pans or 
kettles that are advertised, but 
if in his own mind, he associ- 
ates the hardware stores in his 
community as the logical 
source of supply for the great- 
est values, then the confidence 
that has been erfgendered has 
made the plan a success. 

“If National Hardware Open 
House did no more than to 
stimulate the dealer to change 


“Open House” and the Wholesaler 


(Continued from page 93): 





H. W. CONDE 
W. W. Conde Hdwe. Co. 
Retiring member, N.W.H.A. 
Exec. Comm. 


some of his store displays and 
to create new and attractive 
window displays with the ma- 
terial that is supplied for this 
special occasion, then this with 
the extra activity and extra in- 
terest that would be necessi- 
tated in such an endeavor 
would unquestionably make 

Open House highly profitable 

and highly successful.” 

In the above comment this job- 
ber most forcibly expresses the 
sentiments of all those who have 
in any manner supported the 
movement in the past and indi- 
cates why wholesalers generally 
may be expected to cooperate to 
an even greater extent in 1940. 


Central States Hardware Club Party 


ORE than 100 members 

and guests attended the 
second Atlantic City get-together 
party of the Central States Hard- 
ware Club, Sunday evening, Oct. 
15, at Hackney’s Restaurant, At- 
lantic City, N. J., the night 
before the joint convention of 
the manufacturers and ‘whole- 
salers. The hardware men were 
welcomed by E. R. Swift, The 
Stanley Works, Chicago, presi- 
dent of the club. Following the 


bill..of professional entertain- , 


ment,,- several:. members, and 
guests. offered: solo. dance num- 
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bers and dialect and other 
stories. 

Arrangements for the party 
were in charge of: Ben Leve, 
Chicago, Ill., The Carborundum 
Co., secretary of the club; Will 
J. Feddery, Cleveland, Ohio, cen- 
tral western manager, HARDWARE 
AGE, chairman of the board of 
the club, and Charles J. Heale, 
editor, HARDWARE AGE, New 
York City. Announcement was 
made that the annual dinner and 
election of officers of the club 
would be held in January, 1940, 
at a time and place to be an- 


nounced later this year. 














SwinG-A-Way 


IT’S NATIONALLY ADVERTISED 








THE BIG PROFIT VOLUME SELLER 
FOR YOUR HOUSEWARES SECTION 


1. Opens any size or shape can or bottle. 


2. Does the job easily — QUICKLY — 
SAFELY. 


3. Swings to lie flush against the wall when 
not in use. 


4. Easy to ciean—leaves smooth, dull edge. 
5. Bottle opener on frame. 


Guaranteed for 5 years. Nationally adver- 
tised at $1.50 each. 


% 
Saves Drapes and Walls 


HOT-AIR FILTERS 


AND SHIELDS 
FOR HOT AIR REGISTERS 

























Adjustable 
Fits 
Without 
Removing 

Register . 


PRICE 
Endorsed by 
Leading 
Home Institutes 


NOW—No soiled drapes and walls with clean 


filtered air. Catches grime, dirt and soot 
Filter Screens Easily Additional 
Washed Under Or- Refill Filter 


dinary Water Faucet Screens 
Display FREE with Order for 36 Units 
10% advertising allowance in gross lots 


SWING-A-WAY Steel Products, Inc. 


Representatives: D. E. Sanford Co., San Francisco, 
x Agencies, Toronto, Canada. 
If You Cannot Get SWING-A-WAY Front Your Job- 
Write For Information To F. L. MeCABE. 


Merchandise Mart, Chicago, IIL 
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Wholesalers Discuss Operating Problems 


by the management and ample 
reasons given for any recom- 
mended increase. Performance 
is the one thing we look at first, 
regardless of rating or trade 
reports. Adverse trade reports 
often result in reducing the 
limit. 

The invoice’ reflects the 
“terms of sale” forming the sec- 
ond evidence of what is ex- 
pected; the monthly statement 
is the first reminder and clearly 
shows the “terms” on each 
entry; and the overdue state- 
ment is a _ positive reminder 
sent to all overdue accounts on 
the 15th of the month showing 
details of overdue items. 

The nerve center of bad 
debt loss prevention is our little 
collection plan which we term 
“the past due envelope” which 
shows on the front a breakdown 
of the past due portion of the 
account. 

Immediately after our books 
are closed on the last of the 
month, each salesman is pro- 
vided with an envelope for each 
account showing as past due on 
his territory. The salesman is 
required to collect, place the 
check in the envelope and re- 
turn to our credit department 
or in the event he cannot col- 
lect, he must make a written 
report telling us what may be 
expected in the way of early 
payments on the past due ac- 
count. No new orders are ac- 
cepted where any portion of the 
account is ninety days or more 
past due. In fact, we are rapidly 
reducing this to sixty days 
where the status of the account 
justifies doing so. 

When we receive orders from 
salesmen for accounts showing 
as past due with no check or no 
report, we simply send the 
order back to the salesman and 
let him explain to the customer 
that the house will not ship the 
order until a check is forthcom- 
ing. 

When a loss does occur—the 
salesman is penalized 15 per 
cent of the total loss, hence he 
helps to avoid credit losses by 
keeping his accounts current. 

Probably no alibi is offered 
more often by dealers for fail- 
ure to pay their account than a 
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pending claim, usualy small and 
controversial, so we insist that 
all claims of $1.00 or less be 
paid in cash by the salesman 
and reported weekly or monthly, 
at which time the salesman is 
reimbursed. 

The results are after all the 
proof of the value of this plan: 

1—Bad debt losses have been 
cut in half in two years. 


2—Bad debt loss reserve has 
been reduced 25 per cent al- 
ready and will be further re- 
duced next year. 

3—Make better business men 
out of customers by making 
credit worth something. 

4—Make salesmen collection- 
minded so they will consider 
ability to pay first and thereby 
avoid over-selling. 





What Methods Are Effective in Reducing 


Insurance Costs? 
Answer 


By H. J. ALLISON 


Glasgow-Allison Co., 
Charlotte, N. C. 


at Wholesalers’ Thursday 
morning session 





H. J. ALLISON 


OW if I can get from the 
audience a mutual inter- 
change of experience, this morn- 
ing, you will get more from this 
discussion than if I were just to 
stand up here and speak to you. 
Now, how many are now plac- 
ing insurance with the stock 
companies? That is, just with 
the stock companies, exclusively. 
(About 10.) 

How many placing your busi- 
ness exclusively with the recipro- 
cals? (About 3.) 

How many with the mutuals? 
(About 12.) 

How many of you are dividing 


your insurance business into 
large blocks, with either two or 
three of those companies. Of 
course, I am referring to fire 
insurance. (About 12.) 

Now, how many have your 
insurance widely scattered? 
(About 3.) 

How many are dividing be- 
tween the stock companies and 
the reciprocals? (About 9.) 

Now, the next question is how 
many are using the monthly re- 
porting form of insurance? 
(About 14.) 

How many of you have em- 
ployed expert counsel—meaning 
an expert insurance man who is 
in no way connected with the in- 
surance companies, to advise and 
guide you in your insurance 
problems? (There were 8.) 

In going on with this subject 
one of the first things I find 
myself impelled to refer to are 
some of the things I think we 
ought not do to reduce insurance 
costs. The purpose of insurance 
is te protect against potential 
loss—and a man should not sac- 
rifice anything in the way of the 
soundness or the adequacy or the 
accuracy of his insurance, in 
order to seek to reduce his cost. 

The biggest benefits in insur- 
ance come, I think, from pitting 
one group of insurance com- 
panies against the others, ‘‘com- 
petition,” in other words. If you 
have had your insurance with 
just one group and have felt you 
have been getting a good square 
deal, perhaps you might be 
amazed both as to completeness 
of coverage and reduction of cost, 
if you should get a little first- 
class competition mixed up in it. 

Cooperation with the inspector 
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THE NEW CHENEY SALES MAKER 
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New Cheney 
Sales Maker 


Get the newly designed Cheney Sales 
Maker, with its even more friendly appeal 
as it demonstrates so convincingly the 
Cheney Nailer—the hammer that holds the 
nail. In this new Cheney Sales Maker car- 
ton are: 

10—16 ounce Cheney Nailers No. 938 
2—20 ounce Cheney Nailers No. 937 
1—New Cheney Sales Maker display 

Get more — much more hammer business 
with this wonderful hammer demonstrator. 
It will help you get real hammer sales— 
7 now. 

“> ' Henry Cheney Hammer Corp. 
i Factory: Little Falls, N. Y. 
Sales Office 
302 Broadway 
New York 
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SELL THE NAIL HOLDING HAMMER 




















Mr. DEALER 


TAKE IT FROM THE GENERAL 






MADE ENTIRELY OF SPE AL PROCESSED SWEDISH STEEL 
We, 
wold 
Fane 


"You Never Saw a SAW Saw Like the Bushman SAW Saws!” 


—and once you display it, You'll say: 


“| Never Saw a SAW Sell like 
the BUSHMAN SAW Sells!" 


Ask Your Jobber How to Get This ’ 
BUSHMAN DISPLAY STAND|—here’s why 


Bushman Saws are made entirely 
F R E E of special processed Swedish Steel. 
Exclusive, patented features assure 
these advantages: 





@ Faster, easier cutting. 
@ Rake and cut on BOTH strokes. 


@ Easier to sharpen. Stay sharp 
longer. 


There’s a Bushman Saw for Every 

Purpose. Popularly priced. Good 

dealer profit. Nationally adver- 
tised. Ask your jobber about the 
complete, fast selling Bushman 
Line—or write us. 














BUSHMAN SAW Division of 


GENERAL STEEL WAREHOUSE CO., INC. 
1830 N. Kostner Ave., Dept. 1A, CHICAGO, ILL., U.S.A. 
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OUTSELL 


ORDINARY 
ue RTAIN RODS 





DISPLAY, 
DEMONSTRATE 
AND SELL JUDD RODS 
WITH BUILT-IN THIMBLE 


See that thimble? It just won't 
snag, even on starched and sheer 
headings. Now in three styles to 
retail from 10¢ to 30¢ each, JUDD 
Thimble Rods outsell ordinary rods 
2 to 1, wherever they’re demon- 
strated. Available in variety of 
attractive finishes, including the fa- 
mous new JUDD Off-White. Hand- 
some four-color counter display free 
with your order. Ask your jobber, 
or write JUDD today for full par- 
ticulars. 


DRAPERY FIXTURES 


H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES AND SALESROOM 
87 CHAMBERS STREET 
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that comes around to inspect the 
risk is certainly one means by 
which insurance cost can be con- 
siderably reduced. 

The employment of an expert 
insurance counsel has produced 
many savings for us. Sprinkling 
of the building yields, I think, a 
saving of some 70 or 80 per cent. 
There is also the additional bene- 
fit from having two sources of 
water supply. Watchman ser- 
vice, placing of portable extin- 
guishers, and the installation of 
fire doors result in reduced in- 
surance costs. 

Elimination of local fire haz- 
ards, and the monthly report 
form of insurance may bring 
about other savings. 

The monthly reporting form 
requires monthly reports to the 
insurance company showing our 
merchandise inventory at the end 
of each month. The rate is cal- 
culated at the end of the year, 
and you are billed for the actual 
insurance on a 100 per cent cov- 
erage. It is the only method I 
know of by which you can have 
100 per cent insurance coverage 
at all times, without carrying 


specific policies in excess of ac- 
tual value on hand. 

One of the things that con- 
vinced us we were the dubbiest 
of dubbs was the experience we 
had with sprinkler leaks insur- 
ance. 

We put in the sprinkler, pay- 
ing half of the cost of it our- 
selves and the owner paid half of 
it, and we charged our cost off 
in seven years. Our reduction in 
insurance premiums was more 
than the cost of the sprinkling 
installation. After we had in- 
stalled the sprinkling system the 
insurance man told us that we 
needed sprinkler leakage insur- 
ance. The premium was $180 a 
year. Some years after that, we 
were wisely advised to seek ex- 
pert counsel to go over our in- 
surance. The expert told us we 
should get the sprinkler leakage 
insurance for nothing—and it is 
an actual fact, we are today pay- 
ing just $1.00 for what we for- 
merly paid $180 for! 

Now I think, Mr. Secretary, 
that it would be a very desirable 
thing at a future convention to 
have someone assigned to the 
subject of fire adjustments. 





W hat Facts Should Wholesalers 
Obtain Regarding a Manufacturer's 
Policy Before Stocking His Line? 


Answer 
By Leo C. May 


May Hardware Company, 
Washington, D. C. 


at Wholesalers’ Thursday 


morning session 
[Paper read by secretary: ] 


HENEVER new business 

is sought questions invari- 
ably come up, and that brings 
me to the questions that the 
wholesalers want answered when 
they are about to do business for 
the first time with a manufac- 
turer. F 

You know, it was Catherine II 

of Russia who held her hair- 
dresser confined in an iron cage 
in the bedroom for three years, 
so that he might not let out the 
fact that she wore a wig. 
closely do some manufacturers 
guard their sales policies from 
wholesalers’ inspection. 





LEO C. MAY 


Many manufacturers’ repre- 
sentatives are full of eloquence 
about their products, but fre- 
quently not very definite about 
their policies. 

In the company about which 
I know most we have worked out 
a sort of formula which enables 
us and those from whom we 
would purchase to have an un- 
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mit of any exceptions? 
what are they? 





R. H. McCLURE, JOHN GIBSON and HOWARD L. CAMPBELL, 


all of McKinney Mfg. Co. Mr. Gibson, president of McKinney 
Mfg. Co., announced that Mr. Campbell, vice-president in charge of 
sales had been elected to the board of directors of that company. 


Mr. McClure is general manager. 


derstanding right at the begin- 
ning. The answers to several 
questions accomplish this: 


1—At what percentage, above 


or below hardware wholesalers’ 
prices, do you sell to retailers, co- 
operative buying organizations, 
department 
buyers, catalog houses, chain 
stores, wholesale grocers? 


stores, syndicate 


2—Do you control any subsidi- 


ary that sells any of these classes 
on a diffrent basis? 


Have you an intermediate dis- 


count for large retailers and de- 
partment stores? If so, does this 
differential depend on quantity 
in a single shipment? 


4—Does your sales policy per- 
If so, 


5—What saleseor missionary 


Answer 


By SAM H. HARPER 
Harper & McIntire Co., Inc. 


Ottumwa, Iowa 


at Wholesalers’ Tuesday 
morning session 


HEN this subject was first 

outlined, I was inclined to 
place too much emphasis on the 
part the house plays.in giving 
the salesmen ammunition with 
which to work. It is important 
for the office to keep the salesmen 
supplied with something new to 
present on each trip. It is worth- 
while to work up special promo- 
tions, to run contests among the 
salesmen, to provide special 
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help do your furnish? What ad- 
vertising cooperation? 

6—What is your policy re- 
garding territorial limitation? 
Do you sell one wholesaler in a 
defined territory, or how many? 

When the wholesaler and 
manufacturer understand each 
other on the basis of information 
yielded by these questions it is 
safe to say they really under- 
stand each other. It is my sin- 
cere belief that most of the head- 
aches can be eliminated from 
business by reaching for and 
achieving complete understand- 
ing. It is so important that it 
is worthwhile, worth both par- 
ties’ while, to be extremely in- 
sistent and frank at the begin- 
ning. Usually such a definitive 
beginning means a long, long 
middle and no end. 


How Can Salesmen Increase the Size 
of Orders? 


prices and plenty of samples. 


These things are intended to aid 





SAM H. HARPER 








VLCHEK WRENCH SET 


BRINGS "EM BACK 
A'BUYING 
Made of drop forged, tem- 


pered carbon steel with panel 
bar and parabolic heads. 


Hinged container attractively 
enameled. 


A set that answers the me- 
chanic’s needs for various kinds 
of mechanical jobs. A set you 
can sell with good turnover and 
good profits. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHER 
TOOLS 
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N.W.H.A. ADVISORY BOARD 





SHANNON CRANDALL 
California Hdwe. Co. 





LESLIE M. STRATTON 
Stratton-Warren Hdwe. Co. 





the salesman to increase the size 


of his orders. Aside from the 
immediate assistance which they 
afford him, we feel that the in- 
terest and enthusiasm created 
are equally important. The ten- 
dency on the part of the salesman 
to envy his competitor’s promo- 
tions is overcome. He has plenty 
to do if he engages actively in 
selling his lines and his ideas 
without listening to what the 
other fellow is offering. 

We at one time ran a contest 
on long orders. Prizes were 
given to the salesman turning in 
the orders containing the largest 
number of items. Any such con- 
test should be based on quotas or 
the increase in size of orders 
over the average normal length. 
This contest met with consider- 
able interest and produced very 
satisfactory results. 

However, such a method is 
only temporary and what we are 
after is permanent increases in 
the size of orders. Help from 
the house is essential but it is to 
no avail without the best efforts 
of the salesmen themselves. 

We can furnish suggestions 
and materials, but it is, in the 
last analysis up to the individual 
salesman to increase the size of 
his orders by his own initiative 
and down ingenuity. 

There are certain broad prin- 
ciples used by all who make a 
permanent success in selling. 
Then there are certain methods 
of working which might be de- 
scribed as “technique.” Some 
of these methods can be used 
with one dealer but not with an- 
other. 
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All salesmen will find that in 
the long run the following pay 
big dividends: 

1—Work—Get an early start. 

2—Know your merchandise. 
This is necessary to gain the 
respect of the dealer. 

3—Study your catalog to keep 
posted on changes and new 
goods. 

4—Be prompt. Keep a definite 
schedule but don’t rush away 
from your dealers. 

5—He friendly with the clerks. 
They can often suggest addition- 
al items if they like you, and 
some day they may have a store 
of their own. 

6—Sell ideas of merchandis- 
ing. You may have the dealer’s 
confidence and may be getting 
most of his business. If such 
is the case, you can increase the 


size of your orders by helping 
him to increase his sales. 

7—Carry plenty of samples. 
Ask for them. The house is 
only too glad to cooperate. 

8—See that your dealer is pre- 
pared on seasonable merchandise 
before the demand starts. 

9—Try to sell full packages. 
This often times represents a 
saving to your dealer in cost and 
it insures delivery in first class 
condition. 

The methods that we would 
class under technique for in- 
creasing the size of orders are 
familiar to most salesmen but 
not always practised. We refer 
to such methods as: 

1—Going through the catalog 
with the dealer. 

2—Checking over his stock 
while waiting. 

3—Checking the bolt, screw, 
and nail stocks. 

4—Suggesting all kindred 
items when one item is specified 
in a line. 

5—Making up a list of what 
is selling and what is seasonable 
and going over this list with each 
dealer. 

6—Asking for any items that 
may have been cancelled on an 
order just received from a com- 
petitor. 

The salesman must know his 
dealer and use his own ingenuity. 
Too much regimentation and in- 
sistence on certain methods from 
the house is apt to decrease his 
initiative. For the long pull you 
can’t beat loyalty and confidence 
built up by fair dealings and 
genuine interest in the dealer’s 
success. 


Improving the Wholesaler-Retailer System 


Answer 


By JOHN M. HoLMEs 


Holmes Hardware Co. 
Pueblo, Colo. 


at Wholesalers’ W ednesday 


morning session 


- FARDWARE _ jobber - hard- 
ware retailer business has 
suffered many ups and downs in 
the last 25 or 30 years, and I 
believe if you will all look back 
over this period you will come 
to the conclusion that the general 
average has been more on the 
down rather than the up side. 
While the business of the hard- 
ware jobber may not have fluc- 





JOHN M. HOLMES 
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Get This 


ctu? FREE! 


You just Count the Yards as You Turn the Crank. 


to a Dealer 
(Offer Expires Noy. 30, 1939) 


SPECIAL DEAL 


ON GLASS SUBSTITUTES $ 
You Get All This! 


YOUR PROFIT 


58% Mark Up 


1—50 yd. Roll, 36-inch, Flex-O-Glass 
1—50 yd. Roll, 36-inch, Window Fabric All for 
1—Complete Dispenser—FREE (includes crank, i 


1—Attractive display rack—FREE 
(To tie you in with our national advertising) 


Retails for $21.50 


Flex-O-Glass is backed by the biggest National Farm Paper and 
Radio campaign in our history. We are so sure the roll of gen- 
uine Flex-O-Glass will sell first, that we GUARANTEE to take 
back any unsold Flex-O-Glass at any time and repay you for it. 
Don’t miss this “Special Deal.” Order one NOW—TODAY! 


FLEX-O-GLASS MFG. CO. "'2ic4,.<‘i.t™ 


Chicago, Illinois 
(Or your nearest jobber.) 


brackets and rollers to rewind both rolls) \s49 





HEATER BUYS" 





JUSTRITE 


DE LUXE 


ElectricHeaters 


Listed as Standard by 
Underwriters’ Laboratories, |Inc., 
and acceptable to them! 


Consider these 
Big Sales Features: 
* Scientifically designed bowl — 

reflects all the heat. 

* Gives maximum amount of health- 
giving infra-red radiation. 

* Heating element of highest qual- 
ity nichrome resistance wire. Can 
be renewed. 

* Attractive, streamlined base — extra 
heavy to prevent tipping. Heater can 
be adjusted to hang on wall and hole 
is provided in base for wall hook. 

* Protective guard — rigidly construct- 
ed—held securely in reflector. 

*® Designed according to Underwriters’ 
Laboratories specifications. 


FREE! Write for illustrated folder showing speci- 
fications and prices on the complete line today! 


JUSTRITE MANUrAacturine co. 


2064 Southport Avenue, Chicago 
OCTOBER 19, 






Justrite offers a 


complete line of 
Electric Heaters 
that are priced 
to sell in big vol- 
ume. List prices 
range from$1.85 
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Upper illustration shows 
table as a_ flat top. 
Small insert shows table 
as a bin type. 


All Steel Construction 


A New 2 for 1 TABLE 


ee 


The versatile table! Use it as a flat or bin top 


immediate 
Delivery 


—change it by reversing the top. Flat top 
suitable for use with glass and hardware. Size 
2’x4’x3134”, ideal for island arrangements in 
multiples of two or more tables. Color buff 
and cream, practical and attractive. Order 
now for Christmas selling—use handy cou- 


pon! 

Universal Equipment Co., 
3500 Arthington St., 
Chicago, Ill. 


Gentlemen: Enclosed please find check for 
tables at $7.50 each, F.O.B. Chicago, Ill. 


] of the new 


Signed 


Firm Name 
Street 


Ce ..; State 





UNIVERSAL EQUIPMENT CO. 


3500 ARTHINGTON ST. 
CHICAGO, ILL. U. S. A. 
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SAGINAW, MICHIGAN 
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TALK [UFKIN 





IUF-KIN 
ALUMINUM RULES 


More durable than wood, 
lighter than steel, they meet 
all the requirements of the 
man who wants a light- 
weight, all-metal folding rule. 
Black markings are most 
prominent, and are sunk into 
the metal for permanence. 
Show them. You'll sell them. 


ed Lh A 


New York City 


PRECISION TOOLS 








tuated such a great deal, I won- 
der if we can say this same 
thing of the retail hardware 
dealer? Here a few figures in 
percentage might well be brought 
forth to give an idea of about 
what is going on in our field of 
endeavor. The independent hard- 
ware dealer does about 95 per 
cent of the hardware business as 
compared with the hardware 
chain. Figures, however, show 
that the loss of volume during 
the depression was more, propor- 
tionately, with the independent 
than it was with the chain, and 
that the independent’s recovery 
was not as complete nor as rapid 
as the chain in percentage fig- 
ures. 

We all know that one of the 
departments in the general 
chains and mail order houses is 
shelf and heavy hardware, so I 
will use some figures here to 
show that trend in business: 

From 1929 to 1933—Indepen- 
dent hardware dealers lose .. . 
Over 26,000 stores—and 53.2 per 
cent of their volume. During 
this same period chain stores 
close 6,400 stores—and still lose 
only 35.8 per cent of their vol- 
ume. Taking all the chains as a 
group as against all the indepen- 
dents as a group, we find about 
this set-up in relation to national 
retail sales: 


1929 1933 1938 
Chains ........ 20% 25.2% 22.8% 
Independents .. 77.5% 71.2% 73.1% 


In the above volume of indepen- 
dents is included the hardware 
and lumber group whose volume 
as compared with the whole was 
approximately as follows: 


1929-—7.8% 19233-—5.4% 1938 —5.6% 


From these figures it is plainly 
evident what is happening. The 
chain’s percentage is constantly 
growing and the independent’s 
percentage is shrinking. If the 
chains do approximately 23 per 
cent of all business, they must 
be doing about 23 per cent of 
hardware business. 

In the mail order group are 
Montgomery Ward, and Sears 
Roebuck. Their percentage fig- 
ures are astounding. We all 
know that they have always been 
a factor in the hardware busi- 
ness. Taking their 1929 volume 
as one hundred, and adjusting 
the other years to that figure and 
using the same years as we do 
for the independent, we find: 


1929 1933 1938 
Mail Order House above 100% 60.6% 147% 


There are no available figures 
on their hardware volume, but 
when you see their 1938 volume 
47 per cent more than 1929, and 
you see the independent hard- 
ware dealer in 1938 is only back 
to about 70 to 75 per cent of his 
1929 volume, you cannot help but 
know that the independent hard- 
ware dealer is being hurt and in 
consequence the hardware job- 
ber is being hurt. My claim is 
that the hardware jobbers are 
doing little or nothing in a 
united effort to use their united 
power to change the situation. 

First of all I feel that we must 
size up ourselves and get our 
own institutions in order. By 
this I mean we must do several 
things that sound somewhat rev- 
olutionary. 


Cut Expenses 


1—We must cut out all un- 
necessary expense of every kind. 

2—We must look at all of our 
further away out-lying territo- 
ries. Unless they are a real 
profit producer and above the 
marginal line, and are territories 
that can be served in an eco- 
nomic way, they should be aban- 
doned. It is my opinion that a 
territory in which prices must be 
cut and slashed and used as a 
dumping ground is not an eco- 
nomically sound territory. 

3—We must stop our constant 
price cutting against each other, 
for this in my opinion has sel- 
dom if ever gained a jobber any 
permanent good. Price cutting 
has cost this industry many mil- 
lions of dollars. If it ever gained 
the industry anything I am at a 
loss to know just what gain has 
been. 


Central Credit Bureau 


4—We should establish a cen- 
tral credit reporting bureau 
where dealer past due accounts 
can be shown up. ‘When a dealer 
has reached a dangerous point 
of past due with one jobber he 
should not be permitted to buy 
from others and finally get more 
of us in the hole where we all 
lose money. If any dealer knew 
that he had to pay his bills 
promptly or else he could not buy 
his merchandise from any job- 
ber on any terms whatever we 
would make a better merchant of 
him and at the same time we 
would cut down our losses in a 
big way. 
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Net Prices vs. List and Discount—W hich? 


Should Manufacturers Simplify Long 


Discounts? 


Answer 


By H. J. YODER 
W. W. Conde Hardware Co. 


Watertown, New York 


at Wholesalers’ Wednesday 
morning session 





H. J. YODER 


FAVOR a net pricing system 

over the list and discount 
system of pricing because I be- 
lieve a better average margin of 
profit can be obtained on. the 
basis of net prices. 

Let’s consider such classes of 
merchandise as are manufac- 
tured by Stanley Works, Mc- 
Kinney or Griffin. We all know 
that probably not more than a 
dozen items in these particular 
lines are keenly competitive. We 
can all remember the price of 
314-in. butts, but I venture to 
say we cannot remember the 
price of 3 or 4-in. butts. We 
probably can remember the price 
of 6 and 8-in. T and strap hinges, 
but I doubt if we can remember 
the prices of the other sizes of 
hinges and so it goes right 
through the line. 

On a net pricing system our 
selling prices are built upon the 
basis of whether they are fast 
or slow moving items and wheth- 
er they are competitive or non- 
competitive items. 

We all try to establish a per- 
centage of profit that experience 
teaches us we need to come out 
on the right side of the ledger 
at the end of the year. If prices 
are cut it is usually on a certain 
size of an item in the line and 


not on the complete line, so with 
net prices I believe we can main- 
tain a better average margin of 
profit. If the list and discount 
system was used under the same 
circumstances and due to com- 
petitive conditions prices were 
cut, then it would naturally af- 
fect the whole line on which the 
discount applied and not change 
the particular item in the line 
as would be the case where net 
prices are used. Therefore, our 
average margin of profit would 
be reduced on the whole line re- 
gardless of the fact that certain 
items might be very slow moving 
and others not particularly com- 
petitive. 

You may advance the argu- 
ment the net pricing system 
takes more time in keeping your 
cost records and perhaps more 
time in your pricing department. 
I think that is a debatable ques- 
tion, but even if it should slow 
down these departments a little 
I still think the results obtained 
would more than offset the ob- 
jection. 

Of course, I realize the fact 
that there are certain lines like 
bolts, caps and set screws, wood 
screws, etc., that due to the mul- 
tiplicity of sizes must necessarily 
be sold on a list and discount 
basis, because on such lines as 
these the details involved to fig- 
ure out net selling prices on 
every size would be out of the 
question. 

To those of you who may favor 
the list and discount system I 
will say this, where a manufac- 
turer makes a line that readily 
adapts itself to being priced from 
the standpoint of what the con- 
sumer will pay for the article 
and it is the policy of this manu- 
facturer to endeavor to have the 
consumer and dealer prices that 
they have established main- 
tained, and where it is also the 
policy of this manufacturer of 
selling this merchandise to the 
consumer through the dealer and 
distributor, I believe in such 
cases that the list and discount 
method of selling is the most 
practical, providing the margin 
of profit offered the dealer and 
distributor is reasonable and is 
maintained. 

There is another thought I 
have in mind that might pos- 


| Each package contains fifty fasteners of one 
| size % x 4, 4% x 5 or % x 5—I12 boxes to a 


AT LEAST ONE 
SALE PER CUSTOMER 

















































WHEN YOU DISPLAY 
ACME CORRUGATED FASTENERS 








Because most of your customers can use them 
—lots of them—you can count on selling 
Acme Tack-Point Corrugated Fasteners near- 
ly every time a homeowner, carpenter or any- 
one who works with wood, comes into the 
store—whether he buys anything else or not. 
Displayed in the attractive, convenient pack- 
age Acme Fasteners are an excellent ‘“‘extra” 
sales item. Turnover is fast. 


The sharp tack-points make driving easy. 
Strong joints are made on all kinds of wood 
products, screens, furniture frames, signs, 
barrel heads, etc., with these improved Acme 
Corrugated Fasteners. 


If your jobber can’t supply you—write us 
direct. 





PACKAGED IN 3 POPULAR SIZES 


display carton. For larger demands Acme 
Corrugated Fasteners are available in: stand- 
ard cartons of 250, 500 and 1000 fasteners; 
| 100 to a box, 10 boxes to a carton; and in 
| 25, 50 and 100 Ib. lots. 





Let us send you a sample package so that 
| you can judge their sales possibilities for 
yourself. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, lil. 
Branches and Sales Offices in Principal Cities 


WRITE FOR 


FREE SAMPLE BOX 





Acme Steel Company 
2838 Archer Avenue 
Chicago, Illinois 


Gentlemen: 


Send me, without charge, a sample 
box of Acme Tack-Point Corru- 
gated Fasteners. 

































sibly be injected in this discus- 
sion and that is manufacturers 
establish their prices to distrib- 
utors and do not stop to consider 
that after the distributor and 
dealer profit have been added it 
brings the retail prices at fig- 
ures which the consumer is un- 
willing to pay because of lack of 
eye appeal or intrinsic value. 

I think we are fast approach- 
ing the time when manufactur- 
ers should first consider what 
price the consumer is willing to 
pay for the items he may be 
planning to make and then work 
back from that point a schedule 
of prices to give the dealer, the 
distributor and manufacturer a 
reasonable margin of profit. 

In considering the question of 
manufacturers simplifying long 
discounts it seems to me there is 
only one answer to this and that 
is every jobber should be in fa- 
vor of having one discount apply 


to a line rather than some of 
the ridiculous discounts that 
have been used from time to 
time on many lines. 

I cannot see the sense of hav- 
ing discount on wood screws, for 
instance, such as 52%, 25, 10, 
7/T%, neither can I see any rea- 
son for having a discount on cap 
screws such as 67%, 10, 15 per 
cent or a discount of 6814-10-5- 
5 per cent on bolts, it would 
seem as though one disc unt 
would be much more satisfactory 
and certainly by simplifying 
these discounts it would speed up 
office routine tremendously and 
have a tendency of cutting down 
operating costs. 

I am convinced of the fact 
some constructive suggestions 
along this line if submitted to 
manufacturers who are using 
such discounts would go a long 
way toward rectifying this very 
unsatisfactory condition. 





How Can Efficiency of Warehouse Employees 
Be Determined? 


Answer 
By E. H. McGINNIS 


Union Hardware & Metal Co. 
Los Angeles, Cal. 


at Wholesalers’ Wednesday 
morning session 


OW to get the efficiency we 

must have out of our em- 
ployees in the operating depart- 
ment is, it seems to me, a matter 
that depends to a great extent 
on just what we think this prob- 
lem is, and how well acquainted 
we are with the problem we are 
discussing. When we talk of 
operations, don’t forget, we 
refer to about two-thirds of our 
employees. We can start with 
price clerks, order clerks, and 
go clear down to the janitors 
and watchmen, but we are talk- 
ing of operations, during all 
this period. What we are most 
interested in, I know, is to get 
full value for every dollar we 
spend. 

I think we all understand, due 
to the very nature of our busi- 
ness, we have to. operate 
through apprentices. To get 
value for money is something 
that cannot be done without a 
plan covering many years. When 
you start with an apprentice, 
that apprentice is likely to de- 
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velop into one of your best 
salesmen, later—a department 
buyer, or even a manager of 
your business. 

We employ nothing but ap- 
prentices. They have to go 
through a personnel department 
checking. When we hire a young 
man of 18 or 20 we are hiring 
him for the rest of his lifetime, 
and that he is coming with us 
because he wants to learn the 
hardware business and learn it 
right. We emphasize the fact 
that he will have every oppor- 


tunity to advance and that we 
will never go outside for some- 
body to put over his head. 

The scale of wages—the best 
we can afford to pay, is ex- 
plained carefully to him with 
automatic pay increases at the 
end of six months, on up to two 
years. If he manages to stay on 
the job he is going to get the 
pay increase or he won’t have a 
job. In other words, he never 
knows whether he has a job or 
not unless he gets the increase 
and does the job. That tends to 
develop efficiency and competi- 
tion. 

No matter how well you pay 
a man that is not going to sat- 
isfy him—you have got to excite 
his ambition. We all recognize 
that, but in talking of ware- 
house employees and all operat- 
ing employees, I wonder how 
closely we understand their 
problems? 

During the last few years 
there has developed an unrest 
on the part of labor towards the 
fundamental things we have 
done to encourage our boys to 
learn our business, but the men 
we have taken into our lines 
have become more or less af- 
fected by outside interests. 

Three or four years ago we 
started a so-called bonus sys- 
tem, which works by groups, by 
individuals, depending on the 
department to which it is ap- 
plied. The bonus is based on 
cost of sale. Without knowing 
what the cost of sales are you 
can get nowhere with this plan. 
Knowing the volume of busi- 
ness going through this depart- 
ment, the cost of sale, and the 
average cost of running the de- 
partment during the last years, 
prior to the time the plan was 
put into effect, you can then de- 
termine how much you can pay. 
The whole thing is founded on 
the fact that we would like to 
employ less men and pay them 
more money. 

Following this principle, and 
the greater efficiency of a de- 
partment which results, you can 
take the extra profit and divide 
it among the employees operat- 
ing in that department. 

In other cases, it requires an 
individual bonus, in bookkeep- 
ing, price clerks, cost clerks and 
similar billing departments, 
etc., and then, at the end of the 
year, you do the very best you 
can to make an annual distri- 
bution. 
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lt’s New—Both in Price and Design 


DOES—Everything But Talk 
Waller's 


QUICKVISE 


Handy From 
Every Angle 


$200 


List price 


Instantly adjustable to any angle 
Attached in a jiffy to any support 
Converted to a convenient clamp 
Lowers to bench level 

Light in weight, strong in construction 
Made to withstand hard usage 

New price will fit any budget 
Indispensable in any tool kit 
Demonstrations make sales pay 
Unlimited Guarantee 


if Unable To Obtain Thru Your Jobber 
Write, Wire or Phone 


EMCO MANUFACTURING CO. 


784 Gladys Ave. Los Angeles 














Established 1818—America's Oldest Woven Wire Factory. 


Gilbert & Bennett 


= GB 


UALITY 
‘Products 


Poultry Netting 


anized Before and After 


Straitline Poultry Fence 
Galvanized Before and After 


Cloth 
In All Meshes and Gauges 
SCREEN WIRE CLOTH 
Pearl Wire Cloth 


2 Copper Wires in the Selvage 
Acme Electro-Galvanized 
Wire Cloth 
Painted Black Wire Cloth 
Copper Wire Cloth 
Light and Dark 


Bronze Wire Cloth 
Bright and Roman 


THE GILBERT @ BENNETT MFG. CO. 


GEORGETOWN, CONN. NEWYORK, H.Y. GLUE ISLAND, ILL. KANSAS CITY, MO. 
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“In 1940— 
More Than Ever Before 


it’s RITTENHOUSE” 


@ New Plastic Housings 

@ New Exclusive Improve- 
ments 

@ Superb Tone Quality 

@ Startling New Styles 

® Bigger Values 

@ National Advertising 

®@ Dealer Helps 

@ Sound Merchandising Policy 


Call your wholesaler and get the details 
of the new 1940 line of Rittenhouse 
Door Chimes. It’s a profit making op- 
portunity. Our national advertising is 


| ereating a demand in your town. Cash 


in on Rittenhouse Chimes as a Christ- 


| mas Gift. 


Call your wholesaler or write us 


| THE A. E. RITTENHOUSE CO., Inc. 


President 
$6.95 to $11.50 


RITTENHOUSE 


ELECTRIC DOOR CHIMES 


Dept. 208, Honeoye Falls, N. Y. 























Ask your jobber to send you a sample order of 
“Handy-Grip” fillers for fuel oil burning heat- 
ers. Eagle products assure customer satisfaction. 


EAGLE MANUFACTURING COMPANY 
WELLSBURG WEST VIRGINIA 




















. VOU WILL SELL 


4 MORE casters 


with this 


e DISPLAY 











-@ PRACTICAL 
.®@ PERMANENT 
@ ATTRACTIVE 


This sales-making display. 
block, complete with 
samples, is furnished free 
_ with the Quality Group of 
casters at . . . . $9.97 


“YOU WILL SELL 
BETTER CASTERS 


and make more profit 
per sale... with the 


BASSICK 
QUALITY 
GROUP 


Ask your wholesaler or write 
to The Bassick Company for 
complete information. ? 


wee 


= seen 








THE BASSICK COMPANY 
Bridgeport 


Connecticut 
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To What Extent Does Duplication of Lines 
Increase Expenses and Decrease Turnover? 


Answer 


By CHARLES E. MALOY 


H. C. Prutzman Co., Inc. 
Altoona, Pa. 


at Wholesalers’ W ednesday 
morning session 


O get to the subject of what 

extent duplication of lines 
increase expense and decrease 
turnover, I’m afraid I am un- 
able to answer in mathematical 
percentage. However, in the 
small business which I repre- 
sent, we have learned that du- 
plication is costly. To repeat 
or double an item from a sell- 
ing angle is to cause one or 
both of the items to suffer by 
the steam its salesman applies, 
thereby causing the one with 
the least steam applied to be- 
come expensive and produce a 
warm spot on its shelf. 

By this, I mean there are nu- 
merous very fine lines of small 
electrical appliances, all with 
many fine selling features. We 
select, at the beginning of a 
season, the line which we in- 
tend to push and, after careful 
preparation in the presentation 
of this line and much hard work 
and push, the season rolls by 
and a buyer or merchandise 
manager is pleased with the job 
his organization has done. In 
his effort to do a better job the 
next year, he steps onto the thin 
ice which we call duplication. 
He invariably asks his selling 
crew how sales on,the item can 
be increased next Season and 
those men, in an effort to an- 
swer the question, are reminded 
of the sales resistance met while 
doing their job the previous 
season, such as: we were high 
in price; so and so had a better 
gadget; Smith had more adver- 
tising, and someone else had 
something else. The buyer con- 
siders all these, then goes out 
and tries to remedy the diffi- 
culty, and comes home with a 
new or additional line. 

Now, there are two lines to 
sell. Plans are again made for 
the season. The expense has al- 
ready begun. First, a new line 
requires space in a warehouse 
which is valuable. It requires 
schooling of salesmen—numer- 
ous other time angles, all ex- 
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pensive. The day of buying an 
item and telling your men you 
have it and they are to go out 


and sell it is past. They first 
must be shown, sold, or 
schooled. I always know that 


an item will not move well if 
our salesmen are not enthused 
at its presentation. This is the 
application of the steam I men- 
tioned a few moments ago. 

Now, with our new item, we 
have divided our steam or ef- 
forts. What happens? We re- 
duce its power, we reduce our 
customer’s steam on last year’s 
item, on which he did a good 
job. This narrows down to our 
theory that the best job cannot 
be done where items are dupli- 
cated or multiplied. 


Youth Day 


At Elgin, Ill., merchants annual- 
ly stage a successful “Youth Day.” 
At this time, youngsters from the 
rural schools of three counties 
come to Elgin and are entertained 
at a local high school, with a fine 
and varied program. Restaurants, 
groceries, dairies, ice cream and 
other companies donate products 
which are used to give all the chil- 
dren a fine luncheon. In the after- 
noon, a number of attractive 
events are staged for the visitors. 
Naturally, many of the youngsters 
decide to come to Elgin to attend 
high school and their parents also 
get into the habit of coming to 
Elgin to buy. 


HARDWARE AGE 




















NOV. 23... 
NOV, 30. 





25 STATES 206 
3 STATES 





‘. oan states and the District of Columbia will celebrate Thanks- 
giving Day, 1939, on November 23rd in accordance with President Roose- 
Twenty-three others will follow the time-honored custom of 


New England, 


velt’s wishes. 


observing it on the last Thursday in November—the 30th. 


where the festive day had its origin, will observe Thanksgiving on the 30th. 


It may be remarked in passing that the governors of the six New England 
Party lines, however, did not hold throughout the 
country as five states with Republican governors will observe the day on the 
23rd while eleven governors of Democratic persuasion have announced that 


states are Republicans. 


their states will recognize the 30th as the official date. 
Following is an alphabetical listing of states together with the November 
date on which each will observe Thanksgiving Day: 


Alabama 30th Maine 
Arizona 30th Maryland 
Arkansas 30th Massachusetts 
California 23rd Michigan 
Colorado 23rd Minnesota 
Connecticut 30th Mississippi 
Delaware 23rd Missouri 
Dist. of Col. 23rd Montana 
Florida 30th Nebraska 
Georgia 23rd Nevada 
Idaho 30th New H hi 
nage New Hampshire 
Illinois . 23rd 
Indiana 23rd New Jersey 
30th New Mexico 
Kansas 30th New York 
Kentucky 30th North Carolina 
Louisiana 23rd North Dakota . 


30th Ohio 23rd 
23rd Oklahoma 30th 
30th Oregon 23rd 
23rd Pennsylvania 23rd 
30th Rhode Island 30th 
23rd South Carolina 23rd 
23rd South Dakota 30th 
23rd Tennessee 30th 
30th Texas 23rd 
30th Utah 23rd 
30th Vermont . 30th 
23rd Virginia 23rd 
30th Washington 23rd 
23rd West Virginia 23rd 
30th Wisconsin 30th 
23rd Wyoming 23rd 





White Remains Favorite Color 
For Exteriors and Interiors 


R. Average Citizen, in 1938, 
has shown little change in 
his color preferences. He still, in the 
majority of cases, likes to have his 
house painted white and white is 
also the principal choice for the in- 
terior. However, in the case of en- 
amel finishes, usually on woodwork 
trim and furniture, a marked prefer- 
ence for white is less noticeable. 
During 1938 certain exterior colors 
did register an increased popularity 
over 1937. Cream, for example, 
gained considerably at the expense 
of ivory shades, while dark greens 
reversed their former trend and dur- 
ing 1938 outsold light and medium 
greens almost two to one. 
On interior colors there was no 
noticeable trend for the two years. 
Decorative enamels, yellows, light 
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blues, reds and maroons showed in- 
creased preference as against dimin- 
ished demand for dark green and 
black. 

These preferences have been made 
known by The Council for Paint 
Styling, 2201 New York Ave., N. W., 
Washington, D. C. They are indicated 
in figures, recently released, setting 
forth production by leading paint 
manufacturers and showing relative 
production of paints in various colors 
during 1938. Each year six national 
and regional producers compile their 
production figures for exterior paints, 
interior flat wall paints and decora- 
tive enamels and their figures, in 
turn, are checked against a similar 
output of a local manufacturer to 
see how local preference compares 
with national trends. 




























































Designed for chopping at 
temperatures as low as 
50° below zero 


It's New, It's Different, and It Practically 
Sells Itself—The new Vaughan SubrZero Axe 
makes outstanding sales records where dealers 
display it—an axe that will "stand the gaff" 
in coldest weather. 


New Axe Beauty . . Distinctive Blue and Silver striped 
finish... Popular with Woodsmen and Farmers 


A tougher yet thinner all-tool steel blade 
that stays sharp—tough steel eye—electrically 
fused by Vaughan's patented process and 
double heat treated—high grade white hickorv 
handle—all at no additional cost. 


BIG 3-COLOR DISPLAY FREE 


With any axe order, single or double bit. 
A tested sales producer. Lead your territory 
in axe sales with this new axe. Custom Built 
for cold climates. Write today for details! 


VAUGHAN & BUSHNELL MFG. CO. 


2114 CARROLL AVE., CHECAGO, ILL. 


see 
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Problems of Our Industrial Life 


By Dr. Leverett S. Lyon 


industrial life which calls 

for first consideration to- 
day is that which centers 
around the war and the possi- 
bilities of America’s participa- 
tion. A first question is the 
probable effects of the war on 
American industry. This may 
itself be divided into two parts 
—probable effects of the Euro- 
pean conflict if we do not par- 
ticipate, and probable additional 
effects if we do become in- 
volved. In its modern form war 
is as much a struggle between 
industrial systems and civil 
populations as between military 
forces. The impact of war on 
the industry of a country is uni- 
versal and this impact becomes 
more extensive and severe as 
the duration and intensity of 
the struggle develop. 


QO: type of problem of our 


Continued War 


If the present war in Europe 
continues we may be reasonably 
certain that there will be a gen- 
eral increased industrial pro- 
ductivity in this country. This 
increased productivity will con- 
tinue as the demands of those 
nations which can buy from us 
are increased, and as long as 
they have means of effecting 
payment in this country. 

Government sources estimate 
free purchasing power of Eng- 
land and France, including gold 
deposits in American banks and 
marketable securities at over 
ten billions of dollars, not in- 
cluding direct investments in 
industry, current gold produc- 
tion and proceeds of exports. 
Not all of this amount could be 
spent in this country but if 
spending causes a boom in other 
neutrals their power to buy here 
will also increase. If these 
means are exhausted, further 
increased industrial activity 
may be expected only on the 
basis of credit—either given 
through private loans with war- 
ring countries, or furnished by 
our own government. 

The demands for goods which 
bring about this increased in- 
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Executive Vice-President, The Brookings Institu- 
tion, Washington, D. C., tells Tuesday morning 
Manufacturers’ session of problems that would 
arise if we were to become involved in present 
European War. Outlines how government control 
of business would likely become greater were we 


involved. 





dustrial activity will be by no 
means uniform. If we become 
involved in the present struggle 
in Europe there will be greatly 


‘ increased pressure for indus- 


trial output, with the military 
divisions of the Federal Gov- 
ernment the chief sources of de- 
mand. But in this case we will 
be selling to ourselves. Our 
government has only two means 
of making such payment—taxes 
or borrowing. We may there- 
fore expect as an accompani- 
ment of increased industrial 
expansion, increased taxes, or 
the inflationary effects of in- 
creased governmental borrow- 
ing, or both. 

Industrial plants will find 
themselves called upon for va- 
riations of their products, or 
for products which they have 
not heretofore manufactured. 
New types of equipment will 
necessarily replace the old in 
these cases and trade connec- 
tions long established may have 
to be abandoned for more direct 
governmental contacts. 

During the last war natural 
resources, industrial plants, 
labor, management, and trans- 
portation systems all came to 
be regarded as properly subject 
to a greater degree of govern- 
mental direction than before. 
The strategic importance of 
central governmental control 
came to be realized. We may 
expect—in my judgment—this 
on a more extended scale if we 
are involved in another serious 
conflict. 

Under normal conditions of 
peace we entrust large areas of 


decision to private individuals, 
but in war all other purposes 
become subject to the single 
purpose of winning. More and 
more a nation becomes impa- 
tient with actions by which in- 
dividuals appear to profit by 
war or to make decisions which 
might interfere with the effec- 
tive prosecution of war-time 
aims. Regulations will be im- 
posed, in large part by direct 
governmental legislative or ad- 
ministrative action. 


Government Control 


Some of you remember very 
well governmental controls dur- 
ing the World War. If a second 
World War confronts us regula- 
tions will be brought about 
through direct governmental 
operations, through the use of 
priority requirements and the 
use of price controls. I think 
we may expect more regulations 
concerning labor than we had in 
the last war, through conscrip- 
tion of man power, and con- 
ceivably through a taking-over, 
(as in the case of railroads), 
of privately owned industrial 
equipment. In that war our gov- 
ernment greatly extended its 
direct production—that is, what 
is commonly called extension of 
government into private busi- 
ness. Obviously the most ex- 
tensive part of this was for pur- 
poses of national defense. 
Nearly 5,000,000 men were ac- 
tually employed in the service 
of national defense, and of 
these, nearly 3,000,000 were 
brought in through direct con- 
scription. This clearly was the 
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FREE 


SALES BUILDING a 
ATTRACTIVE pe: - Ps 
THREE-COLOR Be . ang bae tic , ; HIS attractive i) 

DISPLAY BOARD o) fe e $3 

eo caine ; sales-building Wick fm 


with order for one 
shown en board ; : mt Dispenser (all-metal 

4 P ' 
. lithographed in 3 
| colors) given abso- 


|| lutely FREE with eith 
A small inventory meets every need | —-” with either 


one of the Special 


with DRAKE SOLDERING IRONS | Deals described below. 


Designed especially to meet the requirements of 












































———— ae: 


Drake ELectrix 


the hardware trade—a small inventory of Drake 
Soldering Irons provides the dealer with a stock iu 





(Reg. U. S. Pat. Off.) 





meet all needs. Three groups of irons do the trick, ASBESTOS WICK 
Get further information from your jobber or our No. 1 and No. 2 SPECIAL DEALS 
. DEAL No. 1— 400 ft. Flame- DEAL No. 2—S No. 1 but 
representatives. master branded Wick in 4 rolls of contains 2 100-ft. YZ” rolls and 
100 ft. each. Widths, 7%”, 1”, 2 100-ft. 134” rolls. 


} 14%”, 136”. Merchandiser FREE 





* All Drake “Solder King” (original sale only), F.o.b. Job- NOTE: Dispenser alone could not 
irons, shown on board above, have | ber’s warehouse. $8 75 be duplicated for less than the 
ed highest quality Nichrome wire ele- Denler’s met .cccccvce ° price of the entire Deal! 
.\) ments, are fully chrome plated, Valuable Free Dealer Aids Included in Both Deals 
ge and come complete with 6 ft. 
wi & Ge- heater cord, rubber plug and 7 Your wick business will boom when you put this handsome merchandiser 
a — cio plug “ on your counter—a powerful sales magnet that draws and holds trade. Ends 
gee qe: in. stand. Their total list price the muss and fuss of the old fashioned bulk roll method of selling—and the 
ee is only $7.00. loss of stock through cutting mistakes. STOVE GUIDE on front gives wick 
ad gon lengths for all popular stoves and ranges. 
And remember, the wicking itself is the famous Triplewear Flamemaster, 
9 , weave wicks. Customer satisfaction assured. Your average 
pro’ Yo. 


Flamemaster is also supplied in Boxed Sets. 


DRAKE ELECTRIC WORKS, INC. te es ce es 


3656 LINCOLN AVE. CHICAGO, ILL. TRIPLEWEAR, PATERSON, N. J. 


All Triplewear Products are Sold Exclusively through Hardware Jobbers 

















High standard of en , LACLEDE 


the industry — 


WRIGHT 
POULTRY 
NETTING 


FURNACE CEMENT 


FOR MOUNTING, SETTING 
& REPAIRING FURNACES, 
STOVES, HEATERS, FLUE 
PIPES, RANGES, ETC. 


nomex YOU GET A TIGHTER JOINT 
— AND IT STAYS TIGHT 





FIREPROOF 
ODORLESS 


AIRLGASTITE 1 ACLEDE FURNACE CEMENT 


+O VU GA Packed in all sizes— 
DURABLE in triple friction-lidded cans 


Write FOR LITERATURE & FREE SAMPLES 


LACLEDE FIREZIST 


PLASTIC FURNACE LINING, 
HAND MOLDABLE PLASTIC 
REFRACTORY for FURNACES 


5 F WRI (; HI vied : : VAILABLE FRO Se eee 
At. WIRE CO. P i 


LACLEDE-CHRISTY CLAY PRODUCTS CO. 
WORCESTER * MASS. MAKERS OF FINEMEAT 411, SEVENTH @ ST. LOUIS, MO. 


RESISTING PRODUCTS SINCE 
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EVERYBODY NEEDS THEM 





When your customers see displays of G-E 
heater cords, extension cords, replacement 
cords, triple taps, twin taps, heater plugs, 
fuse plugs, etc., they will be uainied of 
items they need. These devices, properly dis- 
played, almost sell themselves. Moreover the 
G-E Monogram on every piece will help you 
sell. Your customers know that it stands for 
quality, dependability and safety in electri- 
cal merchandise. 

If you aren’t stocking and displaying these 
items now start right away. They'll bring 
extra business. For complete information 
about G-E counter devices, see the nearest 
General Electric Merchandise Distributor or 
mail the coupon below. 


FI III HII KKK KKK KK RIK 


General Electric Company 

Section D-93510, 

Appliance and Merchandise Dept. 
Bridgeport, Conn. 

Sirs: Please send complete information on 
your wiring devices for over-the-counter sales. 


Name 


Address__ , sialic 





3b bb be bb ob 
2b Ob eb ee bb ee eo 


City. State 


GENERAL “% ELECTRIC 


Y 
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most extensive action ever taken 
by the American government to 
utilize for governmental pur- 
poses the man power of the na- 
tion. The operation of the rail- 
roads is the second illustration, 
as was the extension of govern- 
mental operation in ocean ship- 
ping. Nearly 250,000 men were 
employed by the government in 
the construction of factories, 


- warehouses, and other equip- 


ment. The government in the 
past war entered the productive 
life of the nation on an unprece- 
dented scale. 








Cc. R. SWISSHELM 
Crescent Tool Co. 
A.H.M.A. Exec. Comm. 





Imports and Exports 


Both imports and _ exports 
were subjected to regulation. 
Similar methods will probably 
be made effective more quickly 
and more extensively applied, if 
we become involved in the 
European war. Industrially 
speaking, wars are not over 
when the treaty of peace is 
signed. Economic dislocations 
arising from the first World 
War were never fully read- 
justed and have played an im- 
portant part in the present 
situation. Prices rise in war- 
time. Industrial activity is es- 
tablished on the basis of these 
prices. With peace, or shortly 
after, prices usually collapse. 
Public debt has risen. Heavy 
taxes must be paid. With war 
demand gone, general depres- 
sion is a common consequence. 
With millions of men released 
from military service, an unem- 
ployment problem presents it- 
self, with its obvious repercus- 
sions upon wage levels and the 





absorbing power of industrial 
production. 

Prior to the Great War the 
United States and the chief na- 
tions of Europe on a common 
gold standard had effected a 
highly organized system of in- 
ternational specialization and 
trade in which various coun- 
tries played different roles, as 
producers of raw materials, of 
manufactured goods, of middle- 
men between producing loca- 
tions and as sources of mone- 
tary supply, ete. The war 
disrupted this highly articu- 
lated mechanism throwing ar- 
rangements into confusion. In 
efforts to reorganize in the na- 
tionalistic spirit which the war 
emphasized, there was an in- 
creased setting-up of tariff bar- 
riers, of trade restraints, and of 
ideas of national self-sufficiency 
which seriously handicapped ef- 
forts toward reconstructing the 
pre-war basis of a world eco- 
nomic order. The monetary 
confusion, particularly in those 
nations which resorted to ex- 
treme inflation to pay their in- 
ternal debt, has added to the 
other difficulties. 


Current Problems 


Let us consider some of the 
current problems of our indus- 
trial life in times of peace. The 
problems of industrial life all 
arise from the fact that the peo- 
ple of the United States, with 
limited resources, are engaged 
in trying to use those resources 
in the most advantageous way. 
To do this responsibility and 
authority for making decisions 
must rest somewhere. How far 
shall this organization task be 
in the hands of private individ- 
uals. How far shall it be given 
to governmental agencies. 

Since the turn of the century 
and even more during the last 
decade, private enterprise as a 
means of organizing economic 
life has been under criticism, 
and argument that more or- 
ganizational work should be as- 
signed to government increas- 
ingly advanced. With govern- 
ment providing, today, through 
relief or public works the in- 
come for millions of our popula- 
tion, with government extending 
its role in the field of power, 
and other so-called public utili- 
ties, and Social Security ac- 
tivities, we are made increas- 
ingly aware that the proper 
place for governmental opera- 
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tions as contrasted with busi- 
ness operations is one of the 
most vital questions. 

The sound attitude for an 
American in our democracy 
seems to be not to take the posi- 
tion that we should have no eco- 
nomic organization by govern- 
ment, but rather to attempt to 
determine as carefully as pos- 
sible what are the areas of eco- 
nomic life in which one or the 
other of these, or both in com- 
bination can perform best. Con- 
sider agriculture, transport, 
communications, bituminous 
coal and public utilities. In no 
one of these cases do we have 
governmental operation, but we 
do have governmental agencies 
determining prices and produc- 
tion. 


Major Problem 


That part of our economic 
life which is organized by pri- 
vate business men, has a few 
problems which outrank the 
others in significance. Going 
into business is undertaking to 
do some things which the law 
permits, and accepting the re- 
sponsibility which the law 
places thereon. The set of legal 
permissions and regulations 
most popular now for entering 
business is the corporation. If 
we incorporate we accept the 
duties and responsibilities im- 
posed by the corporation laws 
of our state., In many large 
corporations the individuals 
who own a major part of the 
corporation are not the indi- 
viduals who control its ac- 
tivities. It therefore becomes 
possible that those who do con- 
trol may direct the resources of 
the corporation quite differ- 
ently from the way in which 
they would be directed if they 
were managed by those who 
really own them. 

It may be just as important to 
find sound ways of reorganizing 
financially embarrassed proper- 
ties and permitting them to 
operate as it is to get such prop- 
erties organized in the first 
place. The tendency in recent 
proposals for modification in 
this field has been along the line 
of what. Justice Douglas has re- 
ferred to as applying “the prin- 
ciple of preventive medicine to 
the field of sick business.” By 
this is meant an effort to find 
ways which shall prevent busi- 
ness from needing the severe 
operation of bankruptcy and re- 
organization, by attempting to 
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determine in advance that they 
are in financial danger, and ef- 
fect a rescue. 

From the business man’s 
point of view what is referred 
to as trust problem commonly 
takes the form of what he is 
permitted to do under the anti- 
trust laws. The public may 
think of it as the problem of 
maintaining competition among 
business men. It is important 
for business men to see the sig- 
nificance of the public ap- 
proach. The maintenance of 
competition is a fundamental 
idea in the business system. 

Following the Civil War, the 
belief developed that the com- 
mon law and the state laws were 
inadequate to maintain compe- 
tition. A strong anti-monopoly 
movement appeared, finding ex- 
pression in the Sherman Act, 
followed 24 years later by the 
Clayton Amendment and the 
Federal Trade Commission Act. 
These laws and the new agency 
—the Federal Trade Commis- 
sion which the latter estab- 
lished—were designed more to 
effectively meet new situations 
in which it was believed the 
maintenance of competition was 
not being effectively secured 
under existing law. While such 
activities as interlocking direc- 
torates, collusive trade agree- 
ments, resale price maintenance, 
tying contracts, and price dis- 
crimination have all been at- 
tacked under these newer pieces 
of legislation, the Robinson- 
Patman Act attempted to carry 
into still other specific fields the 
maintenance of competition 
which it was believed was being 
avoided. 

Competition is not only the 
“life of trade”; it is the basis on 
which private enterprise finds 
its major justification. Without 
competition there is monopoly, 
and no country may be expected 
to willingly tolerate private 
monopoly. If monopoly is to be 
the method of an economic sys- 
tem, we may be sure that sooner 
or later it will be government 
monopoly. 

Closely related to the indus- 
trial problem of maintaining 
competition is the question of 
fair competition. It rests on the 
view that there are some actions 
which, though they may aid in 
competition, violate public 
standards of what is right and 
should therefore be prohibited. 
The Supreme Court, the Fed- 
eral Trade Commission, and for 
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' Lantern Value 


Outshines — Outlasts — Outsells them all — 
because it employs scientific air flow design 
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a brief time the NRA, have been 
the chief agencies aside from 
the common law in determining 
what is and what is not fair in 
competition. The Commission 
to a considerable extent de- 
veloped the area of unfair com- 
petition. 

It was among the objectives 
of the Wheeler-Lea Act to oper- 
ate in the consumer field. This 
act brought within its prohibi- 
tion “unfair or deceptive acts or 
practices in commerce,” and 
was believed to open the way to 
af attack on deceptive prac- 
tices solely on the basis of their 
effects on consumers. Prior 
thereto it had been necessary 
to demonstrate that an act com- 
plained of injured a competi- 
tor’s legitimate trade interests. 
This law grants the Commission 
power to institute injunction 
proceedings pending the _ is- 
suance of an order to cease and 
desist, thus preventing the dis- 
semination of false advertising, 
at least as related to certain 
products. Finally, the Wheeler- 
Lea Amendment makes it a 
criminal offense to disseminate 
false advertisements of certain 
products, and looks in the direc- 
tion of increased protection of 
consumers, in addition to the 
protection of competitors here- 
tofore considered the matter of 
chief importance. In a number 
of fields sellers are now re- 
quired to refrain from false and 
misleading statements, and have 
an obligation to disclose per- 
tinent information. 


Labor Problems 


The so-called labor problem 
is by far the most complicated 
of any of the problems of indus- 
trial life—excepting only the 
problems induced by war. It 
involves rights, duties, respon- 
sibilities and opportunities of 
people, as contrasted with ques- 
tions of property right which 
are the basis of most of our 
other industrial perplexities. 
The labor problem is indeed a 
vast combination of other prob- 
lems—child labor, minimum 
wage, hours, union, strike and 
unemployment problems. From 
an economic point of view the 
so-called labor problem is find- 
ing means of keeping within the 
operating economic system a 
very large fraction of our. total 
population, of placing them in 
positions in which they can con- 
tribute nmiost effectively to the 
national income, and of bring- 
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ing about such arrangements 
that they can receive an appro- 
priate share of the national in- 
come. To the extent that we 
can keep labor employed and 
the economic mechanism func- 
tioning, there is a tendency to 
contribute to the best use of 
the labor power of a nation. 
This assumes, of course, that 
adjustments can be made which 
are economically sound, which 
therefore do not give rise to 
new disputes or insuperable dif- 
ficulties for either party. Other 
phases of this problem which 
may be considered separately 
are the child labor problem, pro- 
visions for health and safety, 
the period of employment as il- 
lustrated by the length of the 
working day or work week and 
the question of wages. 


Controversial 


More recently the question of 
a legal minimum.and the in- 
numerable issues which center 
in concerted or union action by 
workers—all remain, however, 
extremely controversial matters. 
There has been a_ tendency 
toward shortening the duration 
of the work day or week, partly 
in the interests of public health 
and partly through pressures 
brought by workers’ groups. 

Establishment of a minimum 
wage is comparatively new in 
the United States. Prior to 1929 
it had been experimented with 
in numerous states, but that de- 
pression brought a revival of 
demand which found results, 
first in the code provisions of 
the National Industrial Re- 
covery Act and later in federal 
legislation applicable to specific 
industries, and finally in the 
Fair Labors Standards Act of 
1938. This federal law may in- 
dicate a certain public accep- 
tance of wage regulation, but 
the matter remains a subject of 
great dispute. It must be real- 
ized that such regulation 
through its effects on costs has 
significant repercussions on 
every part of industry, that it 
may seriously affect the loca- 
tion of industry, the total 
amount of employment, and that 
it cannot be disassociated from 
the unemployment problem. 

For a considerable part of 
our national history concerted 
action on the part of labor was 
looked upon with disfavor by 
the law and the courts. Com- 
binations designed to fix the 
price at which work might be 


sold was viewed in much the 
same manner as combinations 
to fix the price of goods. The 
change of public policies on this 
position has been profound. It 
finds its extreme expression in 
the National Labor Relations 
Act in which organization of 
workers is encouraged and im- 
plemented by governmental ac- 
tion. The problem has been in- 
tensified by the split in the 
labor movement. Since the ap- 
pearance of the National La- 
bor Relations Act, we find 
employers presenting their view 
in terms of asking for rights 
equal to those of workers. No 
proposal of employers has made 
more impression on the public 
mind than that labor be held to 
be acting unfairly in situations 
in which employers are, under 
this law, held to be unfair. 
There has become, moreover, in- 
creased pressure to insist upon 
incorporation or other legal 
status which shall add to the 
legal responsibility of labor 
groups for their actions. New 
powers and especially the new 
rights which workers have 
gained under recent legislation 
have appeared to many properly 
to carry with them commensu- 
rate responsibilities, moral and 
financial. 


Changes 


American industrial life faces 
certain general situations. 
There can be discerned a ten- 
dency toward somewhat differ- 
ent objectives than have seemed 
important in the past. Ef- 
ficiency and economy have here- 
tofore been regarded as the 
chief tests by which effective 
industrial action, the right to 
maintain a place in the econo- 
mic structure, has been judged. 
(It should be said in passing, 
however, that our tariff policy 
has been in contradiction of 
this statement.) More recently, 
however, we have seen a num- 
ber of pieces of legislation 
which are designed to maintain 
parts of our economic life on 
the basis of other tests. It is 
urged, for example, that the 
maintenance of small or inde- 
pendent business units is im- 
portant; that these should be 
maintained even though they 
cannot maintain themselves in 
competition. A similar attitude 
is found in the support given to 
agriculture, to bituminous coal 
and to labor groups. New meth- 
ods are finding expression, par- 
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a Sensational Seller! 


Adjustable 
LOCKING WRENCH 


Powerful 
Double-Lever Action 
Locks Jaws Down 


with TON-Grip! 
Here’s SOMETHING!—the world’s Most 
POWERFUL, Most USEFUL hand tool! 
Exclusive “Double-Lever Action” enables the 
grip of cne hand to LOCK jaws to the work with terrific non- 
slip pressure! Remains locked with the hands removed. Never 
slips. Holds anything, any shape. Adjustable to ratchet-like 
action. Is vise, clamp, pliers, open-end wrench, locking wrench. 
pipe wrench, toggle press—all in one! Light, trim, handsome. 
Made of finest alloy tool steel. Nickel finish. Two 
sizes—10”, $1.95 list; 7”, $1.65 list. Big dealer 


margin. 
FRE UNIQUE DEMONSTRATOR insures 
lots of sales. Free with first order for 


dozen or more Vise-Grips. 





See your jobber salesman, or write factory. 


PETERSEN MFG. CO., Dept. H-7, DeWitt, Nebr. 













YOU CATCH EXTRA PROFITS 


selling "BETTER" Brand mouse and 
rat traps—by McGill of Marengo 





“*BETTER'' 3-way traps are self-setti 
Unfailing 


motion. Safe even in a child's oa 
in operation. 
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“CAN'T MISS'’ 4-way traps set easily, quickly. 
Metal bait holder releases right, left, up or down. 


“BETTER” Brand traps have that extra 
something in design, appearance and 
operation that make them sell better and 
bring more repeat orders. Attractively 
packed. Check with your jobber now or 
write ; 


McGILL METAL PRODUCTS CO., MARENGO, ILL. 
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Order No. 160-B.C.. Vaughan’s Improved CAN OPENER 
COMBINATION ... BOTTLE OPENER... CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A-fine seller. Send for prices. 


Vaughan’'s 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE; round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 





3211-25 CARROLL AVE. CHICAGO, ILL. 
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YOUR 
DREAM 


comes TRUE! 


How would you like 
to wake up some morn- 
ing real soon, and find 

our store the known 
headquarters for the 
finest sander rental 
service in your com- 
munity? Of course you 
would. Well, it can 
be done by installing 
the new Lincoln High- 
Speed 9”—the very 
sander painters, dec- 
orators, carpenters, 
contractors and home- 
qgwners have been ask- 
ing for. Does better 
work much faster. 


The New World’s Fastest Rental Sander . . . The Lincoln High-Speed 9” 


1000 to 3000 sq. ft. of average new floor work or 800 to 
1600 sq. ft. of average old floor work in an 8 hr. day 
brings a long line of rental customers for the new Lincoln 
High-Speed 9”. You take in $3 to $5 per day on each 
rental—plus extra profits on the sale of 
paint, varnish, wax, oil, seal, brushes, tools 
and allied supplies. Push the rental busi- 
ness and it will push up profits for you. 
Up to $8 per Day in Ren’als Alone! 
Offer the new Lincoln Port- 
able Dustiess Dise Sander that 
rents for $2 to per day 
and boost your total daily 
rental income on bo’ ma- 
chines up to $8. Ideal for 
edges, stair treads, panel, 
trim, window sills, ete. An- 
other real paint sales stimu- 
lator! 
Write for Circulars, Prices and Liberal Terms NOW! 
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World’s Manufacturer of the Most Complete Line of Floer Maintenance Equipment 
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ticularly in governmental ac- 
tion. A new emphasis is being 
put on the requirements of posi- 
tive action and on governmental 
activities designed to stimulate 
or retard the general pace of 
business activity. While mone- 
tary management is the most 
extreme example of this, there 
was a similar philosophy in the 
National Recovery Act, and in 
a variety of other laws of the 
past few years. 

Private industry faces new 
problems in the form of more 
complicated regulations, more 
possibilities of legislative 





change, new administrative 
agencies with which to deal, 
and the risks of unexpected ad- 
ministrative rulings. These new 
attitudes and new relationships 
of government to industry con- 
stitute perhaps the basic new 
problem of American industrial 
life. They tend to make the 
problem of a business man less 
emphatically a problem of seek- 
ing markets, of lowering costs, 
of meeting competition, and in- 
creasingly a problem of adjust- 
ing himself to a framework of 
legislation in every aspect of 
his undertaking. 





Linoleum Display Increased Sales 25 Per Cent 


EATURING an attractive dis- 
play of linoleum in the remod- 
eled basement increased sales 25 per 
cent in this department for the Dupo 
Lumber & Hardware Co., Dupo, IIL, 
according to J. D. Schellhardt, stock- 
holder and manager of the store. 
The stock of open patterns shown 
in the accompanying illustration is 
located along one wall of the base- 
ment near the foot of the stairs. 
Every person coming to the base- 
ment sees this display as soon as he 
or she reaches the floor. Other 


bulky merchandise and major appli-: 


ances are also located in this floor. 
Credit for the sales increase must 
be given to the improved display 
since the stock remains about the 
same. Inventory of open stock and 
rugs is approximately $300.00 and, 
according to Mr. Schellhardt, this is 
turned between six and seven times 
a year. 


4‘ 


Twenty-two different patterns are 
carried in the open stock. There are 
two patterns of inlaid linoleum. 
The most popular patterns are car- 
ried in 6-ft. rolls with a few in 9-ft. 
rolls. 

Linoleum rugs are carried in two 
grades, $5.95 and $8.95. More than 
20 patterns are usually stocked and 
most of these are in the 9 by 12 size. 
A few are carried in 9 by 10% and 
7 by 9 sizes. 

The arrangement of the new de- 
partment makes it possible to un- 
roll and cut open stock patterns with 
ease. This space is also an effective 
selling spot because patterns can be 
shown on the floor. Customers seem 
to be able to decide if they like a 
particular design with greater ease 
by this display. As a result they 
are better satisfied with the rug 
when it is installed in their home. 





Ten patterns of linoleum can be displayed on the rack while the 
balance of the open stock provides a background for the display. 
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Sheet Metal Distributors Urge 
U.S. Keep Out of War 


A. W. Howe Reelected President of Ass’n 


EMBERS of the National 

Association of Sheet-Metal 
Distributors met Tuesday morn- 
ing and afternoon to discuss 
problems of the industry and to 
elect officers. A resolution was 
passed opposing participation of 
the United States in the present 
European war and urging that 
individuals use their “best ef- 
forts to impress upon all with 
whom they come in contact that 
the domestic well being of our 
own country should be our first 
concern and that the stimulus of 
war orders is entirely counter- 
acted by the depressing reaction 
following hostilities.” 

Questions and answers con- 
cerning local meetings, returned 
goods, shipping economies, pil- 
ferage, etc., were a feature of the 
executive session of distributors 
in the morning. At the after- 
noon session there were discus- 
sions on conditions: in the sheet 
steel market; surrounding the 
distribution of prepared roofing, 
and surrounding the sale of tin 
and terne plate. Addresses were 
made by Mark Lyons, president, 
The National Wholesale Hard- 
ware Association, who brought 
the greetings of that organiza- 
tion; Flint Garrison, publisher, 


Garrison’s Magazine, New York 
City, on the subject, “Conserv- 
ing our Greatest Asset” and E. L. 
Shaner, editor-in-chief, of Steel, 
who spoke on “Distributions 
Under Existing Conditions.” 

A. W. Howe, The J. M. & L. A. 
Osborn Co, Cleveland, Ohio, was 
reelected president. A. J. Becker, 
Ohio Valley Hardware & Roofing 
Co., Evansville, Ind., is first vice- 
president and Eugene Foley, 
Bayonne Steel Products Co., 
Newark, N. J., was elected sec- 
ond vice-president. George A. 
Fernley and T. A. Fernley, both 
of Philadelphia are secretary- 
treasurer and assistant secre- 
tary-treasurer respectively. J. M. 
Burbank, Farwell, Ozmun, Kirk 
& Co., St. Paul, Minn., and A. H. 
Nichols, Buhl Sons Co., Detroit, 
Mich., were elected members of 
the executive committee to serve 
from 1939 to 1942. H. E. Usinger, 
Berger Bros. Co., Philadelphia, 
Pa.; Bruce Haines, E. E. Souther 
Iron Co., St. Louis, Mo.; Joseph 
Stelwagon, Stelwagon Mfg. Co., 
Philadelphia, and George O. M. 
Johnston, McClure-Johnston Co., 
Pittsburgh, Pa., are members of 
the committee whose terms of 
office have not expired. 


Action in Merchandising Nails 







COLUMBIA 
NAILS 
“5 8G FeaTuRES 
1 DOE Taoe ane sreont ; 
2 DRCRMLY wRD STE 





HIS nail display stops passers- 

by. Ten-penny: nails are poured 
from one keg to another and the bot- 
tom barrel never fills or overflows, 
creating a seemingly endless supply 
in the pouring keg. The display con- 
sists of a realistic life size model of 
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a hardware dealer pouring nails from 
one keg to another. As the nails 
tumble from the top keg, a light 
from the interior of the bottom keg 
flashes on and off, highlighting the 
action and the manufacturer’s mes- 
sage, which makes up the_back- 
ground. The nails are glued in a 
helter-skelter tumble pouring posi- 
tion on a disk which is geared to a 
small ball-bearing motor by means 
of reduction pulleys and a sewing 
machine belt drive. This revolves 
the disk of nails, which is exposed 
only in a cut-out area leading from 
the top keg to the one at the bottom. 
Used with a background of tools or 
builders’ hardware, the magic nail 
pouring display stops the passer-by 
and tells the retailer’s story. The 
display was created by the sales de- 
partment of the Columbia Steel Co., 
San Francisco, Cal., western sub- 
sidiary of the United States Steel 
Corp., Cleveland, Ohio. 











ERE are items produced with all 
the experience and skill of a 77 


year old organization — products that 
have an unsurpassed reputation for 
quality and fair prices. 


PECORA 
CALKING COMPOUND 


A leader since 1908, this material will not 
dry out, crack or chip when _ properly 
applied. Stops fuel losses and helps. make 
rooms weather tight. Knife and gun 
grades. Also in handy non-refillable ‘metal 


eartridges for gun shown below. 


PECORA 
CARTRIDGE CALKING GUN 








New Streamlined Model 
At ua New Low Price 
We created the cartridge type high pres- 
sure gun. In this greatly improved form, 
it has no equal for quick, clean and thor- 
ough work. Cartridges contain approxi- 
mately one quart of Pecora Calking Com- 
pound. 
With 3 Nozzles and § 50 
i. * . 
4 Filled Cartridges — 
Shipped Ezpress Collect for 
ROOFING CEMENT 
Plugs holes and makes perfect joint over 
any material. 
ASBESTOS FURNACE CEMENT 
“Iron will melt where this Cement will 
° stand.” 
CASEMENT PUTTY 
For metal casements. Will not crack or 
fall out. 
METAL SASH PUTTY 
Works freely and will not wrinkle, sag or 
form oil pockets. 

STOVE & BOILER PUTTY 
Smooth and easy working. Will not harden 
until burned. 

PERFECT PATCHING PLASTER 
True white color for plaster walls, stucco, 
new or broken tile. 


FOR 
BOOKLETS 





Pecora Paint Company, Ine. 
Member of Producers’ Council, Ine. 


Lawrence & Venango Sts., Phila., Pa 
Established 1862 by Smith Bowen 
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“Open House” and the Manufacturer 


felt the Week should be held the 
latter part of August or the first 
of September. ° 

A report from a third portion 
of the country suggests the 
month of March. 

Of course, such suggestions 
are always to be expected in the 
timing of an event of national 
scope. No one week ever could 
possibly be selected which would 
suit every section of the country 
equally well. 

Nevertheless, as it seems there 
is a very definite feeling in some 
parts of the country that the 
month of May is not the right 
time, I suggest that considera- 
tion be given this phase of Hard- 
ware Week — is May the right 
time or would a week in the 
fall be better? 

The third important factor I 
found in our salesmen’s reports 
is that a large number of deal- 
ers put their specials on sale im- 
mediately upon receipt of ship- 
ments from the wholesaler. Un- 
questionably, this ‘is not the 
wisest thing to do in the interest 
of the success of National Hard- 
ware Week. In other words, 
displaying National Hardware 
Week merchandise before the 
Week arrives “pulls the punch” 
from the offerings which were 
made for this Week. 

I do hope some plan of timing 
can be worked out to overcome 
this practice and insure all 
Hardware Week specials being 


oe “ (Continued from page 95) 


put on sale at the same time 
everywhere. Possibly a schedule 
of release dates for shipments 
could be agreed upon by manu- 
facturers and wholesalers. Then 
retailers could be brought to 
realize the value of withholding 
their specials from display until 
the arrival of Hardware Week. 

One more thought—it is evi- 
dent, surely, that many dealers 
throughout the country still are 
not fully sold on the value of 
Hardware Week; also that the 
public still is not overly conscious 
of the fact that the local hard- 
ware store is the logical mer- 
chant to supply the public’s 
needs in hardware and other 
household merchandise. 

Unquestionably, more educa- 
tional work must be done on both 
the dealer and on the public. 
Some form of national consumer 
advertising seems necessary. 
This could be space in large 
units in nationally read publica- 
tions just prior to the coming of 
National Hardware Week itself; 
space in smaller units runs over 
a longer period of time; or radio 
advertising over a number of 
prominent stations. 

The latter form of advertising 
already has been followed with 
considerable success by some 
manufacturers and some whole- 
salers. Let me read you a par- 
agraph from a letter written to 
me by an executive of a well- 
known hardware wholesaler. 





Percy F. Hord Resigns N.W.H.A. Post; 
Succeeded by Thos. A. Fernley, Jr. 





— 
PERCY F. HORD 
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Percy F. Hord has resigned as 


assistant secretary-treasurer of the 
National Wholesale Hardware As- 
sociation and has been succeeded 
by Thos. A. Fernley, Jr. Mr. Hord’s 
resignation was due to ill health 
and was accepted with consider- 
able regret following loyal and 
helpful services of 13 years. He 
has been appointed a special as- 
sistant to the secretary, Geo. A. 
Fernley. 





GEO. A. FERNLEY 


Secretary - treasurer, N. W.H.A., 
whose printed annual report was 
distributed to the Wholesalers at 
the Tuesday morning session. 





“T still think that the weak 
link is to get the consumer in- 
terested and that a radio spot 
program a number of times 
each day from selected radio 
stations that would reach con- 
sumers throughout the United 
States, which could be well 
done at a cost not to exceed 
$50,000, would be a good in- 
vestment for the manufactur- 
ers and the jobbers.” 

In a letter from a manufac- 
turer, whose name is well known 
for quality products, I was in- 
terested in reading this: 

“T have a hunch personally 
that the only way this Week 
can be highly successful is for 
manufacturers and jobbers to 
participate financially in some 
plan whereby the Week itself 
can be featured on the radio 
and in newspapers, the same 
as is done’ with Cotton Goods 
Week or other nationally 
known promotional weeks.” 
In conclusion, let me repeat 

the four points which I feel 
should be considered in the in- 
terest of future National Hard- 
ware Week promotions. They 
are: 

(1) More work on the part of 
manufacturers and wholesalers’ 
salesmen to sell the idea to re- 
tailers; 

(2) Consideration of the time 
at which the Week is held; 

(3) Evolve some plan by which 
dealers may be induced not to 
display or sell their Hardware 
Week merchandise until the 
Week arrives; and 

(4) Determine upon some 
form of advertising reaching the 
consumer. 
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No. 100 
Diagonal Parallel Jaw 
Nipper a Plier 
IRVING HARDWARE COMPANY INC. 


AND 


ALFRED FIELD AND COMPANY INC. 
who have found that BERNARD PLIERS AND PLIER ACTION 
TOOLS are one of their steadiest sellers. As our distributors, 
their stocks are ample to fill your orders for Bernard Tools 
promptly. 

May we send you a copy of our NEW CATALOG? 





MADE IN U.S.A. BY 
THE WM. SCHOLLHORN CO. 


NEW HAVEN, CONN. 














* WITH OR WITHOUT 


Dial Light 


The smartest styling of 
any scale in the popu- 
lar priced range... 
streamlined and beauti- 
fully finished in chip- 
proof and crack-proof 
haked enamel. 


Has the exclusive 
Ceounselor innovation in 
scale construction . 
Zerostat Controlled 
Accuracy. 

Model 300 with regular 
dial . . . Model 300-L 
with illuminated dial 
(light supplied by replaceable flashlight battery). 

Both models will win your favor and prove their plus values 
when you make comparisons. Sold by leading jobbers. 

The Brearley Co., Rockford, Ill., and 1125 Broadway, New 
York. Eckert-Lloyd Corp., San Francisco and Los Angeles, Cal. 


COUNSELOR Scales 
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Replenish Your Stock with 
BOMMER 


They are in universal demand—are quickest 
to sell—easiest to apply and the most satisfac- 
tory spring hinge made. 


Follow the line 
of least resist- 


ance. Sell 


BOMMER 


products. 





Type 29 Type O 


Bommer Spring Hinge Co., Brooklyn, N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 
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THIS 
GENUINE 
SPEEDWAY 


Ye DROW, 


and get these features 


AT THE LOWEST PRICE EVER MADE 
ON A QUALITY DRILL OF THIS SIZE 


@ Specially Wound 
High Torque 
SpeedWay Drill 
Motor 

@ Streamlined Air 
Cooled Die Cast 
Case 

@ Natural Grip 
Direct Thrust 
Breast Plate 
Handle 

@ Removable Side 
Handle for Close 
Quarters 

@ Self Aligning 
Oilless Bearings 

@ 500 R.P.M. Oper- 
ating Speed 

@ Smooth Sliding 
Thumb Switch 

@ Permanently Beau- 
tiful 2-Tone Finish. 


Complete with hand operated 3- Y_" 
rubber covered cord, an 7 
This SpeedWay No. 89 Drill is the 
result of 30 years of specialization in 
the manufacture of Portable tools. 


SpeedWay 


Manufacturing Compan 
1836 S. 52nd Ave., Cicero, Ill. 





Write for cir- 
culars and 
name of near- 
est deoler. 
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SpeedWay, for 30 years lead- 
ing manufacturers of industrial 
electric tools, now brings the 
hardware trade its first com- 
plete line of quality electric tools for 
the home workshop that: Is Priced to 
sell in volume in every community. . . 
is widely advertised . . . carries a full 
profit margin . . . of which each tool 
is correctly designed, of correct speed, 
full capacity and powered by a specially 
wound high torque SpeedWay tool motor 
(110 v. universal). Streamlined and finished 
in 2-tone (blue and lacquered white metal) ac- 
tually thousands on thousands of these tools have 
- Sy Fey since they first were introduced late 
all. 


No. 69 Drill has 4” capac- 
ity in steel, handle and gear 
1} / housing die cast. operating 
; speed 1000 R.P.M. 
No. 129 Grinder operates at 20,000 
R.P.M. (has high speed essential to 
efficient grinding) with small stones | COMBINATION 
and collets for 1/16” and 3/32” arbors. 

er 











No. 250 Kit consists of No. 69 Drill, 
No. 129 Grinder and 5 accessories in 
attractive steel display carrying case. 
Router Frame converts Grinder into 
free router or shaper. 

Drill Stand takes either Drill or 
Grinder. 

Bench Grinder complete with 
motor, 2 wheels, rubber feet, carry- 
ing handle, cord and plug. 


















ROUTER BENCH 
« FRAME 
$995 GRINDER 
8s 








Circulars, displays, counter sheets 
furnished. Write for catalog sheets. 


SPEEDWAY MFG. CO. 
1836 S. 52nd Ave., Cicero, Il. 
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National Hardware Open House 
(Continued from page 90) 


main background piece which 
will be supplied to retailers by 
the association will billboard 
the thought, “You’re Invited. 
National Hardware Open House, 
April 25-May 4.” And the same 
background piece will contain 
the suggestion, “Explore the 
Wonderland of Hardware.” 

This main billboard piece will 
be reinforced by two pendants 
in each window. These will 
carry the message, “Good Hard- 
ware for Better Living.” 

The window trims which will 
be suggested by the association 
will be in keeping with this 
general idea. Instead of win- 
dows filled with price merchan- 
dise, they will show a relatively 
small number of items, dis- 
played in a dignified manner, in 
contrast to the typical sale win- 
dow. 

One thought in connection 
with such suggested trims is 
that we don’t want dealers to 
conduct a sale just from their 
windows. The idea is to have 
neat, quality-impressing trims 
that, plus the invitation con- 
tained in the main background 
piece, will induce customers to 
enter the store and shop around 
and thus expose themselves to 
all the lines, large and small, 
the dealer has to offer. 

The goal of the association 
for 1940 is to have such dis- 
plays in the show windows of 
10,000 hardware retailers—20,- 
000 invitations to the consumers 
of this country to “explore the 
wonderland of hardware’”—an 
appeal which we ‘believe will 
catch the natural curiosity of 
both women and men and will 
create the largest hardware 
store traffic that has ever been 
experienced in a like period at 
the time of year the event is 
scheduled. 

Inside the stores the advertis- 
ing material will carry over the 
slogan “Check the Hardware 
Store for Values and Variety” 
which has been used in the past. 
But for 1940 we have added an- 
other message of importance. 

Each of the pennants which 
will be strung throughout the 
interior will carry the message, 
“Good Merchandise Looks Bet- 
ter—Lasts Longer.” 

These are, in our opinion, im- 
portant changes. They materi- 


ally widen the scope of this 
effort. While any retailer who 
wishes to make the affair just a 
special sale can do so, and while 
nearly all retailers will un- 
doubtedly offer some _ special 
values during the period, the 
dealer who is not special-sale 
minded can tie in perfectly and 
do a splendid job of promotion 
for his business in particular, 
and the entire craft in general. 

We believe, also, that these 
changes will give National 
Hardware Open House a higher 
tone, a greater consumer appeal, 
than we have attained in the 
past. 

But there is one part of the 
plan in which there is no 
change. Our association started 
National Hardware Week with 
the thought that it, and the par- 
ticipating dealers, would put up 
the money to do the job, and we 
are continuing it. 

The association will make no 
suggestions to retailers as to 
the class of merchandise to be 
featured during National Hard- 
ware Open House. That will be 
left to the individual ideas of 
the dealer and to the efforts of 
manufacturers and wholesalers 
to see that their goods get spe- 
cial promotion. 


Competing for Attention 


Undoubtedly there will be 
competition for dealer attention 
—a competition among manu- 
facturers to get dealers to give 
a manufacturer’s products a 
favored spot in the displays 
that are made, and the local 
advertising done. 

But when one considers the 
hundreds of thousands of con- 
sumers that will visit hardware 
stores during this ten-day pe- 
riod, and the value to the manu- 
facturer of having his products 
spotlighted, it should be imme- 
diately apparent that it is a 
worthwhile competition. 

National Hardware Open 
House, we think, will constitute 
a national advertising campaign 
for the manufacturers whose 
goods are favorably displayed— 
a campaign conducted at the 
point of sale. Certainly this is 
an effort which will benefit the 
entire industry. 

I mentioned the fact a mo- 
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ment ago that National Hard- 
ware Open House will be for a 
ten-day period. This is another 
change. For 1940, the decision 
has been reached to begin the 
promotion on Thursday, April 
25, and to carry it through 
May 4, the second Saturday 
following. We have also moved 
the dates forward. The month 
of May is normally a good one 
in hardware stores, without spe- 
cial sales efforts. By starting 
“Open Heuse” during the last 
week in April and continuing 
into the first week in May, we 
not only. include.:the. important 
first of the month period when 
the maximum number of people 
receive pay checks, but we also 
let the promotion serve as a 
kind of preview of merchandise 
normally purchased later dur- 
ing May, or in early June. 


Promotion 


Because many manufacturers 
do not deal directly with retail- 
ers there may be a question in 
the minds of some as to just 
what they can do to promote 
National Hardware Open House. 
In view of this some possible 
suggestions from a retailer may 
not be out of line. 

Many of you do consumer ad- 
vertising. It will cost you noth- 
ing, and it will certainly help 
promote National Hardware 
Open House, if mention of the 
event is made in such advertis- 
ing which appears during next 
April. 

It will be a simple matter if 
you will make a note while here 


to pass to your advertising de- 
partments the suggestion that 
your consumer advertising con- 
tain reference to National 
Hardware Open House. 


Advertising 


Your advertising department 
will not even have to write the 
copy, unless it wishes to do so. 
Our advertising agency, which 
knows the kind of copy, and the 
amount of space, a manufac- 
turer would be inclined to use 
for this purpose, has designed 
a small emblem which is so neat 
and attention-getting that we 
believe you will be glad to use 
it in any consumer or trade ad- 
vertising you do. An electro- 
type of this emblem will be 
supplied to any manufacturer, 
without charge, by our associ- 
ation. All you have to do is ask 
for it. 

Some manufacturers will un- 
doubtedly cooperate by offering 
special merchandise for the 
1940 National Hardware Open 
House. Both wholesalers and 
retailers will be on the lookout 
for such offerings. 

Others may wish to suggest 
special display, or promotion, 
plans to retailers in order to 
assure that their products will 
be featured. Others may wish 
to supply souvenirs which deal- 
ers who handle their products 
can distribute. 

In short, there are many ways 
in which you can lend support, 
both in your own interest and 
that of the entire industry. 








J. M. BURBANK 
Farwell, Ozmun, Kirk 
& Co., N.W.H.A. 
Exec. Comm. 
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SPENCER T. OLIN 
Western Cartridge 
Co., A.H.M.A. Exec. 
Comm. 





H. O. McCULLEY 
Russell, Burdsall & 
Ward Bolt & Nut Co., 
A.H.M.A. Exec. 
Comm. 











FREE tube! 


(regular 25c size) 


AKE home this free tube. Mend cloth- 
ing, bookbindings, toys, loose veneers. 
Stick leather, canvas, linoleum, cardboard 
... to metal, wood, enamel... even glass! 
Women like it because it grips quickly 
—is clean and pleasant to use, and doesn’t 
harm tender fingers. Test the greater 
strength of this new kind of adhesive that 
combines casein for holding power...and 
rubber to absorb jolts and expansions that 
crack ordinary “brittle” cements. 
Prove for yourself that CASCO FLEXI- 
BLE CEMENT is the MODERN MENDER 
for household, schoolroom and office! 


CASCO 
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To answer ‘customers’ “fix-it” problems . . . 
point out this CASCO demonstrator (at left) with 
cork, wood, felt, linoleum, permanently CASCO- 
cemented to bare metal. 

Demonstrator and supply of counter folders 
FREE with two 6-tube cartons. Deal costs you $2. 
Cement sells for $3 (25c a tube). You make 33% 
profit. Metal demonstrator supply is limited. Order 
now from your jobber. 


Now=—A CASCO adhesive for every purpose... 
CASCO FLEXIBLE CEMENT —for all household 
pasting and cementing. 

CASCO POWDERED CASEIN GLUE — for all 
heavy-duty wood joints. 


MAIL THIS COUPON TODAY 


Fill out coupon or write us on your busi- 
ness letterhead. Get a free, full size tube 
by return mail. 
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Casein Company of America, Dept. HA 1019 


350 Madison Ave., New York City 
O. K., I'll test a tube for myself. 
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Address. 
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Washington and the World Today 


(Continued from page 89) 


has been a most gratifying in- 
crease of export trade with those 
countries with which our govern- 
ment has succeeded in negotiat- 
ing trade agreements. The war 
in Europe has necessarily slowed 
down this constructive effort in 
behalf of world peace. The ef- 
fort, however, will not be aban- 
doned. The government is going 
ahead with its negotiations with 
several of the republics to the 
south, and when peace in the 
world is restored the trade agree- 
ment policy program will be car- 
ried forward with nations be- 
yond the seas now at war as well 
as with their nearby neutral 
neighbors, so gravely affected 
by the conflict. 

Within a short time the ma- 
chinery set up at the emergency 
Pan-American Conference, re- 
cently held at Panama, will be- 
gin to operate, and the Inter- 
American Financial and Advis- 
ory Committee there provided 
for will soon meet in Washington 
and begin its exchange of views 
regarding trade, finance and 
other economic problems which 
are pressing for solution by the 
nations of the western world. 

Had war in Europe been 
averted, the defense program of 
the government would have been 
increased, but not on such a 
large scale as is now believed to 
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be imperatively necessary. At the 
coming regular session of the 
Congress you can be certain that 
large additions to the armed 
forces of this country, afield and 
afloat, will be asked for by the 
President and authorized by the 
Congress. 

And, if the history of the last 
session of the Congress repeats 
itself at the coming regular ses- 
sion, there will be neither dilly- 
dallying nor delay in the author- 
izations and appropriations that 
will be required to prepare this 
country to discharge its share of 
the responsibility of keeping the 
United States at peace by keep- 
ing war out of the western 
world. 


War’s Deterrent 


The war in Europe has slowed 
down the constructive efforts of 
our government to promote 
peace by expanding world trade, 
but it has had the opposite effect 
upon the measures designed to 
strengthen the national defense. 

The paramount problem is na- 
tional defense, which has been 
given the erroneous title of a 
policy of neutrality. Congress is 
meeting in extraordinary session 
because it proved to be at the 
last session a bad guesser of 
world events. 


We know now that the enact- 
ment of the Arms Embargo in 
1935 did not prevent war abroad, 
and the majority of the Congress 
has apparently come to the con- 
clusion that this legislation, so 
far from protecting this country 
from war, may have the opposite 
effect if left upon the statute 
books. 

Upon this embargo question, 
now under debate in the Senate 
and soon to go to a vote there 
and subsequently to be acted 
upon by the House, the Congress 
of the country, is divided into 
three parts. The first group 
may, I think, fairly be desig- 
nated as the isolationists. They 
are responsible for the existing 
law passed in 1935, by the terms 
of which the shipment of arms, 
munitions and implements of 
war to belligerents is embargoed 
as soon as a state of war comes 
into being. The isolationists ad- 
vocate a drastic departure from 
the traditional foreign policy of 
the United States in this vital 
matter, as we shall presently see. 
They are willing, they say, to 
vote a limited embargo on the 
raw materials from which arms, 
munitions and implements of 
war are manufactured, provided 
no such raw materials are 
shipped in American vessels, and 
provided the shippers take title 
and pay cash at our ports for 
such materials. But they insist 
upon keeping on the statute 
books an absolute embargo on 


the export, to or for belligerents, 
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JEWELOX 
READY ROLL 





Is “Half Sold” 


RIGHT ON YOUR COUNTER 


Every industrial and home workshop abrasive 
user can use Jewelox Ready Rolls . . . fifty-yard 
rolls of super-keen metal-cutting cloth in time- 
saving, money-saving strip form, 1.” to 2” wide. 

The Ready Roll is just one of many fast-moving 
AP specialties that won’t stay on your counter 
long. Specify ‘‘AP’’ on your next order, for eye- 
catching self-sellers — and stock up now on your 
Ready Rolls . . . Abrasive Products, Inc., South 
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THE PRICE-LABEL IS GONE! 


& THE PRICE-LABEL WON'T COME OFF! 
| PRICE-LABEL LEFT A STAIN! 


3 ways... 


TO ANNOY CUSTOMERS 


@xov CAN end all of the annoyances caused by old- 
fashioned ‘‘glue-backed”’ price labels with modern economical 
KUM-KLEEN labels. Used by leading retailers all over the 
U.S. for price marking on cellophane, metal, porcelain, bake- 
lite, wood, leather, etc. 








We’ll gladly send liberal FREE SAMPLES of various sizes 
and shapes for price marking hardware, cutlery, art and gift 
ware, furniture and all non-porous surfaces. Address 
AVERY ADHESIVES, 334 East 4th Street, Los 
Anreles. In Canada: 
Street, West, Toronto. 


Enterprise Sales & Dist., 30 Front 


* Need no moistening...Stick 
until peeled off... Leave no 
mark...Try them and you'll 
never go back to old-fashion- 
ed ‘glue-backed” labels. 
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THE STRONGEST WARWOOD TESTIMONIAL IS 
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The mopEne 
» Oil Burner Wick 


Instant lighting—longer 





and more dependable 
| service. That's why Kwik-Lite Oil Burner Wick delights 





| old customers and attracts new ones. Made of long 
| fibre Canadian Asbestos for unapproached excellence. 


Brings oil right up for quick ignition. Attractively 
boxed. Effective counter displays. Priced to sell. 
Interesting discounts. ae 


Ask your 
Jobber 
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SHERMAN 


| WROUGHT 
BRASS 


HOSE CLAMPS 


When hose is coupled with Sherman 
Couplings and clamped with Sherman 
Clamps it stays coupled. The tongue on 
the Sherman Clamp runs in a channel 
which holds it close to the hose making a 
uniform grip, while the heavy shoulders 
permit the clamp to be pulled everlast- 
ingly tight. Sherman Hose Clamps are 


Rust-Proof Clear Through 


Their Heavy Wrought Brass construction 
adds to their durability, as well as rust- 
proof feature. They can be opened up, 
removed and used over again many times. 
Standard for over 40 years. In ordering 
specify outside diameter of hose. 





(Patented) 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Michigan, U.S.A 
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of arms, ammunition and imple- 
ments of war. They seem to 
think that there is some moral 
difference between the raw ma- 
terials of war, munitions and the 
finished product. 

The second. group includes 
those whom we may call the re- 
visionists. They would revise 
the existing law forbidding the 
shipment of arms, ammunition 
and implements of war, to or for 
belligerents, by partly lifting 
that embargo and partly impos- 
ing another embargo. The revi- 
sionists favor legislation by Con- 
gress forbidding American ships 
from entering combat areas to 
be designated by Congress, ir- 
respective of the cargoes they 
carry. They would forbid travel 
by American citizens in combat 
areas, and require that title to 
all goods destined for belliger- 
ents must be assumed by the 
foreign purchasers before the 
goods are shipped, and that the 
goods must be paid for in cash 
and must be shipped in other 
than American ships. 

The third group within and 
without the Congress, the mem- 
bers of which are not as articu- 
late at the moment, may become 
so later on. This group consists 
of those who are just as earnest 
in their desire to keep the United 
States at peace as are their fel- 
low Americans of the other two 
groups. The traditionalists, how- 
ever, strive to learn to apply the 
lessons of long experience. They 
go back to the author of the fun- 
damental principles of American 





policy, George Washington him- 
self. They would have the coun- 
try, in this emergency, return to 
the practice in this matter from 
the days of Washington until 
1935. The traditionalists advo- 
cate the repeal by the Congress 
of the embargo legislation of 
1935. They would leave the con- 
duct of foreign relations exclu- 
sively in the charge of the Presi- 
dent and the Secretary of State 
acting as his agent. They would 
leave to him the issuance of such 
regulations consistent with our 
traditional rights as neutrals 
governing the travel of Ameri- 
cans and the shipment of Amer- 
ican goods. They believe the 
President is better able to de- 
termine, in the weeks and 
months and years ahead the 
boundaries of combat areas than 
any Congress that ever came to 
power. They would leave also to 
the President, acting within the 
provisions of international law 
and the limits of traditional 
American practice, the fixing of 
the terms upon which goods 
might be shipped to belligerents 
and the conditions upon which 
American merchantmen might 
engage in commerce. They would 
leave also to the President the 
initiative of recommending ad- 
ditional legislation that he might 
require to enforce the measures 
of national defense, consistent 
with our position as a neutral. 
Some of you may have heard 
the other evening the address 
broadcast over the radio by Col. 
Henry L. Stimson, a veteran of 
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the Great War, who has rendered 
distinguished service under four 
presidents—each of them a Re- 
publican—and has been called 
upon for advice and counsel from 
time to time by the Democratic 
Administration now in power in 
Washington. He is the leading 
advocate today, in private life, 
of the position on this embargo 
question maintained by the so- 
called traditionalists. He wants 
the embargo provisions of the 
present law repealed because he 
believes that, instead of aiding 
the security of the United States, 
they put it in imminent jeopardy. 
He believes, and the traditional- 
ist group hold with him, that this 
embargo law, placed upon the 
statute books in 1935, has made 
the leaders of Germany and sev- 
eral other nations think that 
the American people are indif- 
ferent, for the most part, to what 
is happening in the world beyond 
the seven-mile limit. The tradi- 
tionalists contend that immediate 
repeal of the arms embargo and 
the return to the principles of 
foreign policy adhered to by the 
United States from the time of 
Washington until 1935 would 
afford both light and leading to 
the leaders of other nations. 


Freedom to Purchase 


Statesmen who guided the 
course of American foreign pol- 
icy in the earty years of the re- 
public’s life were devoted to 
peace, but they were far from 
being pacifists. They were op- 
posed to the maintenance of 
large military establishments, 
and therefore they were unwill- 
ing that this country should be 
compelled to rely in time of an 
emergency wholly upon the arms, 
munitions and implements of 
war manufactured and stored 
within its own borders. From 
the very beginning of this na- 
tion these American statesmen 
insisted that the United States 
should maintain at all times its 
freedom to purchase elsewhere, 
if necessary, arms for the de- 
fense of this country, and a right 
which it demanded for this coun- 
try it was unwilling to deny to 
others. That is why the tradi- 
tional policy of the United States 
has been consistently, up until 
1935, in favor of freedom under 
international law to purchase 
arms, ammunition and imple- 
ments of war, after the outbreak 
of war as well as before in the 
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markets of the world. This is 
the position the United States 
has taken at each of the confer- 
ences in favor of the limitation 
and reduction of armaments, in 
support of which the United 
States has been a leader among 
the nations. 

For those of you who care to 
go further into the record there 
is a note of instructions to the 
American ambassador to Aus- 
tria-Hungary, prepared by Sec- 
retary Lansing under date of 
Aug. 12, 1915, which makes clear 
the reasons why the tradition- 
alists are advocating a return to 
the truly American policy in re- 
gard to arms and munitions of 
war that was departed from by 
the Congress when it passed the 
embargo law in 1935. To quote 
Secretary Lansing directly, he 
said: “The United States has al- 
ways depended upon the right 
and power to purchase arms and 
ammunition from neutral na- 
tions in case of foreign attack. 
This right, which it claims for 
itself, it cannot deny to others.” 

In the same note Secretary 
Lansing went further and point- 
ed out that a peace-loving nation, 
a nation that endeavors to live 
up to its treaties, pledges to meet 
the obligations of international 
justice, to obey the laws of na- 
tions might, on some dark day in 
the future, be wantonly attacked 
by an aggressor nation which 
had for years been preparing for 
this attack by mobilizing its 
whole machinery—military, eco- 
nomic and political—in time of 
peace, piling up great stores of 
arms, munitions and implements 
of war against the day when it 
could use them suddenly to at- 
ack a peace-loving nation devoted 
to the pursuits of peace. Mr. 
Lansing concluded that, unless 
the peace-loving nation thus at- 
tacked could, after war had been 
forced upon it, replenish its sup- 
plies of arms, munitions and im- 
plements of war by purchasing 
them in the markets of the world, 
it might be doomed to defeat by 
the aggressor. He added that 
the general adoption throughout 
the family of nations of the 
theory that neutral powers, as 
soon as war was declared, should 
prohibit the sale of arms, muni- 
tions and implements of war to 
belligerents, would require every 
nation to keep on hand at all 
times a supply of such materials 
sufficient to meet any emergency 

(Continued on page 193) 














TEELGRID 


BELT LACING 


A stronger lacing for all types ef 
belts. Put on with a hammer— 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
a@ permanent ‘‘humpless’’ joint. 
2-piece hinged rocker pins provided. 
8 sizes. In boxes, handy packages, 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions. 


BELT nip t 


Preferred be- 

cause they are 

handled safely, 

and quickly. 

Patented blue 

aligning card 

holds hooks, even shortest ends in 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard  lacers. 
Available in 6 sizes. 


SLATGRIP 


MENDERS 





A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market. 


Write today for Catalog and Circulars 
ARMSTRONG - BRAY 

& CO. 
“The Belt Lacing 
People” 
Loomis Ave., 
U.S.A. 














SLIPKNOT 
- FRICTION - 


TAPE 





Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 


Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Ine. 
CANTON, MASS. 
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Secretary Rockwell’s Report 





CHARLES F. ROCKWELL 


N | OW, and for a long period 

to come, it is evident that 

every phase of our per- 
sonal, social and business activ- 
ity will be influenced or directed 
by developments yet unknown. 
Try as we may, the shadows of 
war cannot be dissipated and 
must enter into every considera- 
tion. 

In realization of this fact W. 
Gibson. Carey, Jr., The Yale & 
Towne Mfg. Co., president of the 
Chamber of Commerce of the 
United States, recently addressed 
a message to the membership 
which so eloquently expresses the 
attitude of thoughtful men that 
I quote in its entirety: 

“We business men, as all 
others, are aghast at the pros- 
pect of slaughter and misery 
abroad. We wish no profit ad- 
vantage through the wrecking of 
great cultural and spiritual val- 
ues which have been built pain- 
fully and slowly through gener- 
ations of thought and effort. 
We want peace in the world. 


Domestic Problems 


“In order to fulfill our destiny 
nobly, we must solve our domes- 
tic problems. We are apt to for- 
get that we ourselves are not at 
war and that, God willing, we 
shall avoid such a catastrophe. 
The essential thing is for us to 
build our national strength on 
self-discipline, productivity and 
good will. This is the time for 
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Charles F. Rockwell, presents semi-annual report 
as Secretary-Treasurer, American Hardware Man- 
ufacturers’ Association; announces 19 new mem- 
bers during past year. Says shadows of war must 
enter into all our personal, social and business 
activities. Reports exports show decline. 





maximum effort, great tolerance 
and fervent prayer. 

“TI ask that the National 
Chamber’s entire membership, 
consisting of state and _ local 
chambers of commerce, trade and 
industrial associations, compan- 
ies and individuals, join with all 
other constructive groups in 
their communities and in their 
fields in an endeavor to bring 
about understanding. The genius 
of our country is in its people. 
It is in our capacity for repre- 
sentative government in our 
cities, counties and sovereign 
states, with a federal adminis- 
tration of coordination. We must 
work assiduously to solve, to the 
maximum degree, such burning 
problems as unemployment and 
relief, labor relations, farm 
prices and taxes. Also, inasmuch 
as a strong national fiscal posi- 
tion is of such vital importance, 
it seems clear that everything 
possible should be done to per- 
suade localities and states to 
cease demanding, or even accept- 
ing, unnecessary federal funds. 

“T believe I am expressing the 
views of business men generally 
when I say that the course of 
action indicated will be in ac- 
cord with our interests as a na- 
tion, and that it will be wel- 
comed by a federal government 
which will unquestionably have 
many pressing problems to solve. 
In this way, business improve- 
ment may be encouraged to the 
end that the return of men to 
useful employment may con- 
tinue.” 

The question is currently 
asked, how sound is the business 
expansion now taking place? 
Until the outbreak of hostilities, 


it would have been within the 
facts to say that the foundation 
was much stronger than the 
super-structure. Less confidence 
on that point is now expressed 
by students of economics. 

In March, April and May of 
1937, the Federal Reserve 
Board’s index of industrial pro- 
duction attained and maintained 
the high figure of 118 per cent 
of the 1923-25 average. Fear of 
the development of an inflation- 
ary boom that threatened to get 
out of hand led almost immedi- 
ately to the imposition of restric- 
tive factors. Government dis- 
bursements were curtailed, bank 
reserve requirements raised and 
certain industries cautioned with 
respect to rising commodity 
prices. Deprived of its stimu- 
lants, industry slowed down. The 
year 1937 closed with the pyo- 
duction index at 84, almost a 
record for rapid deflation. 


Production Rises 


Until after the war crisis in 
September, little recovery took 
place in 1938. Then production 
rose from the year’s low point 
of 76 in May to end at 104. Re- 
newed threats of war retarded 
progress in the early months of 
this year, but moderate upswing 
was resumed by summer. The 
index advanced to 98 in June; 
to 101 in July and to 102 in 
August. The present estimate 
for September is 108, with pre- 
dictions of a peak of 125 by the 
end of the year. 

Activities in the steel, textile, 
machinery, railroad and indus- 
trial equipment, motor and other 
industries, as well as increased 
movement of goods by railroad 
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NEW RICH LADDER 
A FAST SELLER! 


“‘WORK-SAFE” Household Ladder 


Designed for the safety and convenience 
of the housewife, this ladder folds to 
stand in a corner — out of the way — 
when not in use. A platform step and 
a handy pail holding device are new 
features. Steps have Non-skid tread. 
Legs are rubber 
tipped. 











For complete details 
of this and other 
Rich Product s— 
write today. 






We protect our agents 
in all patent litiga- 
tions. 


THE RICH LADDER & MFG. CO, 
1016 Depot St. Cincinnati, 0. 










ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS aaa 
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ATMLETIC EQUIPHENT 


ALL SPORTS 
Popularly Priced 


YOUR JOBBER CAN GIVE YOU 
COMPLETE INFORMATION.. 
. . 1F YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY WActe us DIRECT! 

















ARE ne STORE 
oat Holiday season With}, 
oe AS doo» EQUIPMENT? 


ean IN” w with h HELLER’S 5-POINT PLAN! 


FOR MORE CUSTOMERS, INCREASED SALES, LARGER PROFITS! 
TAKE ADVANTAGE OF HEJ.LER'S 5-POINT PLAN to make your store the most 
attractive in your locality—1. Survey of a? wae eg Store Arrangements. 
3. Preparing Picture of Proposed Sections. 4. Me Now 
you can have high- feats sales producing equipment planned in the famous ATTRAC- 
TIVE HELLER MANNER at surprisingly low prices and on a convenient time pay- 
iy To Chines 1939 with a banner Holiday Season—PREPARE NOW WITH 
H R! 

WRITE FOR HELLER'S STREAMLINED 

EQUIPMENT CATALOG NO. 40A TODAY! 
Send as many details of store as possible and Heller will advise you by return mall 
FREE OF COST OR OBLIGATION. 


W. C. HELLER & CO. 


1039 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City 
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For Volume Sales 


PREMAX SOLID 


STEEL RODS 


Sales doubled in 1939— 
and they will be even better 
in 1940. Eighteen of the 
“Best Sellers” are shown in 
the new 1940 Bulletin— 
each number “sales tested” 
over the dealers’ counters. 
A complete line to retail 
from 25¢ to $1.60 enables 
you to meet the demand for 
practical, efficient, low-cost 
rods that'll stand the gaff! 


Send for the new Bulletin 
and prices that'll bring you 
new profits. 








4002 Highland Ave., iors "Bells, N. Y. 


YNAMDSE 





Tool of 100/ Uses 


Get on the Hobby 
BAND WAGON 


Hobbyists, mechan- 
ics and repairmen 
prefer the Handee. 
Merchants like it 
too—requires small 
stock investment and has rapid, profitable 
turnover. 

Throughout the world Handee has pres- 
tige, because of its startlingly efficient per- 
formance—because since it was invented 
10 years ago, it has been advertised in 
more than 100 leading national, trade and 
professional magazines. 

Every buyer becomes a steady customer 
for the 300 quality Handee accessories to 
grind, drill, polish, cut, rout, sand, saw, 
carve, engrave, etc. 

Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 






SELLS MORE 
ACCESSORIES 


Increases accessory 
sales up to 40%. 
Glass-top, dust- 
proof case contains 
87 livest varieties 
of the fastest sell- 
ing accessories. 





Special Deals Make It Easy for You to 
Stock This Money-Making Handee Line. 
Write Today. 

CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, . III. 
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and truck, clearly indicate an 
unusual expansion of business. 
Prices for some goods and com- 
modities have risen and are still 
rising. 

At the moment. it seems prob- 
able that the demands of war, 
supplemented by inevitable spec- 


ulation, will tend both to ad- 


vance prices and add to scarcity. 
Inventories at the end of August 
averaged about 7 per cent below 
those of a year ago. Immediate- 
ly thereafter a lively movement 
into inventories got under way, 
and it is quite probable that 
present production is consider- 
ably exceeding current consump- 
tion. 

How long it will take for the 
current inventory accumulation 
boom to run its course, none can 
accurately foretell, but without 
the accession of foreign business 
in considerable volume, some re- 
action cannot be so many months 
ahead. Seemingly this is a fair 
appraisal of the situation, pend- 
ing clarification of present for- 
eign uncertainties and conse- 
quent ability to reasonably esti- 
mate the business volume which 
may be expected from European 
or Latin-American sources. 

Figures recently released by 
the Department of Commerce 
with respect to foreign trade in 
August serve again to illustrate 
how misleading may be undue 
emphasis on the relation of im- 
ports and exports for but a sin- 
gle month. Comparing trade in 
August with that of the corre- 
sponding month of 1938, the de- 
partment reports a rise of 9 per 
cent on exports, but for the year 
the trend has been quite the 
other way. For ,the first eight 
months of 1939, compared with 
the similar period of last year, 
exports of domestic merchandise 
actually declined $152,790,000 
(nearly 8 per cent) while im- 
ports advanced $171,856,000. 
This took place in a period when 
many of the nations of Europe 
were actively preparing for war 
and anticipating requirements in 
many commodities. 

Five years have elapsed since 
our state department initiated 
the policy of Reciprocal Trade 
Agreements with foreign coun- 
tries, originally described as a 
form of Yankee bargaining 
through which our export trade 
was to be vastly expanded. 
Eighteen such pacts are in ef- 
fect, and yet for the nine months 
to Sept. 1, our exports for 1939 





have shown a marked decline. 
It is not surprising, therefore, 
that many are coming to the be- 
lief that they are no more effica- 
cious as business stimulants than 
they seem to have been as peace 
preservers. 

The membership list of your 
association, revised to Oct. 1, 
forms a part of the formal Con- 
vention program. . During the 
association year now concluding 
19 new names have been added, 
as follows: 

B. F. Avery & Sons Co., Louis- 
ville, Ky. 

Columbus Iron Works Co., Colum- 
bus, Ga. 

Dobbins Mfg. Co., No. St. Paul, 

Minn. 

Faultless Caster Corp., Evansville, 


nd. 

=. * ie Corp., Kokomo, 
nd. 

Hardware Retailer, Indianapolis, 
Ind. 

Hardware World, Chicago, III. 

Harriman Manufacturing Co., Har- 
riman, Tenn. 

Heilig Brothers Co., Inc., York, Pa. 

The E. Ingraham Co., Bristol, Conn. 

— Bowman & Co., Meriden, 


Con 
National Lock Washer Co., Newark, 


The Pharis Tire & Rubber Co., 
Newark, Ohio. 
Proctor Electric Co., Philadelphia, 


Pa. 

The Ridge Tool Co., Elyria, Ohio 
Russia Cement Co., Gloucester, 

Mass. 

Southington Hardware Co., South- 
ington, Conn. 
United States Stamping Co., 

Moundsville, W. Va. 

Wright Bros. Company, Lisbon, 

Ohio. 

The very satisfactory financial 
condition of the association is 
indicated by the Report of the 
Auditors. 

A noteworthy and most pleas- 
ing event is in prospect for the 
industry. The Southern Conven- 
tion in April of 1940 will mark 
the Golden Anniversary of the 
Southern Hardware Jobbers As- 
sociation, with whom we have 
annually met these many years 
in joint convention. Elaborate 
preparations for the event al- 
ready are under way, in confi- 
dent expectation of unprecedent- 
ed attendance. Wholesalers from 
many sections of the country 
have been invited to unite with 
manufacturers in extending fe- 
licitations to our southern 
friends upon the completion of 
50 years of honorable accom- 
plishment and usefulness. Palm 
Beach will provide an appropri- 
ate setting for an event long to 
be remembered in hardware his- 
tory. 
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Washington and the World Today 


(Continued from page 189) 


that might arise. And he con- 
cluded that, as an inevitable re- 
sult, every nation would become 
an armed camp in order to be 
ready to resist aggression, and 
some nations would be tempted 
to resort to force as an instru- 
ment of the national policy, in- 
stead of appealing to reason and 
justice for the settlement of in- 
ternational disputes. 

Most of what Secretary Lans- 
ing foresaw has now come to 
pass. The Congress of the United 
States will presently vote upon 
the question. The indications are 
that the revisionists, rather than 
the traditionalists, will prevail. 
In other words, the absolute em- 
bargo on arms, munitions and 
implements of war will be re- 
pealed, but a new embargo will 
be imposed which will permit the 
shipment of both the raw and 
finished materials of war in 
other than American ships by 
purchasers taking title and pay- 
ing cash. The indications are 
that such a bill will be passed, 
replacing the present embargo 
with the new one. Before the 
new bill becomes a law it will 


probably be amended in an effort 
to cushion the blow, upon our 
economic life in general and our 
shipping in particular, by reduc- 
ing some of the restrictions on 
American shipping between the 
United States and Latin America 
and in the Pacific. 

The best that can be hoped for, 
at the present extra session, 
therefore, would seem to be a 
makeshift measure repealing the 
existing embargo on arms, am- 
munitions and implements of 
war, and substituting a limited 
embargo on both the raw and 
finished products. 

The great difficulty confront- 
ing the Congress in the task it 
is undertaking arises from the 
fact that a law must always deal 
with a specific situation. A law 
is passed to meet a condition that 
exists. How can Congress tell, 
or wisely legislate concerning the 
situations that may yet arise on 
the seven seas if this war goes 
on, as there is good reason to 
believe it will, until the issue is 
decided by force. The framers 
of the Constitution were not 
so venturesome. 





Varied Entertainment at Convention 


S in previous years the en- 
tertainment program of the 
joint annual convention of the 
National Wholesale Hardware 
Association and the American 
Hardware Manufacturers Asso- 
ciation started Monday evening 
prior to the opening joint meet- 
ing of the two organizations with 
a concert featuring an orchestra. 
Frank Imhof, tenor, sang several 
solos. After the meeting there 
was an informal reception and 
dance in the Blenheim Dining 
Room. Tuesday afternoon there 
was a bridge and tea for the 
ladies of the convention in the 
East Solarium. That evening, in 
the Marlborough Dining Room 
an evening of magic was offered, 
featuring the magic perform- 
ances of Dr. Paul Fleming. An 
informal dance, in the Blenheim 
Dining Room concluded the pro- 
gram. 

Wednesday afternoon guest 
tickets for boardwalk chair rides 
were issued to the ladies of the 
convention. In the evening the 
annual formal reception and ball 
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were held in the Blenheim Ball- 
room. Members of the enter- 
tainment committee were: I. K. 
Fearn, American Thermos Bot- 
tle Co., Norwich, Conn.; Geo. 8S. 
Earle, North Wayne Tool Co., 
Detroit, Mich.; S. M. Jones, 
Hanover Wire Cloth Co., Han- 
over, Pa.; G. A. Shipley, Ray- 
O-Vac Co., Madison, Wis., and 
B. B. Wood, The Wood Shovel 
& Tool Co., Piqua, Ohio. The 
ladies’ reception committee had 
as its members: Mrs. H. B. Wil- 
son, Kenilworth, Ill.; Mrs. W. H. 
Baldwin, Wheeling, W. Va.; Mrs. 
F. M. Everett, Auburn, N. Y.; 
Mrs. W. W. French, Sr., Bir- 
mingham, Ala.; Mrs. A. W. Shap- 
leigh, St. Louis, Mo., and Mrs. 
L. M. Stratton, Memphis, Tenn. 
The Central States Hardware 
Club had a dinner in the Green 
day night at Hackney’s Restau- 
rant. Monday evening the “X” 
Club held a dinner in the Green 
Room, Marlborough-Blenheim. A 
luncheon was held Tuesday af- 
ternoon by the Old Guard in the 
Marlborough Dining Room. 
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= BUILDERS SPECIALTIE 


CABLE CLAMPS 


For use on cross arms, 
overhead beams, poles, 
etc. Paine patented 
slot is a time saver... 
enables rapid installations. 
Merely slip the bolt with the 
nut already on into the slot 
and tighten. Lag Screw is 
gimlet pointed and entire as- 
sembly is hot-dip galvanized 
for rust and weather re- 
sistance. 








BX STAPLES 


Ideal for use in supporting BX 
Cable running along side walls. Con- 
forms accurately to cable shape. No 
fussing, adjusting .. . tap the 
staple into the wall and cable is 
held in place. A small item, but a 
virtual necessity in every electrical 





kit. 
Prominent bead or center rib 
provides added strength and PIPE 


holding power. Uniform gauge, 

accurately stamped screw STRAP 
holes, smoothly finished—a - 

Paine quality accessory in ¢ 
every detail. 


THE PAINE CO. 

2963 Carroll Ave. 
Chicago, U.S.A. 

NEW YORK OFFICE: 














48 Warren St. 
Branches in Principal Cities 
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onneen ae LAWN 
AND US ele) A 
Time to Consider Your 
Home Gardening Line...1940 


With higher food prices assured, prepare for a 
big increase in home gardening next Spring. 
NORCROSS OFFERS YOU A MOST COM- 
PLETE LINE OF HOME GARDENING 
EQUIPMENT... 


Dandelion : 
Pullers = 
Hand Cultivators .. . 
or 10 in. handles 
Garden Growers (Mulchers) 

**Out-U-Kum"’ Weed Pullers 

V-Point Weeders . . . long or short handles 


WRITE 


for literature and 
\ name of nearest 
“INDEPENDENT” 
Wholesalers. 





3 or 5 prongs, 4 ft. 





C. S. NORCROSS & SONS 
Bh RNR 
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Increasing the Line Value of Orders 
(Continued from page 86) 


profit. Therefore, the only meth- 
od whereby these items can be 
handled at a profit is to package 
and sell them in sufficient quan- 
tities so that the line value will 
be satisfactory. That is, by pre- 
packaging this merchandise into 
minimum quantities and limiting 
the sale to this minimum ‘quan- 
tity, a reasonable line value can 
be accomplished, thereby permit- 
ting the handling of this mer- 
chandising at a cost which will 
be within the gross profit real- 
ized on the sale of the item. 

We have been attempting to 
do this for several years in our 
company. A couple of years ago, 
one of our buyers promoted the 
sale of fly swatters in minimum 
quantities of one dozen, and at 
the termination of the promotion 
we had sold 1000 dozen at 80 
cents per dozen. That is, the 
minimum quantity which we sold 
had a line value of only 80 cents, 
which, as you can see by the fore- 
going, was handled at a loss. 
During the next year it was de- 
cided to try to increase the line 
value on this item and by special 
arrangement with the factory, 
they were packed three dozen in 
a shipping carton and we were 
able to reduce the cost on these 
fly swatters by 2 cents per dozen. 
Realizing that the line value 
would be increased by selling 
three dozen minimum quantities, 
it was decided to reduce the sell- 
ing price from $0.80 a dozen to 
$0.75 a dozen, or having a mini- 
mum extended line value of 
$2.25, instead of $0.80. For your 
information, we increased our 
sales on this item from 1000 
dozen to 6000 dozen. 

In connection with this theory 
oftincreased line value, I think 
it is obvious that we handled 
these transactions at a great deal 
more profit to the house than we 
did on the smaller line value. In 
such cases it is possible to de- 


tually being unfair to the dealer 
if we sell him these small quan- 
tities, because if he is unable to 
buy this item in sufficient quanti- 
ties to warrant our handling at a 
profit, then the item is unprofita- 
ble to him also and should not 
take up his valuable store space. 
I think that you will all agree 
that the average hardware re- 
tailer is inclined to handle too 
great a variety of merchandise 
instead of too little. The theory 
behind syndicate store merchan- 
dising is to sell a lot of what the 
customers want a lot of, eliminat- 
ing, slow-moving, unprofitable 
items. This entire theory of 
minimum quantity packaging is 
essentially tied up with good 
merchandising policies on the 
part of the retail dealer. 

When a hardware retailer or- 
ders merchandise with a small 
line value, he is actually increas- 
ing the wholesaler’s cost of dis- 
tribution, which obviously he 
must pay in the end if the whole- 
saler is to stay in the distribu- 
tion picture. We fully realize 
that this theory cannot be ap- 
plied indiscriminately on _ ll 
types of merchandise, inasmuch 
as certain lines, colors, etc., must 
be maintained as a service item 
and will probably always be han- 
dled at a loss. We are suggest- 
ing that a study be made to de- 
termine the merchandise which 
can be sold and packaged in these 
minimum quantities. 

Another advantage of prepack- 
aging is that this will result in 
a material saving in your pack- 
ing costs. This saving alone is 
a vital argument ‘for predeter- 
mining the minimum quantities. 

As proof of these arguments, 
we had a time study made of 


three items of merchandise, 
which in our business are pre- 
packed and minimum quantities 
stipulated. The results of these 
time studies are shown on Ex- 
hibit E. 

Exhibit E reflects that it re- 
quired almost four times as 
much direct labor to fill the same 
order from open stock, as com- 
pared to full packages, and more 
than six times as long to fill the 
same merchandise from open 
stock, when it was split into two 
orders. Certainly, this is con- 
clusive proof that prepackaging 
of these items has been very 
profitable. The cost of packing 
materials, which would be an ad- 
ditional cost on B and C orders, 
has not been included in the 
above figures. 

It may seem to you that we are 
advocating a rather arbitrary 
stand with our retailer. However, 
that is positively not the case. 
It is our earnest belief that in 
order to satisfactorily fulfill our 
function as a distributor we 
should put ourselves in a position 
to handle this distribution at the 
lowest possible cost. The theories 
advocated above will put us in 
that position. Unless something 
is done along this line, with the 
field becoming more competitive, 
the average line value will con- 
tinue to decrease and you will 
find it increasingly difficult to 
make a profit. If the theory just 
advocated could be put into ef- 
ect, we could reduce the gross 
margin requirement and this 
would put us, and the retailer, in 
a better position to withstand 
chain store competition. With a 
constantly increasing load of 
taxes, labor costs, etc., many of 
us are trying to find new ways 
of reducing expenses. Increasing 
the line value of orders is the 
solution for this problem. 





EXHIBIT E 


A 


B 


Cc 
Two orders, each % o 





crease the selling price, thereby 
reducing the gross margin per- Full Pkg. Open Stock from open stock 
centage, and still realize more net Item Minutes Minutes Minutes 
profit, inasmuch as the handling Loge Serta. tbe - = oo 
i = Z. 1etzZ obes ° ° - 

aie cea” ry + tose % dz. Washboards-Glass.. 3.12 3.25 5.66 
our salesmen were relieved of the Total Floor Labor 5.78 6.94 10.62 
subsequent small reorders on this Packing —. 14.56 27.02 
item in one dozen lots and they 
were able to spend their time 
suggesting other items to the re- 
tailer which was saved. 

It is our belief that we are ac- 


One order Oneorder quantities of B-fill 











Totals 5.78 21.50 37.64 





Per cent of increase 100% 372% 651% 
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The New MARVEL Glass Holder 


automatically measures and squares the glass. 
No yardstick needed. Will remove one-eighth 
inch salvage strip — all at one time, the full 
length of pane, without touching hands to the 
salvage. The most inexperienced clerk can use 
it. Cost is soon returned in actual glass savings. 
Send for Circular NOW showing some prices. 


MARVEL RACK MFG. CO. INC., MINNEAPOLIS, MINN. 
































Brews Superb Coffee and Tea | 
Untouched by Metal | The New Streamline 


“Triplex” Spring Butt-Hinge 










OFFEE 
REWER 


2 SPEEDY FILTERS 


The New improved 
CORY Glass Filter 
ROD —FREE 


7 \n addition to famous 
“Fast-Flo” Filter 





Modern Architecture requires 
Spring Hinges of suitable de- 
sign and proven quality. 





Streamlined “Triplex” double 
and single acting spring butt- 
hinges may now be ordered 
with button tip ornamentations 
in keeping with the most mod- 
ern designs in builders’ hard- 
ware. They are as modern as 
. the newest streamline train or 
the latest flagship of the transcontinental air. fleets. 








Type BUT2001 





Spring Hinges of Quality 


~(CHICAGO)~— 
SPRING HINGES 


LOOK FOR THE TRADE MARK 
























ite. ORN! 
or Black ~ Ce fee Brewers > jatest catalog: 
ror Rite two speedye Chicago Spring Hinge Company. 
' CHICAGO NEW YORK 
GLASS COFFEE BREWER CORP. §& U.S.A. 








325 North Wells Street Chicago, Illinois | 








THE NAME SILVER LAKE STAMPED ON EVERY FOOT 
@ PACKED IN CARTONS @ 
OUR WEATHER PROOFED THE 
BETTER SASH CORD 


LOWER PRICED GRADES 
EDDYSTONE 


PELHAM 


\ Mill SUL LL hee, Ga. NUCORD 
SILVER LAKE C0. { pi -99 Chews ES BENGAL 
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TEST 


THIS FAST SELLER 
IN YOUR STORE 


Write for Yours Today 





@ Here’san opportunity no dealer can 
NATIONALLY | afford to pass up—a chance to test in 
ADVERTISED/| your own store, ABSOLUTELY FREE, 
6 this famous, fast-selling 10c item. People 
jood everywhere demand Justrite PUSH 
Wousekeeping | CLIPS. They sell on sight—all year 
Saturday ‘round—in these four departments of 
Evening Post 
American Home 


Better Homes 
and Gardens 


ware, Home Furnishings and Lamps. 
Write us on your store letterhead for 
your trial cards—one each of 6 popular 
colors—and see for yourself how they’ ll 
sell. This offer is limited—ACT TODAY! 


JUSTRITE MANUFACTURING CO. 
2063 Southport Avenue * Chicago, Illinois 

















A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 










One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
to slip. The— 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 
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your store: Electrical Appliances, Hard- ‘ 





Charles R. Hook’s Address 


(Continued from page 83) 


attempting to create trouble in 
America will soon attempt to 
confuse the rising price trend in 
such industries with profiteering 
in spite of the fact that such 
price trend is entirely fair and 
necessary in order to cover re- 
placement costs. 

With democracy attacked 
throughout the world as never 
before, the responsibility of 
marshalling the forces of defence 
falls upon the shoulders of busi- 
and industry. If we are equal to 
it, then democracy in America 
shall emerge stronger and more 
vigorous than ever before. This 
isn’t the task of the few—it is 
everybody’s task. 

It is your job and mine to 
merchandise the facts with re- 
spect to democracy and free en- 
terprise to our associates in busi- 
ness and in the communities in 
which we live. We can best ac- 
complish this by lending our sup- 
port to such efforts as the 
public information program of 
the National Association of 
Manufacturers. It is not enough 
merely to see that the facts are 
presented to our employees, cus- 
tomers, suppliers, and all those 
directly connected with business. 
We should also see that the story 
of the progress and benefits of 
business is presented to our ser- 
vice clubs, our women’s clubs, 


our teachers, doctors, lawyers, 
merchants, and all those not di- 
rectly engaged in industry. 

We must whip the soap box 
orator by placing the facts in the 
hands of the man on the street. 
It is not reasonable to expect 
that the great rank and file of 
our people will militantly rise to 
the defence of the free enter- 
prise system unless they can see 
the relation between its contin- 
ued operation and their personal 
well-being. The rise of pseudo 
economists and _ irresponsible 
promisers seeking leadership and 
power make the job of the real- 
ist, the student and the true pa- 
triot difficult indeed. We will 
not swell the army of truth nor 
add to the legions of understand- 
ing and progress by mere criti- 
cism or attempting lightly to 
wave aside the pronouncements 
of the antagonist of free enter- 
prise. 

If we would save this system, 
those who are possessed of the 
facts must take off their coats, 
give of their time and join the 
army of enlightenment in order 
that our people may know and 
understand the truth. We shall 
go forth armed not with guns or 
bayonets but with the pen and 
the spoken word, with determi- 
nation and courage, patience and 
good-will. 








RETIRING MEMBERS OF THE 
A.H.M.A. EXECUTIVE COMMITTEE 





MARK J. LACEY 


N. D. PERINE 


W. WITHINGTON 


Peck, Stow & Wilcox Pennsylvania Lawn The American Fork 
Co. Mower Works & Hoe Co. 
Southington, Conn. Primos, Pa. Cleveland, Ohio 
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Professional Recognition Sought for 


“Builders’ Hardware Engineers” 


(Continued from page 106) 


that this movement for the 
betterment of this industry, in 
all its phases, cannot now be 
halted or turned aside.” 


Executive Secretary J. Harold 
Dumbell, the association’s prime 
organizer and first president, re- 
ported on his first year in his 
present capacity. He has covered 
intensively the distributors and 
manufacturers of 12 states; in- 
creased membership more than 
50 per cent; held group meetings 
and has given particular atten- 
tion to helping members improve 
their sample rooms. Mr. Dumbell 
outlined the convention program 
and told of future plans for 
further progress, stressing the 
increased importance of further 
harmony between producers and 
distributors. 

J. K. Lasser, CPA, of J. K. 
Lasser & Co., New York City, 
auditors and accountants, spoke 
on the highly appropriate sub- 
ject “Overhead and Profits” 
which includes some practical 
suggestions which all hardware 
companies can use in their ac- 
counting procedure. The full 
text of Mr. Lasser’s address will 
be published in HARDWARE AGE, 
Nov. 16, 1939, issue. 


Outstanding Addresses 


Wednesday morning W. Gib- 
son Carey, Jr., president, Yale & 
Towne Mfg. Co., New York City, 
talked on “Some of Our Broader 
Problems” and Wm. Hoster, Chi- 
cago manager, Oliver Brothers, 
Inc., New York City, spoke on 
“The Market Before and After 
a War.” These two outstanding 
talks, practically in full, are pub- 
lished elsewhere in this issue and 
are worthy of the thoughtful 
consideration of all readers. 

Architect Hobart B. Upjohn 
brought the convention some of 
the thoughts of members of his 
profession and of their desire to 
completely harmonize hardware 
and architecture and of the diffi- 
culties in getting their clients 
to allow them to make decisions. 

At the close of this meeting 
George H. Griffiths, president 
and general manager, HARDWARE 
AGE, spoke briefly and presented 
Saunders Norvell, contributing 
editor of this publication, who 
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told of some of his early build- 
ers’ hardware selling experi- 
ences. 

Following the previously men- 
tioned discussion regarding the 
professional status of “Builders’ 
Hardware Engineers” led by Mr. 
MacCarthy, the convention was 
summarized by Charles J. Heale, 
editor, HARDWARE AGE, who, that 
evening at the closing banquet, 
presented, on behalf of the 
N.C.H.A., an attractive fountain 
pen desk set to retiring presi- 
dent I. S. Eshleman. 

Jos. Raymer, Raymer Hard- 
ware Co., St. Paul, Minn., was 
elected to succeed Mr. Eshleman 
as president. Other officers and 
directors are listed on page 105 
in full. It was decided to hold 
the next convention Sept. 24, 25, 
and 26, 1940, at Chicago, IIl., 
with an exhibit such as has been 
a feature of the past five annual 
conventions. The New York con- 
vention had a splendid group of 
exhibits featured by 43 manufac- 
turers which occupied the entire 
fifth floor of the hotel. 

The annual banquet, held on 
Thursday evening, brought the 
convention to a close with R. W. 
Chamberlain, Stanley Works, 
acting as master of ceremonies 
for the excellent entertainment 
which followed the dinner. 





It’s Yes or No! 


BUSINESS man cannot accept a 

proposition half-heartedly or 
with strings on it, if he expects the 
other party to be bound by his ac- 
ceptance. In order to ripen an offer 
of a proposition into a binding con- 
tract, the acceptance must be def- 
inite, clear, and, as the law puts 
it, unequivocal. 

Thus the Supreme Court of Mis- 
souri in a recent case: “Acceptance 
of an offer must be unequivocal in 
order to create a contract. A person 
making an offer is entitled to know 
in‘ clear terms whether the other 
party accepts his proposition. It is 
not enough that the words of a re- 
ply justify a probable inference of 
assent.” 

Acceptance of an offer in terms 
that even slightly vary the original 
proposition as offered, is no ac- 
ceptance at all but is construed in 
law to be a rejection of the offer. 
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Nationally Known — 
Nationally Advertised 


The Wall line is complete. 
Hardware, mill supply, 
agricultural, contractors, 
marine, drilling, trans- 
mission, oakum and 
twine. Spun and laid 
from selected fibre for the 
j particular purpose, under 
experienced supervision. 





Your guarantee is Wall’s 
century-long service to 
industry. 


WALL ROPE WORKS, Inc. 
48 South St., N.Y.,N.Y. 
Factory: Beverly, N. J. 


Branch Offices: 


88 So. Charles St., Baltimore 
23 South Broad St., Phila. 


ew ‘Orleans 

Z ‘nS icago, Ill. 

Ae Giiem) 217 E. Archer St., Tulsa, Okla. 

meeenrmwine, 2000 Nace St., Houston, Texas 
eipliggeey «1118-19 Berger Bldg., Pitts- 

burgh, Pa. { 








Favorites of skilled axe 
users where jobs are tough, 
Collins Axes are also the fa- 
vorites of dealers everywhere. 
Woodsmen know they “Cut 
Longer Between Sharpenings,”’ 
and dealers know that to carry 
Collins means profit in, your 
axe line. 

The complete line of Collins 
axes, hatchets, mattocks, small 
axes, bush hooks and hoes, 
promises satisfied customers. 

Order from your jobber. If 
he can’t supply you, write to 
The Collins Company, 
Collinsville, Connecticut. 


For 113 years, 
this trade mark 
has been the 
guide to axe 
quality. 


MICHIGAN 
SINGLE BIT 
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DAYTON 


DAYTON SINGLE 
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New Finishes 


The Shelby orna- 
mental surface 
and offset hinges 
shown, are popu- 
lar due to their 
unique plating. 


45003 SERIES 


SHEL-B-BRITE 
SHEL-B-DULL 


finishes have been produced by 
Shelby engineers after intensive 
research. They have great rust 
resistance, do not scale or peel, 
and look like chrome. Yet the 
price is as low as plated dull brass. 


Modernize with 
"Shelby". Ask 
your jobber or 
send for a com- 
plete catalog of 
miscellaneous 
Builder's Hardware. 


SHELBY SPRING HINGE CO. 
MAIN OFFICE & FACTORY 
SHELBY, OHIO 


45005 SERIES 




















Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He’ll be 


glad to serve you. 


HARDWARE AGE 


239 W. 39th St, New York City 

















How’s the Hardware Business? 


(Continued from page 124) 


prices except on a few items of 
tarred and asphalt felts (up about 5 
cents per roll) and_ rosin-sized 
sheathing paper, up 9 to 17 cents 
per roll. Leading makers of kraft 
building, packings and insulating 
papers have made effective net 
advances ranging from 10 per cent 
to nearly 30 per cent above the 
competitive levels prevailing during 
the past summer. Heavy buying of 
paper, engendered by fear of inter- 
ruption to imports of pulp, casein 
and some necessary chemicals, has 
forced some producers to almost ca- 
pacity. Operations for the industry 
as a whole this month are said to be 
at the rate of about 90 per cent. 
* * * 

Rubber Matting—Prices on 
rubber corrugated matting were re- 
cently advanced 15 per cent. 

* * * 

Baby Swings, Strollers—A 10 
per cent advance was reported in 
some lines of baby swings and fold- 
ing baby strollers largely made of 
cotton fabrics. 

7 * * 

V_ Belts—Fractional _horse- 
power V belts were recently ad- 
vanced approximately 8 per cent. 

* & *& 


Leather, Rubber Beltings— 
Prices on leather and rubber belt- 
ings have been generally withdrawn, 
and jobbers are not yet informed as 
to the intended new schedules, which 
are expected to be higher. - 

* * * 


Cup, Valve Leathers—Short- 
age of the shoulder stock used in 
making cup and valve leathers has 
caused some advances in price. 

* * * 

Brushes—The Rubberset Co., 
Newark, N. J., has advised custom- 
ers that brush prices were raised 10 
per cent on Oct. 9, due to increased 
raw material costs. 

* * * 

Chair Seats—An increase in 
the price of wood veneer chair seats, 
approximating 10 per cent, was re- 
cently announced. 

* - * 


Steel Anvils—Prices on steel 
anvils were recently withdrawn by 
one manufacturer. 

* & # 

Mops—Prices on Gem mops 
were advanced from one cent to one- 
and-one-quarter cents per mop. 


Stove Pipe—Prices on stove 
pipes have been withdrawn by one 
manufacturer. 

* * * 

Copper and Copper Products 
—A one-half cent per pound increase 
on sheet copper, roll copper and 
other copper and brass fabricated 
products was recently made. Prices 
on brass pipe and copper water tub- 
ing sold on a foot basis have been 
marked up one-half of one cent per 
pound. These new prices are based 
on the increased price of ingot cop- 
per which was increased one-half of 
one cent per pound to 121% cents per 
pound on Oct. 5. Manufacturers of 
brass and copper fittings for use 
with copper water tubing have in- 
creased prices approximately 10 per 
cent. Bare copper wire and weather 
proof copper wire prices advanced 
one-half of one cent per pound on 
Oct. 5. 

* * * 

Paint and Allied Products— 
Apex cold water paint and spray- 
ers were quoted Sept. 18 at no ad- 
vance for fourth quarter shipment, 
but costs are rising and mark-ups 
may be necessary later. Glazier’s 
putty has advanced 25 cents per 100 
Ibs., and cotton waste is up one-half 
cent per pound. 

* * * 

Oil — Penn-Empire Pennsy]l- 
vania Oil has advanced 4 cents a 
gallon, Empire Pennsylvania Oil six 
cents a gallon. There was no change 
on Wolf’s Head (top grade) Oil. 


* + 


Alcohol—The United States 
Industrial Alcohol Corp., has ad- 
vanced the price of alcohol for im- 
mediate delivery 2 cents a gallon. 
Solvents, including acetone and butyl 
and ethyl acetate, have been raised 
1 cent a gallon. The increases, it 
was said, were to prevent overstock- 
ing of supplies by customers. Most 
of the company’s production the rest 
of this year is under contract and 
will not be included in the higher 
price range. Alcohol opened this 
season at 3444 cents per gallon as 
compared with the closing price of 
35 cents last season. 

* 8 * 


Plumbing Lines — Recent 
mark-ups in this division include 
malleable pipe fittings, about 4 per 
cent; cast iron pipe fittings, 74 per 
cent; cast iron sink traps, 5 per 
cent; and bibbs and faucets, 5 to 10 
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EAGLE Rules will bring you . | 


EAGLE 
RULES 


Will Bring You Repeat 


\ BUSINESS 


repeat business because: 

- EAGLE Rules possess the | 
exclusive Strike-Plate Joints : 

which guarantee strength end © 

accuracy. 

EAGLE Rules cannot be 
twisted or pulled apart. 
Strike-Plates prevent wear 
| markings and cannot come 
off. 
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write us direc 
Send for Catalog TODAY! 


if your jobber gueen supply you, 






Lud we > 


Es ferns a can) 
we s % EN a te 
EAGLE RULE MFG. C 


514 HUNTS POINT AVENUE NEW YORK, 


shat 

















N.Y. | 








This Attractive Steel | 
Display Rack Fully 
Stocked Costs You 
Only $4.75 

F.0.B. Detroit with 50¢ 
freight allowance. Retail value 
$7.05. Refills at same discount. 
Here’s 2 fast-moving 
specialty which sells 
to State Highway 
Depts., City and 
County Parks, Tree 
Experts, Cemeteries 
and Fruit Growers. 
Every tree-owner is a 
prospect. 

Rack Displays 6% pts., 
5 pts. & 4 qts. 


BARTLETT MFG. 
COMPANY 


3034 East Grand Blvd. 
Detroit, Mich. 




















NEW TYPE QUICK LOADING CARTRIDGE 


iT 
CALBAR 
-0- 


WTH CALBAR PRESSURE GUN 


Use Caulk-O-Seal in the new Vulco Fibre Cart- 
ridge lined with cellophane. Special construction 
of Calbar High Pressure Gun and Cartridge elimi- 
nates all backfiring and leakage. Quick action. 
No waste. Always clean. Caulk-O-Seal is super- 
plastic, weatherproof. Holds fast. Easy to apply. 
Comes in Tubes, Cans, Drums, CARTRIDGES. 
Black and 12 Colors. Send for Color Chart. 
ORDER DIRECT OR THRU JOBBER. 


CALBAR Paint & Varnish Co. 


Mfrs. of Technical Products 
2612-26 N. MARTHA ST. 
PHILADELPHIA, PA. 























Wanta Good Position? 


The quickest and surest way of securing «@ 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St., New York City 
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THERE’S MONEY 
IN MURDER! 


_ 





ANTCHEK, 50 times as effective 
as ordinary ant remedies, enjoyed 
a huge 1939 and laid the ground 
for a record-breaking 1940. 
Dealers invariably repeat stead- 
ily. Reasons: Quick turnover, fine 
profit, self-selling display, popu- 
lar price of 15¢ each—2 for 25¢. 
Surest, cleanest, spill-proof ant- 
killer. Display early, profit early. 
Through all jobbers, or write: 
ROTENONE PRODUCTS CO., 
INC., East Orange, N. J. 





“Tune In’? for PROFITS... . 


on Furnace Cleaning Time with 


SCHAEFER Flue and Furnace Brushes 


Savings your customers enjoy with clear furnaces will 
more than pay for these new SCHAEFER FLUE AND 
FURNACE BRUSHES. Put these attractive and 
serviceable Brushes on prominent display — they'll 
practically sell themselves, with their sparkling bril- 
liant RUSTPROOF 
Steel Bristles and han- 
dies. They wear from 4 
to 6 times longer than 
other brushes—and clean 
much better and easier. 
Write for your story 
Furnace Cleaning 
Profits. Tie in on this 
story early—for higher 
Summer, Fall and 
Winter Profits! 


SCHAEFER BRUSH MFG. COMPANY 
117 W. Walker St., Milwaukee, Wisconsin 
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BUY SCHAEFER-ITS SAFER 


SELLS BETTER 


BECAUSE IT DOES A 


BETTER JOB! 


Sell your customers RUBY- 
FLUID soldering products and 
you'll win a satisfied customer 
that means repeat sales as well. 
Rubyfluid does a better job 
easier, quicker. Sells fast from 
attractive counter display. Avail- 
able in liquid flux, paste flux 
acid or rosin core solder. See 
your jobber or write direct 
0... 


The RUBY CHEMICAL CO. 


58 McDowell St. Columbus, O. 














wy For LJ ‘ 
ACID CORE SOLDER 4 














MEHL 


pa dips or brushes 
w 


to a satin smooth fin- 







ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how long it stands on shelf. 
1% pt. to 5 gal. cans. 


At America’s Lowest Price for Such Quality! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


Order from your jobber. Jobbers—write for details. 
TICLE TE TRI RRR 
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@ GUARANTEED ZFOR! ®@ 


OXFORD STAR DRILLS 





special steel hardened and tem- 
pered — cuts fast and stays sharp 
longer — costs less 


OXFORD TOOL COMPANY 
1633 No. 2nd ST. % PHILA., PA. 

















ADE-O-MATIC C 


STEEL—NICKEL PLATED—6 pins to 
gross cartons. In bulk—l gross cartons. BRASS— 
NICKEL PLATED—46 pins to card only. End of pin 
protected—no scratching or catching. Length 3% 
inches. Also used by campers, hunters, laundrymen, 
If your jobber does not stock, write direct to 


PERFORATED PAD COMPANY 


Sole Distributors, Woonsocket, R. 1., U.S.A. 


ete. 


You can SWING IT with 
ADE-O-MATIC 


SWING 


DASE 


CORN POPPER 


It roasts the 
corn while it 
is popping... 
and pops 
every kernel. 


WRIGLEY BLDG. 
*CHICAGO, ILL. 


TOOLS ana 
CUTLERY 








MADE Keght FOR YOU, 


MR. HARDWARE RETAILER / 


ASK YOUR JOBBER 











No. 10 Lindsay Blanket Pins 








card—% 















MILLION READERS 


WILL SEE 
THIS AD SOON 


RESOLE SHOES 


FOR OMLY 
$O-LO mends holes, worn 
spots in rubber, leather, 
cloth. Spreads like butter. 
Dries tough overnight. 
Flexible, non-skid, water- 






repairs). At all 10c 
& hardware stores, 


Proof. Won't come off— 
mma guaranteed! 25c (25 J 











as 1 oS Sow 


to mention that 
you saw it in— 


HARDWARE AGE 
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per cent. Sheet rubber packing has 
been raised 2 cents per pound. 
* 2 * 


Clocks and Cutlery—Prices 
have been withdrawn on_ several 
clock and watch lines. John Wilson 
butcher knives and steels have gone 
up about 1714 per cent. Some items 
of hotel silver-plated flatware have 
advanced 5 to 10 per cent, and other 
mark-ups are expected generally on 
competitive quality plated wares. 

* * * 


Sports Lines—No changes are 
reported as yet in baseball prices, 
though costs are rising. Some qual- 
ities of baseball gloves and mitts 
have risen about 5 per cent, with 
the factories expecting further ad- 
vances when present supplies of ma- 
terials are used up. Makers of bam- 
boo ski poles have been handicapped 
by shortage and delay in receiving 
bamboo from interior China, due to 
the war. 

* * * 

Toys—Toy lines have taken a 
large jump in demand in recent 
weeks, and as usual, many popular 
items will sell out early. American 
toys will be in heavy demand in 
outside world markets this season. 
Before the war started, our eight 
months toy exports had exceeded 
1938 by 17 per cent. Mechanical 
toys, wheel goods, and rubber bal- 
loons are the leaders. Coaster wag- 
ons of the Radio Steel Mfg. Co. line 
have been advanced about 5 per 
cent. 

* ion we 

Hack Saw Blades—Indicative 
of the tremendously increased de- 
mand for all kinds of merchandise, 
we are advised that Clemson Bros., 
Inc., Middletown, N. Y., received a 
week or so ago in one day orders for 
a total of 1750 gross of hack saw 
blades. That samé¢ day the com- 
pany also shipped 1300 gross of 
hack saw blades. 

* * * 


General Electric Orders—Or- 
ders.received by General Electric Co., 
Schenectady, N. Y., during the third 
quarter of 1939 amounted to $79,- 
510,000, compared with $60,533,000 
during the same quarter last year, 
an increase of 31 per cent, President 
Gerard Swope announced recently. 
For the first nine months of this 
year orders received amounted to 
$248,582,000, an increase of 32 per 
cent over the $188,757,000 received 
during the same period a year ago. 

* * * 

Stewart-Warner Radio—Sales 


of Stewart-Warner radio sets made 
by Stewart-Warner Corp., Chicago, 





Ill., in September were the largest 
in the history of the company and 
showed the greatest percentage of 
monthly increase, according to L. L. 
Kelsey, radio division sales manager 
for the company. Sales for the 30- 
day period increased 317 per cent 
over September, 1938. 


. 2 


Paint Sales Gained—August 
sales of paints, varnish, lacquer and 
allied materials showed a gain of 
15 per cent over the volume of busi- 
ness in August, 1938, and a 12 per 
cent gain over July, 1939, sales ac- 
cording to the Department of Com- 
merce. Business reported by 579 
identical manufacturers amounted to 
$33,086,680, compared with $28,821,- 
175 last August and $29,471,735 in 
July. Industrial sales amounted to 
$9,309,358, or a jump of nearly 30 
per cent over industrial sales for the 
same month last year. 


* + 


Oil Burner Shipments—Month- 
ly statistics on orders, shipments, 
and stocks of oil burners released 
recently by Director William L. Aus- 
tin, Bureau of the Census, U. S. De- 
partment of Commerce, including 
data for 178 manufacturers indicated 
oil burner shipments in August, 
1939, totaled 24,660 units. Shipments 
for the month previous were 17,337. 
August, 1938, shipments were 15,373 
units. 

* * * 

Washing Machines — Eight 
months’ shipments of household 
washers totaled 971,174, compared to 
745,080 in the January-August pe- 
riod of 1938, or an increase of 30.34 
per cent, according to industry totals 
reported by J. R. Bohnen, executive 
secretary-treasurer American Wash- 
er and Ironer Manufacturers’ Asso- 
ciation. Shipments of washers in 
August totaled 132,297, compared to 
129,163 in August, 1938. Ironers 
shipped im the first eight months of 
1939 aggregated 71,654, against 71,- 
309 in the same period of 1938. 
Ironer shipments in August totaled 
11,386, compared to 11,977. 


* + 


Building Gains—The Secre- 
tary of Labor reported that, against 
the usual seasonal trend, the value 
of building permits in August in- 
creased 8 per cent over July. Resi- 
dential construction was far ahead, 
with a rise of 21 per cent over July 
and a further one of 34 per cent, 
compared with August last year. 
During the first eight months of the 
year permits totaled 26 per cent over 
those for the like period in 1938. 
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MASONS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write for Catalog 


SAND'S LEVEL & TOOL CO. 


8631 Gratiot, Detroit, Mich. 











SAND’S 
LEVELS 


TELL THE TRUTH 





CARPENTERS WOOD AND pe 
TILE SETTERS’ WOOD AND AL 
World's Standard 
For 48 Years 
“Factory Built-In Accuracy" 




















It’s a NATIONAL 


BRAND PRODUCT 
Tested and Guaranteed 


Once you buy National Brand Linoleum Ce- 
ment you'll stick to it. Guarantees real ad- 
hesion and perfect results for the toughest 
job. Available in % pts., pts., qts, % gal., 
gals., 5 gal. kits and drums. 

Write now for special dealer's schedule and 


San catalogue on our many 
other items. 


JAYE MANUFACTURING 
INCORPORATED 


1081 W. 11th St. 
Cleveland, Ohio 






















GET READY NOW FOR 4 !j 

WINTER PROFITS Vamp 

FULTON Humidifiers 
A Complete Line 


Low Cost, Rugged Construction are the qualities that will 
sell thousands of Fulton Airmoisteners for use in homes 
and offices during coming winter peak sales months. 
HEALTHIFIER (shown) fits into openings in center of radiators— 
where heat and evaporation are greatest. Cannot tip over. 
AIRMOISTENER—fits on top of Radiator, Register. 
SHIELD AND HUMIDIFIER—for wall and floor Register. 

AIRMOISTENERS FOR EVERY TYPE OF 

REGISTER AND RADIATOR 


Attractive in Both Appearance and Price. 
Everyone with radiators or registers can 
afford these low priced AIRMOISTENERS. 


Ask your wholesaler about our low prices. 


PATENT NOVELTY COMPANY 
305 EIGHTH AVENUE FULTON, ILLINOIS 
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1939 HIGHLIGHTS 
OF AMERICA’S EASIEST-SELLING 
BICYCLES 


Lower. Prices 
Improved Features 
A Complete New Line 
of Lightweights 
Write today for full detail 
The Westfield Manufacturing 
Company 


> (BICYCLES |, 


Westtield, Massachusetts 


VISIT US AT THE WORLD’S FAIR NEW YORK 


CLEAN UP EXTRA PROFIT 


with the a 


AU Yar Clean Up Stans 


MERMAID SPONGES 
AMSCO CHAMOIS 






New York 


Be) AMERICAN SPONGE (JQ 
Sy) & CHAMOIS CO. wc. 





awed San Francisco 




















COLD WEATHER AHEAD! 


Be ready now by having a complete supply 
of Bernz Time-Tested Torehes on hand, for 

‘plumbers who prefer them for thawing 
frozen pipes. They are also favorites with 
mechanics, electricians, maintenance men 
and painters. 

Here are 5 reasons why: 

- Solid and extra heavy construction. 
Seamless drawn cartridge brass tanks 
have attractive highly polished finish. 

. Full size special composition bronze 
burner for intense heat and tong life. 

- Genuine, Bakelite ‘‘Keep Cool’’ vaive 
wheel with non-slip knurled handle. 

. Patented, powerful ‘‘Never Leak’’ pump 

with serew-down safety feature. 

. BUY NOW AT PRESENT LOW 
PRICES WHICH MAY SHORTLY BE 
INCREASED ON ACCOUNT OF IN- 
CREASED RAW MATERIALS COST 
4 COPPER, LEAD, TIN AND 


rie OTTO BERNZ CO., INC. 





a> ww » 
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87 at. 
No. 88 Pt. Bot. Filler 
No. 200 Qt. Top Filler ___ Established (876 
No. 199 Pt. Top Filler ROCHESTER, M.. T 














if you are going to change your address 


please notify the CIRCULATION DEPARTMENT 
at least 3 weeks before you move. 


HARDWARE AGE, 239 West 39th St., New York, N. Y. 








OCTOBER 19, 1939 
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All-In-One CEMENT 


Everlastingly strong. Ce- 
ments wood, glass, china, 
metal, linoleum, tile, paper, 
leather and _ bric-a-brac. 
Non - inflammable, trans- 
parent, no odor, not sticky 
to handle. In % and 1 oz. 
bottles, % pt., 1 pt., 1 qt. 
and 1 gal. cans. Retails 
from 10¢ to $3.50 ea. in or- 
der given. In Display Car- 
ton that sells it. 


All-In-One Cement Company 


4633 Page Bivd., St. Louis, Mo. 











The Original 
. “HORSESHOE MAGNET” 
2 HAMMERS 


Steei Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hathaway Street, Boston, Mass. 











STEEL MORTAR HODS 
a to ae bak 


Made entirely of 

w stee) with wooden 
. shoulder saddle 
and handle 
Edges are heav- 
—- }}y reinforced. 
26°x12" The fork. is 
x 1% pressed from 

deep heavy gauge 


Write for prices. cent. 
The Stevetane Wire Spring Co. 
38th St. and Hamilton Ave. 
€ e Cleveland, Ohio & 


STOCK THIS QUICK 


K-R-O 
KILLS-RATS-ONLY 


Fast selling Rat killer—Not a poison—harmless to 
everything but Rats. Made of oven-dried red squill 

known ev we for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers 
Hardware stores big outlet. Powder (for rms) 
retails for 15¢—-Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 
a a for prices. K-R-O Company, Spring- 





















ROCHESTER ADJUSTABLE 
SASH BALANCES 

A product of Guar- 

anteed quality. Real 


profit in handling 
them. 


Write for prices. 


Rochester Sash Balance Co., Ine. 
Rechester, N. Y. 

















E-Z CORN POPPER 
The Original Rotary Corn Popper 


The Popper That Puts ‘ 
The Pop in Pop Corn 







Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 
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The ““WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Albany, N. Y.: Who makes the 
Pyrono fire doors?, Albany Hard- 
ware & Iron Co. 


ANSWER: Robert Mitchell Mfg. 
Co., 2nd & John Streets, Cincinnati, 
Ohio. 


Netcong, N. J.: Who makes cedar 
excelsior? O. A. McPeek. 


ANSWER: Geo. S. Brown & Co. 
of N. C., Greensboro, N. C. 


San Antonio, Texas: Where can 
we procure rubber rings for cream 
separator bowls? Kallisons Dept. 
Store. 


ANSWER: M. L. Snyder & Son, 
1815 E. York Street, Philadelphia, 
Pa. 


Lewiston, Montana: Who makes 
the Jumbo feed grinder? Montana 
Lumber & Hdwe. Co. 


ANSWER: Nelson Bros. Co., 
Saginaw, Michigan. 


Franklin, Tennessee: Who makes 
training carts for horses? Trice- 
Reynolds Co. 


ANSWER: Houghton Mfg. Co., 
Marion, Ohio. 


HARDWARE AGE 








MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Miami, Fla.: Who imports Tyzacks 
Gamble 


New York, N. Y.: Who makes the 
Midget universal workshop and small plasterers’ tools? 
lathe? Patterson Bros. Hardware Co. 


ANSWER: W. C. Roemer, 656 
Winthrop Avenue, New Haven, 
Conn. 


ANSWER: Irving Hardware Co., 
12 Warren Street, New York, N. Y. 


New Canaan, Conn.: Who makes Port Washington, N. Y.: Who 
V.C.P. insecticide spray for dog makes the Kem plant food? Shields 
kennels and barns? Murray’s. Bros. 


ANSWER: Merck & Co. Inc., 
Rahway, N. J. 


ANSWER: Kem Plant Food 
Corp., 480 Madison Avenue, New 
York, N. Y. 


New Smyrna Beach, Fla.: Please 
furnish the address of the Palmer 
Products Co., manufacturers of toilet 
tissue holders? New Smyrna Hdwe. 
Co. 


ANSWER: Waukesha, Wisconsin. 


Anaconda, Montana: Who makes 
the Belvalier venetian blinds? J. P. 
Stagg Co. 


ANSWER: Clark & Hammer Inc.., 
Belleville, N. J. 


DENISTON 


‘Lead Seal’ NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal'’—the lead under the head and down the 
shank actually plugs the nail hole with lead! .. 
Ask your ne or write us for samples and dem- 
onstrator block 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 
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, BRUSH-NU COMPANY 


BALTIMORE MARYLAND 











KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 
GRAHAM MFG. co. 


Derby, Cona., “i. S. A. 
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MOUNTED ON THIS 
"SALESMAN" 


Colorful fast-selling dis- 
5 : play holds doz. elippers et 
e : 35¢ ea. Good profit. Ask 
h |: a og 19 q’ your jobber. Send for eata- 
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Gem Nail Clippers 


log price sheet. 


The H. C. COOK CO. 


27 Beaver St., Ansonia, Conn. 





HINDLEY WIRE GOODS 


earn their way through higher 
profits, better quality 


BRIGHT WIRE GOODS—WIRE FORMS 


COTTER PINS EYEBOLTS 
HINDLEY 9559 i220" 5" 











Leechburg, Pa.: Who makes the 
Keystone double barrel shot gun? 
Adam Fondrk. 


ANSWER: Special brand of Ed. 
K: Tryon Co., 817 Arch Street, 
Philadelphia, Pa. 


OCTOBER 19, 1939 


Stafford Springs, Conn.: Who 
makes a round sod cutter with ser- 
rated edge? George W. Stevens. 


ANSWER: Albee-Godfrey . Co., 
544 Stewart Avenue, Brooklyn, N. Y. 











“GUNSHINS 


Fre ncl 


cHAMO 


MADE IN U.S.A. 


ASK YOUR JGBBER 
FOR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT. & WORTHEN TANNING CORP 
HAVERHILL, MASS 
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Classihied Oppovtumitien. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Classified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words...... 


All — maximum, 50 words... 4.00 
additional word..... wate .06 
Positions Wanted 

(8; + aad set solid, maximum, 


WEEE wcccccccceces 01 
Allow Seven Words for Keyed Address or Your Address 
BOXED DISPLAY RATES 
inch . $5 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

ap Pete 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted pe 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











| = Positions Wanted | 





| Positiows Wanted | 


| Positions Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications = — hundred experi- 
enced clerks, managers, 
and stenographers for Py York hardware re 
tailers and wholesalers. No charge to 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West ‘4and- Street, 
New York City. 








GOOD MAN AVAILABLE 


Sales executive, recently vice-president of a tool 
factory doing a world-wide business, with years 
of both factory and hardware jobber experience, 
seeks a connection. His work has included modern 
merchandising methods, creating displays, tales 
literature, catalogs, advertising, export, etc. 

Address Box ’ an eare be = AGE, 

239 39th St., N. City 














PURCHASING AGENT, 9 YEARS’ EX- 
PERIENCE in the wholesale hardware and 
electrical manufacturing field. Age 29. Now 
employed. Desires position with future and oppor. 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-665, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


ENERGETIC AND AMBITIOUS YOUNG 
MAN, 23 years old, single, desires position. Has 
had eight years’ experience in the hardware, paint, 
plumbing and housefurnishing line, also thor- 
oughly experienced in the gas range field and 
major electrical appliances, such as refrigerators, 

washing machines, etc. Address Box > 670, care 
of Harpware Act, 239 W. 39th St., N. Y. City. 


QUALIFIED RETAIL HARDWARE MAN 
POSSESSING tried and proven ideas developed 
thru 15 years’ experience desires immediate as- 
sociation with reliable Eastern retail establish- 
ment where initiative, ability, resourcefulness 
plus the will to accomplish bigger things is avail- 
able as store manager. Thorough understanding 
retail merchandising including buying, selling, 
displaying, sales promotion plus managerial duties. 
Present employment limits talents. Christian, 
married, in the thirties. Address Box D-648, 
care of Harpware Ace, 239 W. 39th St., New 
York City. 


SALES, PURCHASING, EXPORT PRO- 
CEDURE THOROUGHLY understood by young 
executive with eighteen vears’ experience in 
hardware, plumbing, mill supplies and machinery. 
Served as storeman, bookkeeper and store man- 
ager in West Virginia, export shipping clerk 
and export sales correspondent in = York 
City. Assistant purchasing agent of large tool 
maker and later head of export department doing 
half million dollar yearly business. At present 
employed as office manager of tool and machinery 
company. Would like to enter employ of manu- 
facturing concern where knowledge of above three 
departments could be used to advantage. Salary 
requirements reasonable. Address Box D-683, 
a of Harpware Ace, 239 W. 39th St., N. Y 

ity 














SALESMAN SELLING THE TRADE IN 
Chicago territory for the past twenty years wants 
to connect with a reliable manufacturer. Have 
general knowledge of hardware merchandise, spe- 
cialty tools, and cutlery. Salary or commission. 
Address Box D-685, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 





SALESMAN WELL ACQUAINTED WITH 
JOBBERS, wholesalers and major dealers in 
hardware and plumbing supply trades in Metro- 
politan New York and Northern New Jersey 
would like to represent manufacturer on com- 
mission basis. Address Box D-671, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN—SIX YEARS SELLING BY- 
CYCLES to the hardware and sporting goods 
trade of the southwest. Twelve years selling 
hardware, sporting goods, builders’ supplies, in 
southern New York State. Eight years with lasi 
firm. Best of references, and can go anywhere. 
Address Box D-660, care of Harpwarge AGz, 
239 W. 39th St., New York City. 





DIEMAKER, TOOLS AND ALL AROUND 
machinist, over seventeen years’ experience, seeks 
position, "steady, part time or other proposition. 
Can lay out own job, from idea, blueprint or 
model; also experimental work. A trial would 
convince you of my ability and accuracy of 
work. References. Address Box D-666, care of 
Harpware Ace, 239 W. 39th St.. N. Y. City. 





SALESMAN, 18 YEARS’ EXPERIENCE 
SELLING the wholesale and retail hardware 
trade, luggage manufacturers and industrial in 
Indiana, Michigan, Illinois, Wisconsin, Minnesota, 
Iowa, Nebraska, Missouri, Kansas and Colorado, 
proven sales ability and dependability, desires 
connection with a first class manufacturer. Ad- 
dress Box D-656, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


BUILDERS’ HARDWARE MAN EXPERI- 
ENCED ARCHITECTS’ plans and specifications 
—all classes building construction, competent on 
details, scheduling, template work and _ special 
problems. Capable department manager, familiar 
leading manufacturers’ lines and specialties seeks 
position with distributor or manufacturer. Ad- 
dress Box D-661, care of Harpware Ace, 239 
West 39th St., New York City. 


SALESMEN: AMAZING PATENTED 
SCREW-HOLDING screw drivers! Defy com- 
petition! Jobbers, retailers buy quantities. Big 
repeats, exclusive territories. 15% commission. 
Mfg’r, 80-J Journal Bldg., Boston Mass. 


HARDWARE MAN, 29 YEARS OF AGE, 
seeks position with reliable builders’ hardware 
firm. Two years’ experience in plan reading, 
estimating, laying out hardware, purchasing, writ- 
ing up shipping records and progress report 
work. Acquainted with number of builders and 
architects. Driver’s license. Address Box D- 
675, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 

















Young married man of twenty-seven 


with five years’ chain store and hardware experience; 
window trimming and counter layout a specialty be- 
sides a good knowledge of all phases of store opera- 
tion; also linoleum mechanic and glazier. A perma- 
nent location = with future dependent upon 
ability and production 


Address Box D-687, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 














HAVE EXPERIENCE IN REPAIRING OR 
rebuilding all makes vacuum cleaners and wash- 
ing machines. Can live with my family in almost 
any territory. Also have sales experience in 
this line. Address Box D-658, care of HARDWARE 
Ace, 259 W. 39th St., N. Y. Cit ty. 


BOOKKEEPER, ACCOUNTANT, 29, MAR- 

RIED, 10 years’ experience in hardware and 
electrical supply fields. Capable of taking com. 
plete charge, pres financial statements, tax 
returns, etc. esires a permanent or part time 
position in the above fields—one requiring initi- 
ative and responsibility. Address Box 2? 653, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








ACCOUNTANT - BOOKKEEPER, OFFICE 
AND CREDIT MANAGER, with thorough ex- 
perience assuming complete control of office 
duties; seeks a connection with a reputable manu- 
facturing or jobbing organization. Proficient in 
tax matters, financial statements, salesmen and 
cost records, systematizing. An efficient character 
for a busy executive. Address Box at care 
of Harpware Ace, 239 W. 39th St., Y. City: 





ENERGETIC AND HONEST YOUNG MAN 
seeking position with progressive hardware and 
electrical appliance store. Has had fifteen years’ 
experience in selling hardware, electrical, plumb- 
ing and kindred lines. Specialized in selling 
electrical appliances including refrigerators, wash- 
ing machines, vacuum cleaners, etc. Address 
Box D-676, care of Haroware Ace, 239 W. 39th 
Se, BR. F: Gey. 


[Sales Representatives Wanted | 


NATIONALLY KNOWN MANUFACTURER 
Of Hardware Specialties 

wants salesmen for selling direct to hardware 

and lumber dealers. Items sell on sight, lib- 

eral commission, protected territory, full com- 

mission on repeat business. 


Address Box D-679, eare of + oe AGE 
239 W. 39th St., New York City 



































Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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|Sales Representatives Wanted | 


| Basiness Opportunities | 











WANTED 


Sales Representatives or side line Salesmen who 
are well established among hardware trade, both 
jobber and retailers for a well-known line of 
liquid cement for the following states: Washing- 
ton, Oregon, California, Nevada, Idaho, Utah, 
Arizona, Montana, Wyoming, Colorado, New Mexico. 
State complete qualification and reference. 
Address—ALL-IN-ONE CEMENT COMPANY, 
4663 Page Ave., St. Louis, Missouri. 2} 











MANUFACTURERS’ REPRESENTATIVES 
WANTED TO SELL BUILDERS’ HARD- 
WARE _IN FULLY PROTECTED _TERRI- 
TORIES ON COMMISSION BASIS.  RE- 
QUIRE EXPERIENCED MEN WITH _ES- 
TABLISHED FOLLOWING WITH RETAIL 
HARDWARE AND LUMBER ACCOUNTS. 
PLEASE REPLY STATING LINES NOW 
HANDLED, TERRITORY ACTIVELY COV- 
ERED, AGE, NATIONALITY, EXPERIENCE, 
ETC DVADDRESS BOX” D-672, CARE OF 
| AGE, 239 W. 39rn z 
NEW YORK CITY. vshiieeinat 











WE WILL PURCHASE FOR cAsH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, etc. 

Write what you have to offer. 


MAZER BROTHERS 
The Bourse Phila., Pa. 


Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small. , 














SALES REPRESENTATIVES WANTED! 
To sell NEW COFFELATOR. Easiest selling item 
on the market. 2 to 6 cups of the most delicious 
coffee in 1 to 3 minutes. No metal parts. Famous 
infusion method. Approved by coffee experts. 
Best Creole China—€ beautiful colors. Sell any- 
one in your territory. Wonderful opportunity for 
“live wire’’. blish your own business. Write 
at once, stating what territory you can cover. 





Addrese—COFFELATOR CO., 
205 Market St., Newark, N. J. 





=) 


SALESMEN AND MANUFACTURERS’ 
AGENTS WANTED: Men already established in 
territory calling on wholesalers and major hard- 
ware dealers with non-conflicting items to sell 
high-quality line of inding wheels, sha i 
stones and hones. uantity production on 
items makes prices that will get business. Com- 
mission basis. Advise fully regarding terri 
covered and how long; also lines now handled. Ad- 
dress Box D-618, care of Harpware Ace, 239 
W. 39th St., New York City. 


SALESMEN OR MANUFACTURERS 
AGENTS FOR steel and iron space heaters, 
ranges, hot blasts, coke heaters, laundry stoves. 
Several territories open on an attractive and ag- 
— plan. Address Anchor Stove & Range 

ompany, New Albany, Indiana. 














| __ Accounts Wanted _—«|s 


— 











ACCOUNTS WANTED 


Salesman with more than 30 years’ experience 
selling hardware, tools and allied lines to 
wholesalers, retailers and mill supply distrib- 
utors in the Metropolitan New York area 
seeks one or two non-conflicting lines for that 
territory. References available. 

Address Box D-631, care ef HARDWARE AGE, 

239 W. 39th St., N. Y. City 











MANUFACTURERS’ REPRESENTATIVE 
Calling on the Wholesale Hardware & Mill 
Supply Trade in 
New York City and Metropolitan Area 
WANTS ADDITIONAL LINES 
on commission basis 
Address Box D-644, care of HARDWARE AGE, 
239 West 39th Street, New York City. 





GENERAL HARDWARE MAN WITH twenty 
years’ experience in both retail and wholesale 
trade open for a position November Ist. Will 
go anywhere. A-1 references. Address Box 
D-686, care of Harpware Ace, 239 W. 39th St., 
N. ¥.. City. 


MANUFACTURER’S REPRESENTATIVE 
TO SELL ESTABLISHED line quality paint 
brushes, liberal commission basis. Must be well 
established with the trade. State lines handled and 
territory covered. Address Box D-662, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALES REPRESENTATIVE WANTED. 
SOMETHING NEW and different. A new 
handy durable Vise. Just the trick for car- 
penters’ tool kits. Lists for $2.00. ll terri- 
tories open to both wholesale and retail trade. 
Good commission offefed. Address—Emco Mfg. 
Company, 784 Gladys Ave., Los Angeles. Calif. 














Manufacturers or Direct Representation 

Long experience with Metropolitan and 

Long Island trade. Jobbers, retail and mill 

supply. Have car. Ready to go. 
Address—0O. E. WATTS 

3014 Snyder Ave., Brooklyn, N. Y. 














WELL-KNOWN CUBAN REPRESENTA- 
TIVE ESTABLISHED 25 years in Havana is 
looking for representation of prominent American 
manufacturers in various lines to replace Euro- 
pean articles handled heretofore. Excellent ref- 
erences. Address Box D-674, care of HaRrpwarze 
Acer, 239 W. 39th St., N. Y. City. 





SALESMEN WANTED CALLING ON 
HARDWARE jobbers and department stores for 
all sections of the United States to sell fine 
quality furniture and automobile polish. Com- 
mission basis. Advise territory covered. Ad- 
dress Box D-678, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


SALES REPRESENTATIVES CALLING 
ON BUILDERS’ hardware dealers and lumber 
yards, to sell line of casement, transom, and 
storm sash hardware. Wisconsin, Minnesota, 
western Pennsylvania, and some other terri- 
tories open. State companies you now represent 
and territory covered. Address Box D-684, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


REPRESENTATIVES COVERING NEW 
ENGLAND--CENTRAL and Western States to 
represent firm manufacturing complete line of 
competitive priced paints, varnishes, enamels, 
stains, and specialties, also manufacturing mer- 
chandise for plumbing supply jobbers. State 
qualifications and territory covered. Address 
Pinol Mfg. Co., Inc., S. W. Cor. Hancock and 
Berks Sts., Philadelphia, Pa. 


FACTORY REPRESENTATIVES! A LINE 
OF MERIT. Complete stock of stove springs 
and clips. Numerous requests prove there is 
large potential demand. Tie up now with ou? 
Fall large space advertising campaign. Write 
now—ask about exclusive territory franchise. 
Address—California Spring Company, Inc., Est. 
1923. Dept. CA, 1746 South Los Angeles St., 
Los Angeles, California. 


SALESMEN! WHO CALL ON RETAIL 
hardware accounts, hardware jobbers, seed stores, 
and farm implements to handle a profitable well- 
known side jine. Items that sell rapidly and sold 
in good quantity in this class of trade or would 
be interested also in a full time representative. 
The line being composed of So-Bos-So, Fly 
Killer, Red Davis’ Red Squill Rat Killer in 
powdered form, also Red Squill Liquid, Plant 
Spray and other items. Address—C. H. Davis 
Company, Rome, New York. 
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MANUFACTURER’S AGENT WITH SIX- 
TEEN YEARS’ EXPERIENCE calling on the 
hardware, mill and electrical supply trade desires 
one other A-1 line on a commission basis for 
Pennsylvania, Delaware, Maryland and Distriet 
of Columbia. Address Box D-677, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 





COMPLETE LINE OF GOOD QUALITY 
kitchen ware, electrical appliances, cutlery and 
tools wanted for wholesale and retail hardware 
and department stores, Chicago territory and for 
export. Established office, display room and stock 
facilities. Address Box D-680, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. “ 


CAPABLE SALESMAN SELLING ONE 
LINE only covering state of Colorado seeks a 
few staple manufacturers’ lines for this territory. 
Now calling on hardware dealers and jobbers, 
also on feed houses. Has good following and 
drives his own car. Address Box D-682, caro 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURER, CAN YOU USE THE 
service of a real go getter, to represent you in 
the Southern territory? I now call on hardware 
jobbers and retail, also wholesale grocers. Drive 
my own car and am on the road traveling all 
the time. and want one good line to go with 
twine which I am now selling. Address Box 
D-668, care of Harpware Ace, 239 W. 39th St., 
B.. 3.. Gey. 


MANUFACTURER’S AGENT HAS POTEN- 
TIAL OUTLETS in Southern California to 
hardware, mill supply and sporting goods jobbers, 
department stores and large retail outlets on 
electric appliances, sporting goods, cutlery, alum- 
inum and enamel ware, lawn mowers, tools, 
builders’ hardware, and hardware items. Ware- 
housing space, billings, collections, selling servicé 
can be supplied. Satisfactory credit information. 











FOR SALE — CASH — SMALL ESTAB- 
LISHED paint and hardware business on North 
shore Long Island, New York. Inventory ap 
proximately $3,500. Opportunity for other lines 
of merchandise. Ill health and other business 
responsibilities reason for selling. Address Box 
D-622, care of Harpware Acez, 239 W. 39th St., 
NM. Y.- City. 





HARDWARE STORE FOR SALE. GOING 
concern. Twenty-five years in existence. The 
only one in town of 3,500 population. Sacrifice 
to settle estate. Low rent. Diversified in- 
ventory. Rural and agricultural area. ood 
opportunity. Inquire—626 Rives Strong Build- 
ing, Los Angeles, Calif. 





HARDWARE FOR SALE. OLD ESTAB- 
LISHED hardware store inventory about $4,000. 
Also fixtures and shelving. Four year lease on 
building at $35 per month. In best block en 
Main Street in productive irrigated valley. Priced 
at $5,000. Reasonable terms. Address—Wilson 
Hardware, Delta, Colorado. 





PARTNERSHIP OPPORTUNITY. YOUNG 
MAN MUST be fuily experienced in the retail 
hardware business. Good opportunity to join in 
partnership with a firm in New York City, estab- 
lished for fifty years. Must have capital and 
devote entire time to the business. Address Box 
D-664, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





ATTENTION DISPLAY METAL _  AS- 
SEMBLEKS AND other metal-stamping users. 
Metal stampings for the display trade, including 
shoe, tops with cross pieces, pedestals, shirt 
easels, etc. Also special metal jobs, metal cut- 
tings to size and various sizes of washers, at 
attractive prices. Address—M. Otshan, 905 40th 
St., Bfooklyn, N. Y. 





FOR RENT: 65 feet deep, heated store, with 
three room apartment. ation: Heart of Long 
Beach. Long established location for: hardware 
housefurnishing, paint, plumbing and electrical 
supplies. Reasonable rent at desirable terms. 
Excellent opportunity for capable and ambitious 
party. Address—Ehrlich, 231 East Chester St., 
Long Beach, N. Y. Tel.: L. B. 3346. 





HARDWARE RETAILER CONTEMPLAT- 
ING ENTERING WHOLESALE housefurnish- 
ing business wishes to contact thoroughly expe- 
rienced man from all angles of that business. 
Interesting proposition éan be worked out. An- 
swer in full detail past and present connections 
and experiences. Answers will be treated in the 
utmost confidence. Address Box D-667, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





CASH SALE — WELL ESTABLISHED 
HARDWARE AND FARM supply business in 
Pennsylvania town of about 15,000; drawing 
trade from 40-mile radius. Best location and only 
one-half block from farm market building. Inven- 
tory from $5,000 to $6,000. Low rent with five- 
year lease. Will sell at inventory prices. Reason 
for selling—death of owner. Address Box D-681, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 











.. Help Wanted - 


WANTED—MAN FOR BUILDERS’ HARD- 
WARE contract department. To manage depart- 
ment, call on architects and contractors. Address 











Address Chas. E. Mockbee Co., 784 Gladys Ave., 
Los Angeles, Cal. 


—Lock Box No. 1167, Chicago, Illinois. 
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FLORENCE 


GARDNER, MASS. 





NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS AND SAN FRANCISCO 








(4S, TORCHES 


KNOWN 
EVERYWHERE 


Me. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


Ne. 600A — Bottom Filler, T Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON @ LAMBERT Mc. Co. 


DETROIT, MICHIGAN 











Makes An Amateur 
Feel Like A Professional 


For quality construction and appearance, the new 
Baker-McMillen MITRE KIT is truly a_ professional 3 50 
outfit. That's why it appeals to both the professional 2 
and the amateur ‘‘home craftsman.’ 







Its adjustable cadmium guide post is accu- Includes 
rately indexed for 45, 67% and 90 de- ne om 


gree cuts. Easily handles up to 2x4 
sizes. With its 

highgrade 10- 
inch back saw, 
the MITRE KIT 
is a popular sell- 
er at $2.50. 
Write today for 
our liberal 
wholesale prices. 


THE BAKER McMILLEN CO., 240 €. miter Ave., Akron, Ohio 











Genu" DOMES of SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 


ence 


de 


Rubber Cushio Glides 


Ask your Jobber If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pear! St. N.Y. C. 
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MORE SHOTGUN SALES WITH MARLIN 
Model 90 


OVER & UNDER 





RETAILS AT $39,” 


*% This perfectly balanced, quick-pointing, fast-shooting 
beauty will lift your shotgun sales! Made by Marlin 
for a lifetime of reliable service. Hammerless, direct- 
line locking, cocks on opening. 12, 16 and 20 gauges 
and .410 bore. Send for catalog and dealer’s price today. 


33 Willow Street 


The Marlin Firearms Co, view Haven, Conn. 








display stand 


FREE 


gust buy 8 dozen 
Velb. CROSS TACKS 
from your yobber 


CROSS 


EAST JAFFREY,N.H. 


























GET MORE TRACK and HANGER 
BUSINESS 


NO. 100 TRACK 





NO. 15 TRACK Sell Wagner No. 


100 and No. 15 
Track with 


Bearing Hangers. 
Give better ser- 
vice to customers 
— simplify your 
> 1500 
Hangers operate 
in both No. 100 
NO. 15300 and No 15 


NO. 1503 
Track. One 
HANGER HANGER hanger — two 
e tracks, Write for 


Wagner Track 
and Hangert 
Literature. 


MFG. COMPANY 
Dept. H.A.839 
Cedar Falls, Iowa 





WAGNER 











Moulded RUBBER GOODS & Specialhe 














PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS. @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


*BOSTON:MASS 


207 





FP eee Rg te 


ere 


| 
| 


[GLK JOINT 


; (Patent No. 2,038,389) 


ithe MILCOR, Stove Pipe 
that brings you 


























profitable volume 


LockJoint’s exclusive construction features help you 
become “headquarters” for stove pipe in your com- 
munity, because you offer customers more for their 
money. * Your customers quickly recognize the 
value of these Milcor improvements: (1) The Locking 
Device — locks quickly and easily by hand... (2) 
the Non-Slip End Lock — prevents up-and-down move- 
ment of lock . . . (3) the short Fade-Away Crimp — for 
increased strength and tight assembly that eliminates 
the danger and unpleasant odor of leakage. These fea- 
tures not only make store selling easier, they sell cus- 
tomers on their advantages in actual service, creating 
valuable word-of-mouth advertising that brings you addi- 
tional sales. * Get more stove pipe profits this season. 
Feature safe, handsome LockJoint. Order your stock 


from your jobber today. H-14 
MrccoR. STEEL COMPANY 
MILWAUKEE, WISCONSIN CANTON, OHIO 


CHICAGO, ILL, © KANSAS CITY. MO. ¢ LA CROSSE, WIS. 

BALTIMORE, MD. © RQCHESTER, N. Y. 

Sales Offices: Minneapolis, Minn.; Little . Ark.» Deaiver, Colo.; Dallas, Tex.; 
Washington, D. C.;. Boston,’ Muses 
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1 Locking Device 






OPEN 


that give yo i 
edge on competition 


2 Non-Slip End Lock 
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Short Fade-Away 
Crimp 





Unit of 


the complete 


MitcoR. 


Heating Line 
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MnOunCINg the New Modlern-Line Plated 


Long-life, machine made 
uniform alloy steel wheels. 
Oversize hard bronze 
axle, smooth operation. 
Pregreased. 


New standard handles on 
all models. Perfect finger 
rest, shaped to fit hand. 
Heavily plated and pol- 
ished. Rust proof throughout. 


LANDON P. SMITH, INC. 


/aw Irvington, N. J. 


nt AD: a 
GLASS CUTTERS 





NEW VISIBLE DISPLAY! Shows tools to perfect 
advantage —sells’em on sight. Takes up less room. 
First of its kind. 


FREE—Write for new 64-page catalog illustrating 


entire RED DEVIL line —containing many NEW 
items and free dealer helps. 


OCTOBER 19, 1939 
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DAISY KITCHEN SPATULA O 


WRITE TODAY FOR 




















: DAISY CATALOG — 
STOCK THE FULL LINE 
coh — en a bP cei items 
i) fales nd profits. Sand today Sor Deley Coteieg 

a | No. 100. Give us the name and address of your 


favorite jobber. 
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